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NBC-TV Sets Up 
‘World's First 
100% Color Outlet 


New York, Nov. 3—Other seg- 


«,ments of the industry may be cool 


toward color television. Not so the 
National Broadcasting Co. and its 
parent company, Radio Corp. of 
America, 

Their latest strategy to break 
through the “black-and-white cur- 
tain” was outlined here today in a 
New York-Chicago color closed 
circuit press conference. David 
Sarnoff, chairman of both com- 
panies, announced that the NBC- 
owned station, WNBQ, Chicago, 
will become the “first all-color tel- 
evision station in the world.” 

Target date for the station’s con- 
version to color is April 15, 1956. 
Present b&w equipment will be 
completely replaced with new 
color equipment, with NBC spend- 
ing $1,250,000 on the project. 

When the conversion is com- 
pleted all local live programs will 
be aired in color. 


® Results of the pilot operation in 
Chicago will be made available to 
other stations with the hope that 
they too will start programming 
locally in color on a major scale, 
Mr. Sarnoff indicated. He set forth 
the NBC-RCA position in no un- 
certain terms: 

“Several years ago I remember 
speaking to a group of our af- 
filiates gathered in Atlantic City 
and urging them earnestly to get 
into television without delay. 
Many took my advice and I am 
sure they are glad they did. Today 
I am just as firmly convinced that 
the future of television lies in 
color. I cannot emphasize too 

(Continued on Page 97) 


GOP Signs for 
$2,000,000 in 
TV Time for ‘56 


WASHINGTON, Nov. 3—The na- 
tional political parties and major 
networks are busily blocking out 
prime tv time for next year’s elec- 
tion campaign in an effort to avoid 
the cost and inconvenience of ex- 
tensive pre-emptions. 

The Republicans, who spent lav- 
ishly in 1952 to buy up prime time 
that was already under contract 
to major advertisers, have already 
completed arrangements for a sub- 
stantial amount of time, estimated 
to be worth about $2,000,000. 

As a result, these periods will be 
withheld when networks begin 
signing advertisers for the ’56-’57 
season. 


® GOP Publicity Director L. Rich- 
ard Guylay says there is no way 


of knowing exactly how much time | 


the GOP campaign will require. 
The time that has been reserved, 
however, represents a good start, 
and it certainly will cut down ex- 
penditures for reimbursing com- 


(Continued on Page 4) 
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TWO-IN-ONE—Arthur D. Little Inc., 
business research organization in 
Cambridge, Mass., uses enigmatic 
drawings like this one, also fea- 
tured in the company’s ad which 
ran only in the Oct. 29 issue of 
Business Week, as a sales device 
for prospective clients. Most audi- 
ences quickly see the young wom- 
an, find the crone more slowly. 
Daniel Loizeaux is the art director, 
Hilton & Riggio the agency. 


Shelf Variety Is 
Key to Brand War 
Victory: Rogers 


New York, Nov. 3—Curtis C. 
Rogers, exec. v.p., Market Re- 
search Corp. of America, gave no- 
tice today that “an important com- 
petitive battle is developing” 
between chain labels and manu- 
facturers’ nationally advertised 
brands. 

Speaking before an American 
Marketing Assn. meeting here, Mr. 
Rogers outlined some of the pre- 
liminary skirmishes in this mar- 
keting battle. So far, both sides 
can claim victories. 

The food chains have scored sig- 
nificantly in the margarine mar- 
ket, for example. Mr. Rogers 
pointed out that in 1947 the four 
leading nationally advertised 
brands accounted for 47% of the 
margarine sales through A&P, 

(Continued on Page 101) 


Decree Abrogates 
Reddi-Wip Corp.'s 


Franchise Setup 


WASHINGTON, Nov. 3—The Jus- 
tice Department has entered a con- 
sent judgment requiring Reddi- 
Wip Corp. to drop exclusive 
dealing contracts which allegedly 
enabled it to control a large per- 
centage of the business in canned 
fluffed cream. 

The government charged that 
Reddi-Wip required franchise 
holders to buy unpatented cans 
and stabilizing chemicals from it 
in order to get its patented dis- 
pensing heads. The government 
also objected to contract provisions 
preventing dairies from handling 
products that compete with “Red- 
di-Wip.” 


ANA Counsel Tells Advertisers 


ANPA Anti-Trust Reply 
Denies Existence of 
‘Recognition System’ 


New York, Nov. 1—The Amer- 
ican Newspaper Publishers Assn. 


~ |today categorically denied that it 


was engaged in a conspiracy to re- 
strain trade in the advertising 
business, as charged by the federal 


*|government in an anti-trust suit 


filed May 12 against six trade as- 
sociations in the publishing and 
advertising fields. 

(A second defendant, the Pub- 
lishers Assn. of New York City, 
also answered the complaint to- 
day. The other four defendants 
were granted 90-day extensions to 
file their answers.) 

The ANPA reply, filed in the 
southern district federal court here, 
specifically denied the existence 
of a “recognition system” whereby 
advertising agencies are qualified 
to do business with—and receive 
commissions from—newspapers. 

In its answer, ANPA explained 
that it does supply members with 
credit information on agencies 
seeking to place advertising. It 
maintained, however, that this re- 
porting service “facilitates the 
flow of business,” helps both news- 
papers and agencies and, further- 
more, does not bind newspapers in 
their dealings with agencies. 


a ANPA pointed out that the “vast 
proportion” of advertising is han- 
dled on a credit basis and added, 
“Thus, for this reason, and also 
because of the far flung operations 
of advertising agencies, it is essen- 
tial that publishers possess ac- 
curate, up to the minute informa- 
tion concerning their financial 
standings.” 

The ANPA brief added: “Ab- 
sence of a report on the financial 
standing of an agency necessarily 
requires investigation by each in- 
dividual publisher with whom it 
does business and thereby impedes 

(Continued on Page 8) 


'to ‘Negotiate’ Agency Payments 


Weil Sounds Knell of Anti-Rebating Strictures in 
Reviewing Anti-Trust Case, ‘Regardless of Outcome’ 
New York, Nov. 2—Poof—there goes the sacred anti-rebate stricture. 


Media may continue to allow a standard 15% commission to advertis- 
ing agencies, but as between agency and client, the “standard” is dead. 


That is the nub of the impression 


several hundred advertiser, agency 


and media listeners got this morning when Gilbert H. Weil, counsel 
to the Assn. of National Advertisers, discussed the Justice Depart- 
ment’s complaint against the advertising business before the ANA 


convention. 
Mr. Weil made two basic points: 


® 1. Advertising and agency relationships have changed and become 
so unstandardized that a standard rate of compensation no longer 
makes sense. Therefore, advertisers and agencies should negotiate the 
compensation paid to agencies in the light of the work-load involved. 

That means, of course, that when the work-load is too heavy to be 
paid for out of commissions, additional compensation should be paid 


Four Anti-Trust 
Defendants Get 
90-Day Extension 


NEw York, Nov. 1—Over gov- 
ernment objections, four defend- 
ants in the advertising-publishing 
anti-trust suit were today given an 
additional 90 days to prepare their 
answers. 

Federal Judge William R. Her- 
lands advanced the filing date to 
Feb. 1 for the American Assn. of 
Advertising Agencies, Periodical 
Publishers Assn., Associated Busi- 
ness Publications and Agricultural 
Publishers Assn. 

Attorneys for the four groups 
gained the additional time after 
pleading that the conspiracy al- 
leged by the government was so 
“vast” and the issues so “compli- 
cated” that they could not be rea- 
sonably expected to have an ade- 
quate answer ready by this time. 
The suit was filed May 12, and the 
defendants already have had three 
extensions. 


= In granting the extra time, 
Judge Herlands noted it will take 


(Centinued on Page 97) 


Last Minute News Flashes 


Gallo Names Doyle Dane Bernbach 


New York, Nov. 4—E. & J. Gallo Winery, Modesto, Cal., has ap- 
pointed Doyle Dane Bernbach, New York and Los Angeles, to handle 
its account. Reportedly the largest selling brand label, Gallo will be 
advertised in an expanded schedule of spot tv, radio, newspapers, 
transit and outdoor. In recent months the account has been divided 
between two agencies, the Getschal Co. here and E. E. Fisher & Associ- 


ates, San Francisco. 


Berkshire Knitting Mills to Ogilvy, Benson & Mather 

New York, Nov. 4—Berkshire Knitting Mills, Reading, Pa., has 
appointed Ogilvy, Benson & Mather, New York, as its agency, effec- 
tive Jan. 1. Kenyon & Eckhardt has handled the account for the past 


five years. 


Ruthrauff & Ryan Drops One Account, Gets Another 

Cuicaco, Nov. 4—Ruthrauff & Ryan has been appointed by Sunkist 
Pie Co., Chicago, to handle its advertising. The agency also announced 
that it has terminated its relationship with Banquet Canning Co., St. 


Louis, by mutual agreement. 


John Sexton & Co. Names Roche, Williams 


Cuicaco, Nov. 4—Roche, Williams & Cleary has been appointed to 
handle national advertising for John Sexton & Co., Chicago national 
chain wholesale grocers. A color ad campaign in consumer magazines 
in the women’s and general fields is planned for 1956. Roy S. Durstine 
Inc. formerly handled the account. 

(Additional News Flashes on Page 101) 


to the agency; and conversely, 
when commissions are larger than 
the work-load warrants, clients 
should demand either additional 
services from the agency, or re- 
bates out of the commission. 


® 2. This is the legal and practical 
situation, regardless of the outcome 
of the government’s anti-trust case. 

Although he carefully avoided 
saying so, Mr. Weil’s exposition of 
the issues involved indicated 
strongly that the ANA counsel was 
not too sorry to see the anti-trust 
case brought; that he is certain the 
advertising structure will survive; 
but that he also welcomes, on be- 
half of advertisers, the implication 
that some of the strictures on 
agency-client relationships will fall 
to the wayside in the process of ad- 
judicating the dispute. (The com- 
plete text of Mr. Weil’s speech be- 
gins on Page 98.) 


= There is nothing in the govern- 
ment’s case “from the strict legal 
viewpoint that is going to neces- 
sitate drastic changes in our indus- 
(Continued on Page 98) 


Radio Indulging 
in Big Giveaway,’ 
Broadcasters Told 


COLORADO SPRINGS, Nov. 1—Ra- 
dio is indulging in the “most gi- 
gantic, the most colossal giveaway 
program in the annals of advertis- 
ing history,” according to Worth 
Kramer, v.p. and general manager 
of WJR, Detroit. 

Addressing the Region 7 confer- 
ence of the National Assn. of Radio 
& Television Broadcasters today, 
Mr. Kramer said radio is “part and 
parcel of advertising’s biggest dis- 
count house, and that’s the hard 
fact we have to face.” 

Examples he cited included ad- 
vertisers and agencies who got spe- 
cial discounts, free plugs and 
excessive free merchandising as- 
sistance. 


= Mr. Kramer pointed out that 
the agencies and advertisers are 
not to blame. It is the broadcasters 
themselves who must shoulder the 
blame, he said, not because they 


(Continued on Page 97) 
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While Anti-Trust Suit Pends... 


ANA Meeting Mulls Over Problems of 
Marketing, Ad Budgeting, Planning 


New York, Nov. 2—The Assn. 
of National Advertisers—meeting 
in a week in which the first of the 
answers in the advertising anti- 
trust suit was filed, and in which 
ANA’s attorney Gilbert H. Weil 
implied that the 15% was out- 
moded (See Page 1)—centered 
most of its attention on the chal- 
lenge to advertisers and improve- 
ment of marketing techniques. 

In three days of overflow ses- 
sions (since the advertisers had 
agency and media men as guests) 
the ANA tackled problems like the 
shape and structure of the future 
buying population, improving ad- 
vertising productivity, budgeting, 
better advertising management, 
media contributions to better ad- 


Now Auto Men Deal 
Before Their Cars 
Wheel, Gaskin Says 


HAMILTON, ONT., Nov. 1—Auto- 
mobile manufacturers and dealers 
who are “offering 1956 models at 
reduced prices before they are 
even on the market,” were at- 
tacked here last week by a leading 
member of the automotive indus- 
try—D. C. Gaskin, president of the 
Studebaker-Packard Co. of Can- 
ada. 

“In an industry that is selling at 
a greater volume than ever before 
there is no need for this kind of 
razzle-dazzle salesmanship,” said 
Mr. Gaskin, who spoke at a meet- 
ing of the Hamilton Lions Club. 

“This country was built up by 
good salesmanship,” said Mr. Gas- 
kin, speaking on the present and 
future of the sales industry in 
Canada. 

“You fellows know there is no 
Santa Claus,” he said. He insisted 
that many customers have been 
lost and the car industry has 
gained a bad name, in recent 
years, through dealers who trick 
their clients. 


® “Everybody who drives an auto- 
mobile today should realize that 
it costs money, and should be pre- 
pared to pay for what he gets,” 
Mr. Gaskin said. 

He predicted a return to “good 
honest salesmanship” in the near 
future. He told the Lions that 
more than 6,000,000 cars will be 
sold this year by the industry. 

“Sales,” said Mr. Gaskin, “can 
be built by honesty, ingenuity and 
a faith in the product, rather than 
the ‘something for nothing’ ap- 
proach, which has been used in the 
automotive industry since the 
war.” 


vertising and case histories of 
marketing. 
The convention heard Fortune 


istress marketing and advertising as 


important factors in stabilizing the 
economy; it heard Albert W. Frey, 
professor of marketing at Dart- 
mouth, discuss the problems of 
budget allocation, problems he be- 
lieves are aggravated by the ten- 
dency of many management men 
to treat advertising as a ‘“step- 
child,” while admen treat it as an 
“only child.” 


mw It heard a panel of advertisers 
and an agency man (W. B. Potter, 
Eastman Kodak; John B. Mc- 
Laughlin, Kraft Foods; C. S. Sam- 
uelson, grocery products division, 
General Mills, and R. G. Holbrook, 
Compton Advertising). In turn 
they covered respectively the im- 
portance of long range planning 
and the importance of providing 
management with future forecasts 
of advertising expenditures, the 
ways Kraft coordinates advertis- 
ing, sales and research to get the 
most efficient use of its advertis- 
ing outlay, the way General Mills 
works with its agencies, and the 
importance of an agency’s evalu- 
ating its own work. 

In a question and answer ses- 
sion later, the panel appeared to 
agree that it is important for the 
agency to have the right to bypass 
advertising management where 
necessary to talk to the company’s 
top management, and it was em- 
phasized that some companies have 
this as part of regular procedure. 


ws “The Challenge to America,” a 
new film produced by the joint 
ANA-Four A’s committee for eco- 
nomic understanding, was shown 
to the group. 

It emphasizes that more effec- 
tive marketing methods can help 
to raise the average income of 
American families to $7,000 a year, 
and let Americans live one-third 


(Continued on Page 103) 
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Summerfield 


Renews Battle for 
Postal Rate Hike 


WASHINGTON, Nov. 2—A flight to 
Denver to confer with President 
Eisenhower this week dramatized 
the fact that Postmaster General 
Arthur Summerfield will come out 
swinging in January in a new ef- 
fort to ram a postal rate increase 
bill through a reluctant Congress. 

By going to Denver, Mr. Sum- 
merfield scored a publicity “scoop,” 
and got the postal problem, at 
least temporarily, off the inside 
pages of the newspaper and way 
up front where a casual reader 
might easily notice it. 

After his meeting with the Pres- 
ident he said Mr. Eisenhower will 
renew his request to Congress for 
increases in all postal rates, in- 
cluding the first class letter. He 
said the President may again send 
a special message on postal rates to 
The Hill. 


@ Since taking office, Mr. Sum- 
merfield has rammed ahead trying 
to push a rate bill through a Con- 
gress which has no stomach for the 


(Continued on Page 45) 


N.Y. Stock Exchange Designed Its Ads to Be 
‘Educational,’ But They Pull Like Coupons 


New York, Nov. 1—Extraordi- 
nary responses to its fall advertis- 
ing campaign are reported by the 
New York Stock Exchange. 

Launched Sept. 13, it consists of 
six ads in 556 newspapers in 327 
cities, plus three full pages in Life 
and The Saturday Evening Post. 

Keith Funston, president of the 
exchange, in his quarterly report 


released today, says, “The first two 
newspaper ads and the first Life 
‘ad have brought directly to the 


PRE-SLICED—Armour & Co., Chicago, is testing its new ready-sliced 
margarine in 12 markets in Louisiana. Texas, North Carolina, Mis- 
souri, Ohio, Colorado and Florida. Package of Cloverbloom “99” 
churned margarine shows 16-slice stick on front, explains on back 
that each slice is the equivalent of one-half tablespoon, thus mak- 
ing it handy for cooking as well as serving at the table. Full-page 
newspaper ads and tv spots are being used. 


exchange more than 14,000 re- 
sponses.” 

Reports from individual mem- 
ber firms, he says, indicate “an 
even greater response to them. 

“Although our advertising is de- 
signed primarily to be educational 
and not inquiry-producing,” Mr. 
Funston says, “total direct respons- 
es to the exchange from this year’s 
advertising amounted to nearly 
90,000. This is more than the num- 
ber received in the full 12 months 
of 1954.” 

The exchange’s pentane so 
far this year is up nearly 60%, the 
report shows. 

Names of the respondents which 
come directly to the exchange are 
referred to member firms, which 
may then offer their services to 
these potential investors. 


® “Naturally,”. Mr. Funston says, 


“we are delighted that more and 
more member firms are running 
| tie-in ads adjacent to our newspa- 
| ber ads. So far, we have tabulated 
193 tie-ins in 67 cities with our 
first two fall newspaper ads, and 
the tabulation is not complete.” 
Daniel H. Woodward Jr., director 
of advertising and sales promotion, 
told AA that he attributed the large 
number of responses which the ex- 
change has received largely to 
three things: (1) the fact that the 


has used coupons, (2) doubling the 


(Continued on Page 45) 
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TUMMY RUB—This ad, which will run in Vogue, is part of the $1,000,000 

print, radio and tv spot campaign Niagara Mfg. & Distributing Co. 

plans for the coming year. Walker & Downing, Pittsburgh, is the 
agency. 


Niagara Push Will 
Rub Off Cash with 
Home Massage Kits 


New York, Nov. 1—There’s a 
fat market ‘waiting the discerning 
American business man, and it’s 
the 30,000,000 men and women in 
the U.S. who are overweight. 

That’s the opinion of Owen K. 
Murphy, president of Niagara Mfg. 
& Distributing Corp., Adamsville, 
Pa. Mr. Murphy, who flew into 
New York for a sales convention, 
plans to get his share of that mar- 
ket with a line of home massage 
| equipment. 

He said his company will spend 
more than $1,000,000 to promote 
the line in the next year. Niagara 
plans to use b&w and four-color 
ads in some 15 supplements and 
magazines like Collier’s, Esquire, 
Good Housekeeping, The Saturday 
_Evening Post, This Week Magazine 
and Vogue, to name a few. The 
company also is planning on coop- 
erative newspaper advertising and 
radio and tv spots in many cities. 


= Mr. Murphy, who expects Ni- 
agara’s retail sales to increase 60% 
(to $17,000,000) in the next year, 
said his home massage equipment 
provides aid for persons suffering 
pain and muscle spasms. However, 
it can also be used, he said, in a 
weight control program, to help 
decrease mental and emotional 
tension and relieve fatigue. 

Mr. Murphy predicted the home 
massage industry could at least 
double its sales if the right kind 
of promotion was aimed at the 
overweight population. 

Niagara’s agency is Walker & 
Downing, Pittsburgh. 


Hills Bros. Coffee 
Is Tops in South 
Bend, Study Shows 


SouTH BEND, Nov. 2—Hills Bros. 
was the biggest selling coffee in 
the South Bend area over a three- 
month period this year, according 
to a grocery study conducted for 
the South Bend Tribune by the | 
Burgoyne Grocery & Drug Index, | 
Cincinnati. 

The store panel included super- 
markets, 
stores (all over $50,000 annual 
volume sales), both chains and 
independents. The stores in the 
study represent 18% of the annual 
grocery sales volume in South 
Bend. 


The study, which was made pub- 
lic this week, is the first of its kind 
to be issued by the Tribune. 


® Among the regular coffee 
brands, Manor House, with 20.9% 
of the market, finished second to 
Hills Bros. (28.8%). In the sol- 
uble coffee category, Maxwell 


(Continued on Page 6) 
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Three More Mills 
Hike Newsprint 
Prices $3-$4 


New York, Nov. 3—Newsprint 
continues to make news. 

Further confusion of the price 
situation has been caused this 
week by two big mills hiking their 
prices $3 a ton and by a third lift- 
ing its price $4 a ton. Two mills 
previously had raised prices $5 
and another had increased its 
price $4. A number of other big 
producers are still sitting tight and 
have made no change in quotations. 

Thus, the contract price of news- 
print here ranges from $126 to 
$131 a ton. Small lots are hard to 
get, and so-called gray market 
quotations range from about $180 ., 
to $200 a ton. 


® Mills that advanced prices this 
week were Anglo-Canadian Pulp 
& Paper Mills, $3, Montmorency 
Paper Co., $3, and Powell River 
Co., $4. 

Previously, Abitibi Power & 
Paper Co. and St. Lawrence Corp. 
had increased prices $5 a ton and 
Canadian International Paper Co. 
had raised its price $4. 

Powell River, incidentally, is 


(Continued on Page 48) 


Scrooge Is Dead, 


Business Plans Yule 
Gift of $1.8 Billion 


ATLANTIC CrTry, Nov. 1—Yes, 
Virginia, there is a Santa Claus. 
Only he masquerades under the 
name American business. Seems 
American business is going to 
spend $1.8 billion on Christmas 
gifts this year for customers, pros- 
pects and employes. You can be- 
lieve this, Virginia; it’s certified 
by Fortune. 

All that dough is going to buy 
presents like food, liquor, house- 
hold gifts, leather goods and sport- 
ing goods. This ranking is supplied 
by Joseph A. McKeone, who sells 
space in Fortune. He made all this 
public at the annual meeting of the 
National Retail Liquor Package 
Stores Assn. 


® Mr. McKeone also disclosed that 
78% of all business gifts are 
bought in the last three months of 
the year (16% in October, 22% in 
November, 40% in December), and 
that 56% of all businesses send 
gifts to customers and prospects at 
Christmas, while 65% give gifts to 
employes. In practically all the 
other companies that do not give 
business gifts, the salesmen or rep- 
resentatives are allowed to give 
gifts under their own names, and 
are subsequently reimbursed by 
their own companies. 
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large and medium-size} 


Products in 18 categories were| 
studied over three-month periods. | 


| 


CHARLES T. AYRES has resigned as 
ABC v.p. in charge of radio to be- 
come v.p. of NBC in charge of its 
radio operation. The post has been 
vacant at NBC for several months 
during which Robert W. Sarnoff, 
exec. v.p., has been doubling as 

head of the radio network. 
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Executive 


. in a Bathtub! 


Regara this man. He toils not, neither does he spin (it has 
been proven that the bathtub is no spot for toiling and plain 
impractical for spinning). What he’s doing is going over his 
Christmas shopping list. If you detect a slight air of compla- 
cency about him, it’s because he’s got the whole thing taped. He 
has come to a firm-jawed, executive decision—and for once it’s a 
good one. He's going to give everybody books for Christmas. 

This is because, being an Executive, he knows how to Delegate, 
or “get out of” Doing Work. He has discovered that all he needs 
to do is to tell an experienced bookseller the names of the people 
on his list and a little bit about what kind of people they are. 
And that’s all he has to do, Then, out to those people will go 
beautifully packaged, highly personal gifts—each one subtly 
flattering the intelligence of the givee, each one hitting the bull's 
eye of his keenest interest, whether that interest is playing polo, 
sex, old coins, the goings on among bearded and even unbearded 
historical characters, gardening, or golf. 

Our Executive in the bathtub is not only a clean Executive, but 
a happy one, because, as we've said, he’s discovered how easy it is, 
once he’s found an experienced bookseller who knows all about 


Now it is possible that you yourself are just as clean and happy 


as our man. You may have come to the same intelligent conelu- 
sion about giving books for Christmas and be just as eager to 
have someone else do the work. All you lack is the bookseller 
who'll do it. In this case, simply take a casual gander at the list 


across the bottom of these pages. All these bookstores are mem- 
bers of the American Booksellers Association and get happy 
glints in their eyes at the idea of selecting books for gifts. 

And to get you in the spirit of the whole thing, you will find 
another list, way over there on the right hand side. You will see 
at a glance, unless you are bad at glancing, that it contains a batch 
of highly specific gift suggestions that belong at the bedside, 
beside the armchair, or in the library of highly specific people 
you know. 

But possibly you are the sort of Executive who is arm-weary, 
what with picking up the phone and lifting martinis at lunch 
and all that. In that case let that glance rove to the coupon in 
the lower right hand corner. Then have your secretary follow 
its simple instructions. She probably knows the tastes and likings 
of the people you are remembering better than you do, anyway. 
She'll think of ones you've forgotten, besides. You will now 
not have another thing to do and can call your broker or look at 
television in peace. No—there will be one more thing--to sit back 
and gracefully receive the delighted thanks and compliments 
of your friends, relatives, and business acquaintances for your 
thoughtfulness, generosity, and cleverness. Happy, happy 
Executive! Merry, merry Christmas! 
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— = Ford’ s ‘55 Nine-Months Profits Top 


~ Those of Any Prior Full Year: Breech 


| 

| St. Louis, Nov. 2—Ernest R.].ave spent or committed more 
chairman of the board,|than $3,850,000,000 since 1946 on 
Ford Motor Co., said yesterday|new tools and new, expanded and 
that Ford’s estimated earnings | modernized manufacturing and as- 
before taxes this year will “sur-| sembly facilities—with all of it 
pass the aggregate earnings of the | /coming from earnings, deprecia- 
company for the entire 21 years | ‘tion accruals and more efficient 
prior to World War II. /turnover of working capital. 

“For the nine months ended | 4. Despite these new facilities 
Sept. 30, 1955,” he said, “‘the profits, and extensive use of overtime and 
of the Ford Motor Co., both before’ extra shifts, “we still haven’t been 
and after taxes, are greater than|able to produce enough cars to 
meet demand.” 


tory of the company.” 
He made the startling disclosure|m Mr. Breech said Ford made a 


in an address to the 10th annual | “whopping big bet on the future” 
Century of Commerce dinner here.| pecause of its belief that “a great 


|many people, including business 
=" Mr. Breech cited these other|men, may have failed to gauge 


evidences of Ford’s present healthy | accurately the tremendous changes 
condition: 


that have been taking place in our 


the recent books which are candidates for gift selection. 


CARSON PIRIE SCOTT & CO. 
CO-OPTRATING BOOESHOPS | ’ o- 
— — 
ABRAHAM LINCOLN BOOKSHOP 
COKESBURY BOOKSTORE 
VO Eost Chesnut Sweet 740 Rush Street 
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PUBLISHERS’ BENEFACTOR—The man in the above bath- 
tub has just come to a “firm-jawed executive deci- 
sion.” He’s going to give everybody books for Christ- 
mas, according to this American Book-Stratford 


Modern Tempo... 
Tempo Inc., in 
Art for 19 Years, 
Now Is Ad Agency 


Cuicaco, Nov. 3—Tempo Inc., 
for 19 years an art studio and sales 
promotion company, is in the proc- 
ess of becoming, almost reluctantly, 
a full-fledged advertising agency. 
It is expected to announce this 
metamorphosis next week. 

Tempo took the big step Oct. 24 
when it purchased a spread in Re- 
tailing Daily for Aluminum Co. of 
America during an aluminum lawn 
furniture promotion (AA, Oct. 31). 

Walter Wentzel, Tempo presi- 
dent, told AA that the company 
now bills between $1,100,000 and 
$1,200,000 yearly. About 10% is 
commissions from buying space. 
John J. Poister, director of sales, 
pointed out, however, that the 10% 
figure should increase to at least 
25% in the next 60 days. 


s “We are not anxious to be called 
an agency and to compete with 
Leo Burnett Co. and other large 
agencies, but there is really no way 
we can avoid it if buying space 
is among our services,” Mr. Went- 
zel said. “I would like to point out 
that we made our niche in the ad 
business creating plans for sales 
and merchandising programs and 
following through on these pro- 
grams. 

“We will continue to sell the 
same services but now we will be 
able to place space for our clients 
if they want us to. Our principal 
function has been to solve selling 
problems, and we plan to stay with 
the thing that has made us success- 
ful. Under the new agency setup, 
we will be able to attack any prob- 
lem for clients, whether they be 
selling or media.” 

The new agency’s credit rating 
already has been officially ap- 
proved by Fairchild Publications, 
Meredith Publishing Co. and 
Hearst. Verbal approval has been 


given by Conde Nast Publications, | 
Curtis Publishing Co. and Life, | magazine publishers find sub- 


Time and Fortune. Several pub- 
lishers of trade publications also 
have approved Tempo’s credit, ac- 
(Continued on Page 6) 
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— BOOKSELLER 
ECONOMY BOOKSTORE KROCH'S A BRENTANO'S §«=—- MAIN STREET BOOKSTORE MAX SIEGEL 
40 South Clark Sirest 29 South Wabesh Avenve 642 North Michigon Avenve 55S Eost Washington Street 
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Oe 
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Book Manufacturer's 
Ad Aids Publishers by 
Lauding Gift Buying 


New YorK, Nov. 1—‘You, too, 
can be an executive in a bathtub,” 
according to the American Book- 
Stratford Press in a spread ap- 
pearing in the Oct. 25 New York 
Times and Nov. 1 Herald Tribune 
and Chicago Tribune. Such an ex- 
ecutive toils not, neither does he 
spin—so readeth the copy—be- 
cause he gives everybody books 
for Christmas. 

To help everybody adopt the 
same Christmas gift policy, the 
ad carries names and addresses of 
local booksellers, and lists 24 books 
that belong “in the library of 
highly specific people you know.” 

To simplify the gift situation 
even more, the ad also has a cou- 
pon—‘“have your secretary follow 
its simple instructions.” And 
American Book will see to it that 
an “accredited retail store will 
gift wrap these books hand- 
somely and ship them out prepaid 
in time for Christmas delivery.” 


® American Book, among whose 
customers are a number of book 


Press-ad which is running in the New York Times, 
Herald Tribune, Chicago Tribune and Saturday Re- 
view. Listed are names of local bookstores stocking 
and displaying the 24 books promoted in the ad. 


publishers, terms the ad a “good 
will gesture, an attempt to broaden 
the reading base in this country.” 
The stores listed in the ad have 
agreed to display the books as well 
as mounted reprints of the ad. 

A four-page insert, using the 
same copy, but carrying a long 
list of bookstores from coast to 
coast, is slated for the Nov. 25 
Saturday Review. 

Lewin, Williams & Saylor is the 
agency. 


Lewis & Gilman Gets 
Keebler Biscuit Co. 


PHILADELPHIA, Nov. 2—Keebler 
Biscuit Co. has appointed Lewis & 
Gilman here as its agency effec- 
tive Jan. 1. 

This is the third client of McKee 
& Albright to award its account to 
Lewis & Gilman since the former 
agency announced that it would 
discontinue operations as of Dec. 
31, 1955. The other two clients are 
Breyer Ice Cream Co, and Phila- 
delphia & Reading Corp., anthra- 
cite coal company, 
Philadelphia. Keebler, a division of 
United Biscuit Corp., is one of the 
country’s 
cakes and crackers. 


both of) 


leading producers of | 


1. The company’s present em- 
ployment in the U.S. is 193,000, 
an increase of more than 55% 
since 1946. 

2. Ford’s total wage and salary 


fringe benefits such as pensions 
and insurance—will set an all- 
time record of more than $1,123,- 
000,000. For the first nine months 


of hourly employes, including over- 
time, was $105.74. 
3. By the end of 1957, Ford will 


Ruppert Will 


Sponsor Giants 
on TV, Radio 


New York, Nov. 3—Jacob Rup- 
pert, a name which was closely as- 
sociated with baseball for years, 
is getting back into the business— 
this time as a broadcast sponsor 
rather than as a club owner. 

The beer company, whose late 
owner built the New York Yankees 
into a major league powerhouse, 
this week negotiated a $5,000,000 
deal to sponsor the New York 
Giants on tv and radio for the next 
four years. This includes an annual 
fee for air rights to the games. 

Bowing out as sponsor after 
some eight years is the Liggett & 
Myers Tobacco Co., which paid 
| $500,000 last year for radio-tv 
rights. WPIX (tv) and WMCA will 
continue to air the schedule. 
| Knickerbocker beer’s takeover 
of the Giants’ sponsor booth makes 
| (Continued on Page 44) 
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payments this year—not counting! 


of 1955, the average weekly wage! 


American economy and are under- 
estimating the potential that lies 


/o\ahead of us.” 


“We don’t want to be unable 
to meet the demands of a fast- 
growing market,” he said. “I be- 
lieve that this is a time of immense 
opportunity for progress and that 
we should all plan accordingly. 
The so-called market of the future 
—the big boom we have all been 
anticipating for the early 1960s— 
is no longer a distant dream.” 

He added that unless current 
projections are completely wrong, 
the years beyond the 1960s should 
be “years of unparalleled advance- 
ment in our material, social and 
cultural lives.” 


= “We have no choice,” he said, 
“but to prepare for a major break- 
through onto a new and much 
higher plateau of production and 
consumption.” 

As reasons for his company’s 
faith in future progress, Mr. Breech 
listed the rapidly growing popula- 
tion, an equally rapid growth in 
family incomes and living stand- 
ards, the soundness of the coun- 
try’s currency and credit struc- 
ture, the nation’s ever-growing 
research program and the dimin- 
ishing likelihood of a global war. 


SO EASY TO INSTALL IT YOURSELF! 


DISHWASHER 


INSTALLS IN A JIFFY WITHOUT 
SPECIAL PLUMBING OR WIRING! 


Ge aeed & Cen ed da ee 
cont. > . 
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INSTALL IT YOURSELF—Gerity-Michi- 
gan Corp., Adrian, Mich., is using 
i|this ad in the November issue of 


2|tn December to promote its dish- 
/washer. MacManus, John & Adams, 
Bloomfield Hills, Mich., is the 
| agency. 
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IT TAKES 


POWER 


FOR 
MODERN FARMING 
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' em thal if) 
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The CAPPER’S FARMER area 
consists of the fertile plains states 
—bread basket for a nation, meat 
supplier to all America, birth- 
place of the great changeover 
to power farming. Today, the 
major share of our country’s 
power farm equipment is sold 
in CAPPER’S FARMER territory. 
Here, where farms are biggest, 
needs also are biggest—for 
products and services for every 
farm and home. 


Cappers 


ATMEL sas 


Topeka 
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Advertising Age, November 7, 1955 


$2,000,000 in 
TV Time for ‘56 


(Continued from Page 1) 
mercial sponsors and stand-by fees | 
for displaced talent. 

The Democrats are a bit slower 
getting under way, but Sam 
Brightman, their p.r. chief, expects 


to have his schedules lined up by ; 
the first quarter of ’56, and prob- W. A. P. JOHN, board chairman and 


ably sooner. Democratic National co-founder of MacManus, John & 
Chairman Paul Butler has ex-,4dams, Bloomfield Hills, Mich., re- 
pressed hope that his party will tired Nov. 1 from active partic- 
have a $5,000,000 radio-ty budget. ipation in the agency. Mr. John 

The Democrats tried to stay) will remain on the board of direc- 
away from pre-emption costs in| tors and will serve as the agency’s 
52 by using less-costly time. This | special consultant, with offices in 


bagi pe bape ae peel the Wabeek Bldg., Birmingham. A 
9:30 p.m. peak audience periods. new board chairman ed not — 
One reason the Republicans have Pected to be named until the first 


been able to move rapidly is that. of the year. 


_they are continuing to use Batten, 
Barton, Durstine & Osborn, the 
same agency that they had in ’48, 
52 and °’54. The Democrats are 

| trying to decide about an agency. 

| They may decide to stay with Jo- 

_seph Katz Co., which handled the 

| account in ’52 and ’54. Or they may 

|pick ene of several new agencies 

_that have been considered. 


_® While early action on campaign 
air time is unprecedented in the 
political field, Mr. Guylay says it 
seems perfectly logical, since the 
parties know they are going to use 
certain time periods and have used 
them year after year. 

He indicated the GOP will test 


some new techniques this year, 
including a substantial amount of | 
5, 15 and 30-minute broadcasts, | 
generally confined to a single sub-| 
ject. 

While no details of the schedules | 
| have been released, it appears that. 
an effort will be made to stagger | 
|the political broadcasts so that 
| popular programs will not be dis- 
placed more than once or twice 
each in the course of the cam- 
paigns. 

The ’56 campaign is expected to, 
be an unusually short one. The 
conventions are being held at the 
latest dates in history. 


Durgin Is Head 
of ABC Radio 


New York, Nov. 3—Don Durgin 
this week was rewarded for his 
role in the development of ABC 
Radio’s “new sounds” for night- 
time. 

With the exit of Charles T. Ayres 
to become v.p. in charge of the 
radio network of NBC, Mr. Durgin 
has been named v.p. in charge of 
the radio network of ABC. He has 
been ABC’s director of sales de- 
velopment and research for radio 
and television since September, 
1954. 

A large portion of the credit for 
ABC’s latest scheme to pull radio 
out of the doldrums goes to Mr. 
Durgin. He headed the team which 
put together the block of short, 
short shows that kicked off last 
week. 

Gene Accas moves up from the 
post of director of advertising, pro- 
motion and publicity for radio and 
tv to replace Mr. Durgin as head 
of sales development and research. 
Mr. Accas is succeeded by John 
Eckstein, previously his assistant, 
who becomes director of advertis- 
ing and promotion for both net- 
works, and Adolph L. Seton, man- 
ager of publicity, who will direct 
publicity for both networks. 


Jewell Agency Adds One 
Associated Sales & Supply Co., 
Oakland, Cal., subsidiary of Wood- 
Treating Chemicals Co., St. Louis, 
has appointed Jewell Advertising 
Agency, Oakland, to handle its 
advertising. A campaign covering 
the company’s chemical formulat- 
ing, packaging, shipping and tank 
storage departments will run in the 
Pacific Coast edition of the Wall 
Street Journal, Chemical Week, 
Chemical & Engineering News, 
Soap & Chemical Specialties and 
other chemical trade journals. 


Ore-Ida Potatoes in Drive 
Sidney Garfield Associates, San 
Francisco, on behalf of Ore-Ida 
Potato Products Inc., Ontario, Ore., 
has signed for a $5,000, 13-week 
saturation spot campaign on 


'KLAC, Hollywood. Ore-Ida also 


is currently running a four-month 
schedule in the San Francisco Ex- 
aminer for its frozen potato prod- 


ucts. 


I 


Instant Coffee goes fast...in lowa! 


Whether they take it black or use cream and 
sugar, lowans are definitely drinking more 
instant coffee than ever before. What's more, 
our BRAND INVENTORY’ shows one 
brand, not in the market in previous years, 


- 


poPuULATION 1,045,500* 
srge incom $1,746, 897 000° 
“eral SALES $1,356,490, 000° 


a, 


oe 


*Sales Management Estimates for Jan. 1, 1955. . . 
TOTALS of 4 Counties: DADE (Miami) — 
BROWARD (Ft. Lauderdale) —-MONROE 
(Key West) — PALM BEACH (Palm Beach) 


has suddenly corralled a big chunk of con- “A tremendous year ’round market’’. . . “fantastic 
sumer sales. And one of the regulars has ; growth” . . » describes WIOD’S 4 County Market. 
chalked up a sizable increase, too. — — ge get in this market NOW .. . 


Evidently there’s plenty of room for brand 
promotion in this market where instant coffee 
use went from 32.8% in 1953 to 53.6% in 
’54. And what better way to do the job, than 
in the more-than-500,000-circulation Des 
Moines Sunday Register...the one medium 
covering cities, towns, villages, farms—in 
fact, the entire state of Iowa! 


THE DES MOINES 
REGISTER anv [TRIBUNE 


An “‘A’’ schedule newspaper in an ‘‘A-1’’ market! 
Gardner Cowles, President 


*WHAT BRAND INVENTORY? Why, the 
accurate, factual, and mighty revealing 
BRAND INVENTORY IN THE HOMES 
OF IOWA SUBSCRIBERS to The Des 
Moines Sunday Register! Get your personal 
copy by simply writing us on your company 
letterhead. 


REPRESENTED BY 


Scolaro, Meeker & Scott—New York, Chicago, Detroit, Philadelphia 
Doyle & Hawley—Los Angeles and San Francisco 


James M. LeGate, General Manager 


5,000 WATTS - 610 KC - NBC AFFILIATE 
National Rep., George P. Hollingbery Co. 


And for the lowest cost per thousand buy in Miami 
',.. talk to your Hollingbery man. 
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“THE MIDDLE COURSE 
IS THE SAFEST” 


— OVID 


Since World War II, our spiralling business cycle has boosted 
millions of wage-earning families high up on the income ladder. 
So high, in fact, that traditional concepts about “leisure class” 
purchasing power are due for radical revision. Today, it’s not 
the upper bracket that rules the roost—it’s the five-day-a-week 
workers who have both the leisure and the werewithal to keep 
the marketplace humming. 


Back in 1947, 29% of all family units had incomes between 
$4,000 and $7,500 — which represented 38% of our yearly in- 
come. By 1954, these prospering wage earners comprised 35% 
of our population—and accounted for 42% of last year’s record 
income! Equally significant is the fact that families at the top 
level boosted their incomes 27%, in the last seven years, as 
compared with a 36% increase for the middle group. That’s why 
the great mass of middle-income families is now the balance 
wheel of our new economy! 


FOR NATIONAL ADVERTISERS, THE LESSON IS CLEAR. Today, 
advertising persuasion must be concentrated as never before 
on the Motivating Millions — the great mass of middle-income 
families who need more, want more, use more, buy more! And 
only a publication that reaches this group broadly and deeply 
will have the capacity to really sell this vital, ever-growing 
market. 


THIS WEEK Magazine is such a publication — does such a job. 
While it cuts heavily across all income levels, its 11,000,000 
plus circulation is greatest among the middle-income group. 
Its distribution, by leading Sunday newspapers, parallels the 
major markets and their satellites where most of the 
Motivating Millions live, work and buy. 


COVERAGE PLUS INFLUENCE GET RESULTS. For example, in the 
523 counties that account for half of all retail sales, THIS 
WEEK reaches almost as many families as the next four lead- 
ing magazines combined. In the 2,548 remaining counties, 
THIS WEEK reaches more families — and gives more effective 
coverage in more counties — than any other publication. 


It is this tremendous national coverage, plus local impact — at 
low cost — that make THIS WEEK a basic medium for adver- 
tising. It is its wholesome, top-flight editorial vitality on Sun- 
day—the best selling day of the week—that makes THIS WEEK 
one of the most powerful editorial and advertising forces of 
our generation. 


SHARES THE POWER AND PRESTIGE OF THESE 35 GREAT NEWSPAPERS WHICH DISTRIBUTE IT 


-_ WAGnhEina = 


AMERICA’S LARGEST FAMILY MAGAZINE 
Reap BY 11,000,000 Famities Every SuNDAY 


The Baltimore Sunday Sun 

The Birmingham News 

Boston Sunday Herald 

The Charlotte Observer 

Chicago Daily News 

The Cincinnati Enquirer 
Cleveland Plain Dealer 

The Dallas Morning News 

Des Moines Sunday Register 

The Detroit News 

The Houston Post 

The Indianapolis Star 

The Jacksonville Florida Times-Union 
Los Angeles Times 

The Memphis Commercial Appeal 
Miami Daily News 

The Milwaukee Journal 


* Minneapolis Sunday Tribune 


New Orleans Times-Picayune-States 
New York Herald Tribune 
Norfolk Virginian-Pilot 

and Portsmouth Star 
The Philadelphia Sunday Bulletin 
The Phoenix Arizona Republic 
The Pittsburgh Press 
Portland Oregon Sunday Journal 
Providence Sunday Journal 
Richmond Times-Dispatch 
Rochester Democrat and Chronicle 
St. Louis Globe-Democrat 
The Salt Lake Tribune 
San Antonio Express and Sunday News 
San Francisco Chronicle 
The Spokane Spokesman-Review 
The.Washington Sunday Star 
The Wichita Sunday Eagle 
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Recently voted “Best Non-Network 
Film Series”... “I LED 3 LIVES” is now 
in production for 3rd award winning year! 


3 LIVE S! - s 


i. \ ; ube vey 


IN NEW ORLEANS 


week after week. 


To get an excited 
* TV following, 

GET IN TOUCH 
WITH 


oe « @ 2004 


Elusive action of Herb Philbrick (RICHARD CARL- 
SON) on Commie courier assignment gets results in 
New Orleans. Big crowds, as indicated by Telepulse 
April 1955 report, follow Ziv’s “I LED 3 LIVES” 


CINCINNATI 


| CHICAGO 


NEW YORK 
HOLLYWOOD 


Tempo Inc., in 
Art for 19 Years, 
Now Is Ad Agency 


(Continued from Page 3) 


cording to Mr. Poister. 

Tempo maintains offices at 251- 
315 E. Grand Ave., and there is 
plenty of room for expansion, Mr. 
Wentzel told AA. The company 
now employs 60 people, about 53 
of whom work in production. Tem- 
po has hired four new persons this 
year and plans to hire at least six 
more in the next six months. 

Speculative presentations are 
forbidden at Tempo. “We have 
been able to get good accounts on a 
sales and promotion basis without 
the benefit of dog and pony shows, 
and we intend to continue this pol- 
icy,” Mr. Wentzel told AA. 
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dvertising Age, November 7, 1958 


Tempo currently buys space and 
does sales and promotion projects 
for Alcoa, Roberton Mfg. Co., Lib- 
erty Federal Savings & Loan Assn. 
and Corey Steel Co. Other clients, 
for which Tempo now handles 
sales and promotion projects only, 
are U. S. Steel Corp., U. S. Gypsum 
Co., Armour & Co., Carrier Corp., 
Fairbanks, Morse & Co., Allis Chal- 
mers Mfg. Co., Sun Electric Corp., 
Miller Brewing Corp., Owens- 
Corning Fiberglas Corp., Interna- 
tional Harvester Co. and DeSoto 
division of Chrysler Corp. 


® Clients now are divided into two 
groups—those who use merchan- 
dising, sales promotion and media 
services, and those who use pro- 
motion and merchandising services 
only. Company officials indicated 
to AA that a number of new clients 
will be added after Jan. 1, 1956, 
who will request media services. 
Tempo was founded as,an art 
studio in 1936. Taylor Poore, well- 
known designer, joined the com- 
pany as art director in 1943. He 


+ ai ag 


die 


America’s first jet airliner 


Out at Boeing they call it the 707. It 
has already shown that it can cruise 
better than ten miles a minute. But 
extensive flight testing will be com- 
pleted before you can catch the 707. 


Every detail of safety, reliability, 
performance will be “proved out.” 
And then this sky-farer with the 
swept-back wings will be ready to 
fly commercially as the luxurious 
“Stratoliner.” 


National advertising highlights the 
achievements of Boeing Airplane 
Company, the nation’s largest pro- 
ducer of multi-jet aircraft and our 
client since 1942. 


N.W. AYER & SON, INC. Philadelphia, New York, Chicago, Detroit, 
San Francisco, Hollywood, Boston, Honolulu 


now is v.p. and owns part of Tem- 
po, with Mr. Wentzel. 

The company first became 
known for its fine art work. Later, 
Tempo specialized in the creation 
and production of numerous com- 
pany sponsored magazines. Some 
of the publications were “Popular 
Home” and “Business of Farming” 
(U.S. Gypsum Co.), “Living with 
Flowers” and “Inland Magazine” 
(Inland Steel Co.), “Pause for Liv- 
ing” (Coca-Cola) and “Colorful 
Living” (Armstrong Cork Co.). 


® Later, Mr. Wentzel decided that 
Tempo should add facilities to aid 
clients with sales and merchandis- 
ing problems. Two years ago, he 
hired Mr. Poister, who then was 
assistant sales promotion manager 
of Zenith Radio Corp., to help him 
with the job. 

Tempo officials decided to re- 
vamp the sales department in Sep- 
tember, 1954. Art salesmen were 
replaced by advertising account 
/executives. Existing personnel 
were switched over wherever pos- 
sible. 

The result was that Tempo had 
expanded its merchandising and 
sales promotion services to such 
a point last spring that it became 
evident that the lack of full agency 
recognition was in some cases 
hampering operations. When space 
advertising was indicated in a ma- 
jor campaign it had to be placed 
through other sources, which re- 
sulted in extra costs for the client. 

When the furniture campaign for 
Alcoa came along, Tempo decided 
that it was time to make its move. 
The campaign, which included 
considerable consumer space in 
addition to merchandising and 
sales promotion work, was a major 
project. Rather than assign the 
space to someone else, Alcoa of- 
ficials asked Tempo to handle the 
entire program. 


Hills Bros Coffee 
Is Tops in South 
Bend, Study Shows 


(Continued from Page 2) 
House (39.3%) and Nescafe 
(20.2%) led the field. 

Tide, with 41.8% of the market, 
was the most popular heavy duty 
detergent. Cheer ran a poor sec- 
ond with 21.4%. Among light duty 
detergents, Dreft (33.5%) and 
Vel (31.8%) claimed 65% of the 
market. 

Lux was a heavy favorite among 
the liquid detergents with 57.2% 
of the market. Joy, with 30%, 
was next. In the heavy-duty pack- 
aged soaps, a close race developed 
with Duz (31.4%) getting the nod 
over American Family Flakes 
(30.7%). 

Pillsbury (41.6%) was the fast- 
est selling cake mix with Betty 
Crocker (27.3%) and Duncan 
Hines (18.8%) finishing behind 


the leader. 
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“My business is advertising. Until I was 
elected chairman of Darien’s school building 
committee, my technical knowledge of build- 
ing was limited. But that didn’t last long. 


“T was quick to learn that the way to spark 
the best thinking of the professionals who 
were designing and building our new school— 
the architect, the contractor and the engi- 
neers—was for us all to operate as a team. So 
together with the members of my building 
committee, the Board of Education and the 
Superintendent of Schools (my strong right 
arm at every stage of the operation), every 
problem was resolved to the mutual advan- 
tage of all concerned. Acting as the client at 
these team sessions, I probed and questioned 
and kept the team’s focus on the building 
requirements of the Board of Education and 
on the town’s financial limitations. This team- 
work really paid off. So much so, in fact, that 
our new school is already being used as a 
model in low-cost school design for other 
communities across the country. 


“Frankly, I would have had a tougher time 
handling this assignment without a cram 
course in building. The thing that helped me 
the most was reading Forum—as the more 
technical members of my committee had been 
doing right along. From Forum I gained a 
working knowledge of building design, mate- 
rials and equipment that proved invaluable 
when decision after decision had to be made.” 


JAMES J. COCHRAN, Chairman 


Elementary School Building Committee , Darien, Connecticut 


7 architectural 


FORUM 


the magazine of building 


. Sey bey My Sites are fake 
bodig , . 


James J. Cochran, Vice-President, Kudner Agency, Inc., 

is only one of 10 civic-minded business executives who served on the 
building committee responsible for Darien’s new elementary school. 
Like James Cochran, 70% of Forum's subscribers are serving, 

or have served, on building committees responsible for 

schools, hospitals and other institutional building. 
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ANPA Says There's 


No ‘Recognition’ Setup 


(Continued from Page 1) 


the flow of business.” 

ANPA denied the government 
allegation that this credit report- 
ing service closes the door to agen- 
cies not on the “recognized” list. 
It asserted that the ANPA “has 
never sought to persuade—much 
less compel—its members to deal 


with those agencies whose names. 


appear on the lists of advertising 
agencies circulated by ANPA to its 
members or not to do business with 
any whose name does not appear 
thereon.” 


a ANPA also asserted that its list 
of agencies is “not a frozen one, 
but a fluid one, with additions 
thereto and deletions therefrom 
promptly reported in the light of 
day to day changes in the field.” 
It said that as of last May, the 
list contained the names of more 
than 1,000 ad agencies. ; 

ANPA prefaced its point by 
point reply with a statement of 
general principles characterizing 
its functions as the gathering and 
dissemination to members of “ac- 
curate and reliable information re- 
lating to all phases of the news- 
paper publishing business...” 

This statement emphasized the 
responsibility of the individual 
publisher “for anything that is 
published in his newspaper.” 
ANPA stated: “It is the custom 
in the newspaper publishing busi- 
ness that publishers have not only 
the independent right to publish 
whatever advertisements they de- 
sire, but to refuse to publish what- 
ever advertisements they do not 
desire to publish... 

“It is also the custom that each 
advertisement accepted by a pub- 
lisher is accepted upon the terms 
of an agreement between the pub- 
lisher and the one offering the ad- 
vertisement to him.” 


ws With the exception of its vig- 
orous defense of its credit rating 
system, ANPA was content to en- 
ter only general denials of most 
of the specific offenses charged by 
the government. To the charges 
that agency commissions are fixed 
at 15%, that newspapers charge 
direct advertisers gross rates, that 
recognition is denied house agen- 
cies, that agencies which rebate to 
clients are denied recognition, that 
the defendant media associations 
adopt substantially uniform stand- 
ards for recognition of agencies, 
ANPA gave only the standard le- 
gal retort: “Denies each and every 
allegation.” 

Much of the ANPA answer was 
taken up with challenges of the 
definitions of terms and conditions 
in the government complaint. For 
example: 


e The government describes 
“agency commission” as “the 
amount allowed by media to ad- 
vertising agencies for placing na- 
tional advertising,” the amount 
being “usually determined as a 
percentage of the medium’s gross 
rate...” 

ANPA: The “agency commis- 
sion” is “that amount allowed by 
an individual publisher to adver- 
tising agencies for their services 
in procuring advertising...and 
guaranteeing payment...” The 
amount is “usually a percentage of 
the gross rate, such percentage 
being allowed only after compli- 
ance by an agency with terms and 
conditions 
mined by the publisher...” 


e The government describes 
“house agency” as “an advertising 
agency affiliated with, controlled 
or owned in whole or in part by 
a national advertiser...” 


individually deter-| 


ian advertising agency. 


le The government states that 
“substantially all national adver- 
tising published in the U. S. is 
handled by advertising agen- 
cies...” 

ANPA: “Denies knowledge or 
information sufficient to form a 
belief” as to this allegation. It 
“avers with respect to national ad- 
vertising published in daily news- 
papers that an appreciable portion 
thereof is placed by advertisers 
dealing directly with newspapers.” 


e The government states that na- 
tional advertisers are located 
throughout the U. S., “whereas 
most large advertising agencies 
are located in a few large metro- 
politan areas.” 

ANPA: Admits that national ad- 
vertisers are found throughout the 
country, but “avers that advertis- 
ing agencies engaged in placing 
business for national advertisers in 
newspapers are to be found in 
practically all of the 48 states...” 

The ANPA answer does accept 
the government’s contention that 
advertising is involved in inter- 
state commerce. 

With regard to the operation of 
its credit rating department, ANPA 
asserts that it has “consistently 
over the years” sought to “assist 
advertising agencies to obtain 
credit rating.” It admits that an 
applicant agency is required to 
state that it is not a “house agen- 
cy” or an agency “controlled by or 
affiliated with a medium or print- 
ing and engraving establishment.” 

It denies, however, that “ANPA 
requests or requires information to 
the effect that an applicant retains 
all agency commissions and does 
not rebate to its clients.” 


w Finally, ANPA states that “all 
information requested of an appli- 
cant is normally and reasonably 
ancillary to the lawful main pur- 
pose of the ANPA credit informa- 
tion and credit rating service.” 

The ANPA reply asks the court 
to dismiss the government suit. 
The reply was prepared for ANPA 
by its counsel, Elisha Hanson and 
Arthur B. Hanson, of Washington, 
and two New York law firms, 
Cravath, Swaine & Moore and 
Brown, Cross & Hamilton. 


‘Mickey’ Jumps to 
Lead over ‘Howdy 
Doody,’ ‘Pinky Lee’ 


WASHINGTON, Nov. 3—The Octo- 
ber tv viewing reports released by 
the American Research Bureau to- 
day showed ABC’s “Mickey Mouse 
Club” marking up a phenomenal 
rating, largely, it appeared, on the 
basis of net additions to the late 
afternoon tv audience. 

While the ARB report showed 
that “Mickey Mouse Club” cut in- 
to “Howdy Doody” somewhat in 
the 5:30 to 6 p.m. period, “Pinky 
Lee,” who faces Mickey in the 5 
to 5:30 period was holding his 
own, and it was evident that 
“Mickey Mouse Club” was attract- 
ing most of its audience from non- 
viewers, or those who have been 
watching non-network programs. 


® During the test week (Oct. 8- 
14) “Mickey Mouse Club” started 
| with a low of 11.4 against “Pinky 


|Lee” at 5 p.m. Monday, Oct. 10.) 


It reached a 16.8 against “Howdy 


Friday, Oct. 14. 

“Pinky Lee’s” 8.3 and 8.4 for the 
5-5:15 and 5:15-5:30 p.m. period 
Monday, Oct. 10 was its high for 
the week. “Howdy Doody” started 
with a 9.2 and a 9.5 for the 5:30- 


Doody” between 5:45 and 6 p.m. | 
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Journal used this unusual ap- 


proach—shouting spuriously shocking news—in this newspaper ad 
it ran last week. 


Tabloid Daily—Part of ‘Triple Threat’ 
Media Combine—Is Planned for Portland 


PORTLAND, OrE., Nov. 3—A new 
daily tabloid newspaper, to be 
called the World, will bow here on 
or about March 15, 1956, according 
to tentative plans. 

Publisher of the new newspaper 
is Sheldon F. Sackett, who pub- 
lishes the Times, Coos Bay, Ore., 
and is owner of three West Coast 
radio stations. 

Mr. Sackett said the World will 
be published around the clock, 
seven days a week. It will seek cir- 
culation only in the retail trade 
area of metropolitan Portland. It 
will be “unquestionably” Demo- 
cratic in politics, and it will draw 
its editorial keynote from the old 
New York World of Joseph Pu- 
litzer, he said. 


® Mr. Sackett indicated that he 
would tie together newspaper, ra- 
dio and television in Portland. One 
of his stations is KVAN, Vancou- 
ver, Wash., just across the Colum- 
bia River from Portland, and 
KVAN-TV has been licensed to 
Vancouver, with 51% of its pro- 
gram to come from its Portland 
transmitter. Under the last permit 
extension granted by the Federal 
Communications Commission, Mr. 
Sackett has until Jan. 16, 1956, to 
start construction. 

“We will wed the three—news- 
paper, radio, tv—and present Port- 
land with a triple threat,” Mr. 
Sackett said. “We believe there is 
no quarrel between one’s eyes and 
ears, his fingers and his mouth.” 


Monday, against 12.7 and 13.8 for 
“Mickey Mouse Club.” At the end 
of the week, “Howdy Doody” reg- 
istered a 9.6 and 8.0, against 16.7 
and 16.8 for “Mickey.” 
Comparisons with September 
indicate that “Pinky Lee” main- 
tained or improved his rating 
throughout the week, despite the 
continuing increase in the “Mickey 
Mouse Club” audience in the same 


ANPA: A “house agency” is not 5:45 and 5:45-6 p.m. segments’ periods. 


He said his firms would also do 
commercial printing and thus be 
able to give a “department store” 
of advertising to clients, permit- 
ting one group buy from one ad- 
vertising representative. 
Purchases of equipment for the 
World include a 6% unit rotary 
press from the Seattle Times and 
23 (new) Linotypes, in an initial 
investment of nearly $500,000. 


® In announcing the present plans 
for Portland, Mr. Sackett revealed 
for the first time key details of his 
previous efforts to move into Seat- 
tle, Portland and Los Angeles with 
daily papers. These included at- 
tempts to buy the now-defunct 
Seattle Star in 1937 and the Los 
Angeles News not long before it 
was sold to the Los Angeles Mirror. 


JOHN H. BARRY 


Detroit, Oct. 4—John H. Barry, 
82, veteran Knight Newspapers ex- 
ecutive, died here today. 

Mr. Barry retired as general 
manager of the then four Knight 
dailies in 1952, after serving 42 
years with the Knight interests. 
He has been honorary chairman of 
the board since his retirement. 

He was born in Akron, Ohio, 
where he taught school for ten 
years following his graduation 
from high school. He then became 
interested in the newspaper busi- 
ness and started his long newspa- 
per career as business manager of 
the Akron Beacon. 

The Beacon was owned by the 
late Charles Landon Knight, fa- 
ther of John S. Knight. Since then 
Mr. Barry has been associated 
with the Miami Herald, Detroit 
Free Press and Chicago Daily 
News as they have been added to 
the Knight group. 

Mr. Barry also served as head 
of the committee to administer the 
Knight Memorial Education Fund 
‘established by John S. Knight as 
|}a memorial to his father. 


“Wall St. Journal’ 
Page Ad ‘Exposes’ 
Paper's ‘Offenses’ 


New York, Nov. 1—The Wall 
Street Journal pointed an accusing 
finger at itself today in an “ex- 
pose” ad appearing in 14 newspa- 
pers across the country. 

Using news page format, the ad 
led off with a three-line deck 
head which blasted: “Expose . . 
Expert Witnesses Point Finger at 
the Wall Street Journal. All-Out 
Probe Demanded.” 

The “testimony” that followed 
charged that the Journal “is 
emerging as a dominant business- 
getting vehicle for almost all types 
of business products and services.” 
The remainder of the page was de- 
voted to news stories covering var- 
ious campaigns that have been 
waged in the Journal. 

A “personals” column complet- 
ed the page, with such classified 
ads as “Mordecai R.—Come home; 
your campaign in the Wall Street 
Journal was a smashing sales suc- 
cess.” 


® Proofs of the ad were mailed 
to about 900 advertising agencies, 
along with a “summons” from the 
“advertising relations court.” 
It read, “you are hereby sum- 
moned to read the enclosed doc- 
ument to further enable you, your 
associates and/or clients to show 
cause why you should advertise 
to business in the only national 
business daily from the date of 
these presents and thereafter. If 
you fail to make answer to this 
action, judgment will be taken 
against you under the provisions 
of the law of profit.” 

The ad appeared in the Akron 
Beacon Journal, Boston Herald 
Traveler, Chicago Daily News, 
Cincinnati Enquirer, Cleveland 
Press, Dayton Journal Herald, De- 
troit Free Press, Los Angeles 
Times, New York Herald Tribune, 
New York World-Telegram & Sun, 
Philadelphia Bulletin, Pittsburgh 
Post-Gazette, Toledo Blade & 
Times and, of course, the Wall 
Street Journal. 

Bozell & Jacobs, New York, is 
the agency. 


Carrington Leaves 
‘L.A. Examiner’ for 
Hearst Corp. Post 


Los ANGELES, Nov. 3—Richard 
A. Carrington Jr., one of nine 
stockholders of the Hearst Corp., 
has relinquished his duties as pub- 
lisher of the Los Angeles Examiner 
and director and v.p. of Hearst 
Consolidated to become chairman 
of the exec. committee of the cor- 
poration, and v.p. and director. 

Mr. Carrington has been with 
the Examiner for 17 years. Before 
this he was publisher of the old 
Oakland Post-Enquirer. He is also 
an executor and trustee of the es- 
tate of the late William Randolph 
Hearst. 

He will be succeeded on the Ex- 
aminer by Franklin S. Payne, as of 
Nov. 21. Mr. Payne, a veteran ex- 
ecutive of the Hearst organization, 
has handled general financial and 
automotive advertising of the Ex- 
aminer for more than 20 years. Be- 
fore that he was Los Angeles man- 
ager and regional supervisor of 
Hearst Advertising Service and of 
the Pacific Coast offices in Seattle 
and San Francisco. 

Mr. Carrington has been in the 
newspaper business for 46 years, 
almost 35 of which have been with 
Hearst. 

He started as a reporter with 
the Pioneer Press in St. Paul. He 
continued his newspaper career in 
Duluth and Omaha. 


In 1921, he joined the Oakland 


|Enquirer as advertising director 


and business manager and became 
publisher in 1926. 
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A skin that changes color is the chameleon’s “protective coating.” Scien- 
tific research has done an even better job—the production of efficient 
protective coatings for everything from foods to bridges. Leaders in this 
field use the pages of Business Week to sell their products. 

They use Business Week because it reaches a highly concentrated 
audience of management men... executives who make or influence 
buying decisions... who are constantly on the lookout for new, im- 
proved methods that will profit their firms. And, because Business Week 
reaches this selected group of decision-makers at less cost, it consistently 
carries more advertising directed to business 
and industry than any other general business 
or news magazine. 


YOU ADVERTISE IN BUSINESS WEEK WHEN 
YOU WANT TO INFLUENCE MANAGEMENT MEN 


BUSINESS 
WEEK 


They Took a Leaf From His Book 


These Protective Coating Advertisers 


Use Business Week to Reach 
Their Markets. 


Dearborn Chemical Company 

Du Pont De Nemours, E. |., & Co., Inc. 
Glidden Co., The 

Hercules Powder Co. 

Minnesota Mining & Manufacturing Co. 
Monsanto Chemical Co, 

Mortell, J. W., Co. 

Nox-Rust Chemical Corp. 

Paterson Parchment Paper Co, 
Pennsylvania Salt Manufacturing Co. 
Pittsburgh Plate Glass Co. 

Rust-Oleum Corp. 

Sonneborn, L., Sons, Inc. 

Sun Chemical Corp. 

Thilmany Pulp & Paper Co. 

Tremco Manufacturing Co., The 
Western Waterproofing Co. 


Source: Publishers Information Bureau Analysis 
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‘Brown & Williamson Elects 


liam S. Cutchins, v.p. in charge of 


Serving some 
of The Nation’s finest 
advertising agencies 


ELECTRO-MATIC 


attention to detail photo-engravers 


10 w. kinzie st., chicago *« delaware 7-1277 


phone or write for your grey scale and celor tint 
guide... it’s yours for the asking... FREE! 


| William Cutchins 


Advertising Age, November 7, 1955 


Cutchins Exec. V. P. 


Brown & Williamson Tobacco 
Corp., Louisville, has elected Wil- 


advertising, exec. 
v.p. Mr. Cutchins, | 
who joined 
Brown & Wil-| 
liamson in 1928,) 
was named di- 
rector of adver- 
tising in 1946, 
and later the 
same year was 
elected a_ vice- 
president. 

The tobacco 
company also has 
elected John W. 
‘Burgard and Joseph G. Crume, 
\both executive assistants to the 
president, v.p.s. Before their exec- 
utive appointments in July, 1954, 
Mr. Burgard was advertising man- 
ager and Mr. Crume was sales pro- 
motion manager. 
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Oklahoma City is in an expansive mood! Young 
and growing — Greater Oklahoma City has zoomed 
from practically nothing a little over 50 years ago 
to a population of more than half a million today! 
Now its ambitious people are growing toward a new 
goal — 600,000 in 1960. 


months of 1955. 


buy-minded people! 


Greater Oklahoma City, an area within a thirty 
mile radius of the Oklahoma state capitol building, 
is fertile ground for growing sales. Here depart- 
ment store sales have gained for more than 18 


months — through most of 1954 and the first 8 


Oklahoma City construction of new homes, new 
buildings is breaking records everyday. That means 
new markets, new homes to furnish, new payrolls 
to be spent. A growing city is a busy market with 


Get your sales into the fertile field of ‘Oklahoma 
City’s growing momentum. Get your advertising in 
Oklahoma’s forward-moving newspa 
Daily Oklahoman and Oklahoma City es. 


rs — The 


‘THE DAILYOKLAHOMAN OKLAHOMA CITY TIMES 


Published by 


THE OKLAHOMA PUBLISHING CO. 
The Farmer-Stockman, WKY, WKY-TV 
Represented by THE KATZ AGENCY 


Airline, ‘Bride’s’ 
Tie in with Lees’ 
Carpet Contest 


BrIpGEPoRT, Pa., Nov. 1—A 
three-month contest tying those 
“Honeymoon Carpets by Lees” 
in with Bride’s Magazine, the 
American Airlines and Sid 
Caesar will be launched on Jan. 
30 by James Lees & Sons Co. 

The contest will be known as 
a “Heavenly Carpet Contest,” 
using the famous Lees carpet 
advertising theme. 

Sid Caesar will kick off the 
contest over his NBC television 
program in a skit with Nanette 
Fabray in January. 

Prizes will be 20 trips for two 
to Mexico, an estimated $100,000 
worth of Lees rugs and five ad- 
ditional eight-day free trips for 
two to Mexico for the top three 
retail salesmen, the retail carpet 
buyer who does the best pro- 
motional job and one to the top 
Lees territory manager. 


® February issues of consumer 
magazines carrying Lees color 
ads will carry a full-page ad re- 
ferring readers to Bride’s Mag- 
azine or to Lees retailers for 
full details. 

Participating retailers will 
run local newspaper ads on Jan. 
27, 28 and 29 to help promote 
the contest. Also, special store 
window displays will tie in with 
newspaper ads. 

American Airlines posters and 
reprints of Lees ads in Bride’s 
Magazine will also be distrib- 
uted throughout the country. 
The airline offices will also 
carry special displays, tying in 
with local stores wherever pos- 
sible. 


® Official entry blanks will be 
obtainable at special displays in 
participating stores. Entrants 
‘must write in 25 words why 
they selected the particular 
Honeymoon carpet. 

Bride’s Magazine will devote 
a two-page editorial section to 
the contest and carry a listing of 
Lees retailers participating in 
the event, plus a full-color ad 
by Lees devoted to the contest. 

To support the campaign, 6,- 
000 banners will be carried on 
3,000 American News Co. 
trucks, plus 10,000 posters on 
newsstands around the country. 

D’Arcy Advertising Co., New 
York, is the agency. 


TPA Increases Staff; 
Adds ‘Stage Seven’ Series 
Television Programs of Amer- 
ica, New York, tv film distrib- 
utor-producer, has named five 
salesmen to its staff. They are 
Crenshaw Bonner, formerly 
with MCA-TV; Leonard Corwin, 
_previously commercial manager 
of WWOR-TV, Worcester, 
Mass.; Jack Skinner, formerly 
with Frederic W. Ziv Co.; Julian 
'P. Bernard, former department 
store merchandising man, and 
Edward C. Simmel, previously 
with MCA-TV. 

TPA has arranged to distrib- 
ute 39 “Stage Seven” dramas 
which will be produced by Four 
‘Star Films. The series had a 
,summer run on CBS-TV for 
Bristol-Myers. 


Chevrolet Signs Moore 

' Chevrolet will join Garry 
Moore’s list of daytime sponsors 
on CBS-TV effective Nov. 30. 
The auto maker will carry 15 
minutes of the variety show on 
Wednesdays. Campbell-Ewald 
Co. is the agency. 


‘Dodge Backs Cotton Bow] 


Dodge division of Chrysler 
Corp., Detroit, will sponsor the 
telecast of the Cotton Bowl foot- 
ball game over NBC on Jan. 2. 
Grant Advertising is the agency. 
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o Advertising Age, November 7, 1955 


Boost Ad Budget: from banks or commercial finance |Socony-Vacuum Buys TV 


companies if they are short OM| goceony-Vacuum Oil Co., New 


z f 7 funds and wish to go after a big : 
ae et Coat ae ae Lorioer datas fren ABC Fim KANSAS CITY IS SOLD on 
Campbell Advises Connelly Joins Transitads Syndication for presentation in POSTERS 
Cuicaco, Nov. 1—Instead of} Paul V. Connelly, formerly v.p. about 60 markets. Titled Mobil BULLETINS 
x raising the prices of their prod-|0f Lathrop Vandewater Paper Co.,| Theater,” the show = a nes 
“al uets and cutting advertising and | has been appointed research direc- | don Oliver with Douglas Fairbanks SPECTACULARS 
promotion budgets, manufactur-|tor of National Transitads, New | JT. as producer. Compton Adver- | 

ers who are faced with rising | York, national transportation ad-| tising is clearing time for the se-| NOW AVAILABLE... New Rotary Bulletin 
operating costs should increase | Vertising company. Mr. Connelly,|ries starting in mid-November.) © —. 
their sales with more advertis-| before entering business, was pro-| Featured products will be Mobil- | | (STALLUP) 
ing, according to R. R. Camp- fessor of economiés at Manhattan- | gas and Mobiloil, with Mr. Oliver | | 7 
bell, v.p. of James Talcott Inc., | Ville College, Purchase, N.Y. handling the commercials. 


commercial finance company. 
“Many companies pay more 
attention to profits on the basis 
of percentage of sales rather 
than net dollars gain,” Mr. 
Campbell said. “Even though 
sales might increase, they ex- © 4 
pect the percentage of profit to W 1S on In r 
remain the same. Thus, compa- 
nies that absorb operating cost 
increases sometimes will raise 
prices and cut advertising in or- 


cemcwme's) = “push” your product 


The most important thing to 
him, Mr. Campbell said, is net 
dollars profit. For example, he 
cited a company with yearly 
sales of $3,000,000. “Assume the 
net profit is 2% of sales, which 
would amount to $60,000,” Mr. 
Campbell said. 

“The company decides to un- 
dertake a heavy ad program to 
boost sales to $6,000,000. Ad ex- 
penditures decrease the per- 
centage of profit to 1.5%, but if 
the company increases sales to 
$6,000,000, net dollar profits 
jump to $90,000, an increase in 
net dollars of $30,000.” 


eee WHEN YOU SUPPORT THEM IN THE 
i LOCAL PUBLICATION THEY PREFER: 


4 to 1 prefer WISCONSIN AGRICULTURIST 


WISCONSIN 


AGRICULTURIST 60.1% 


® Mr. Campbell gave Sol Polk 
of Polk Bros. appliance stores, 


— ~ Moran, owner of Cour- Ma bee —- 15.0% 
esy Motors, both of Chicago, as 
the best examples of the net SHOWN HERE ARE RESULTS OF A STUDY 
dollar school. “These companies IN WHICH IMPLEMENT DEALERS WERE 
spend lots of money on adver- Farm 18% ASKED, “IN WHICH PUBLICATION, ED- 
tising with the result that per- Magazine B ITED FOR FARMERS, DO YOU PREFER TO 
pramca e profits is lower al- SEE ADVERTISING FOR THE MERCHAN- 

ough the sales volume and net DISE YOU SELL?'' OTHER DEALER 
dollar profits are higher,” Mr. Form PREFERENCE STUDIES AVAILABLE ON 
Campbell said. M : 2.6% REQUEST. 

agazine C 
When a business man comes 


in for a loan, one of the main 
things that Talcott examines 
closely is the advertising pro- 
gram, Mr. Campbell told AA. 

“If a company that makes 
consumer products does not ad- 
vertise, we feel there may be 
something wrong with the com- 
pany,” he said. “We suggest to 
many companies that they an- 
alyze their ad programs. We 
find that many, although they 
advertise enough, might not be 
getting the most for their ad 
dollars.” 


WISCONSIN DEALERS know that 9 out of 10 of the best 
farm families in their trade territories read and depend on the 
Wisconsin Agriculturist for all kinds of information, including buying 
information. That’s why they are so willing to “stock up” 

and “push” the products pre-sold for them by advertising in this 
exclusively Wisconsin publication. They know their extra selling efforts 


and your ads will pay off. The Wisconsin “‘Ag”’ is the only 
publication that can give you such complete coverage in one of the 


ms The squeeze between rising nation’s richest farm markets. Income is close to $1 billion, 


: costs and customer resistance to 
j higher prices was particularly 
' affecting midwestern manufac- 
turers of plastics, radios and tv 
j sets, auto house trailers, proc- 
essed foods, machinery, men’s 
clothing, many producers of 
farm equipment, building ma- 
terials, heating equipment, of- 
fice equipment, chemical com- 
panies and brewers, Mr. 
5 Campbell said. Mr. Campbell 
explained that costs in other in- 
dustries in other parts of the 
U.S. also were probably rising 
but the ones he listed were most 
noticeable among company ac- 

; counts. 

‘ Advertising agencies would 
be more agressive if their wor- 
ries about capital expansion 
’ were eliminated or eased, Mr. 
Campbell told AA. He explained 
that his company does a good 
deal of business with agencies. WISCONSIN 

“Many agencies are reluctant 
to try for larger accounts be- 
cause they lack capital,” Mr. 
Campbell said. “I know of some 
agencies that flatly refuse to 

=> bid on accounts because of the 
lack of money. Agencies should 
investigate ways to obtain loans 


more than half of it is dairy cash spread eo 
evenly over the entire year. Write us , 
for facts that will help you sell Wisconsin. 


a. 


Sits 


=~ 


— 


_— 


WHY READERS 
PREFER THE *‘AG"’ 


“It gives us specific information 
about our specific problems. I 
especially like the Homemaking 
Department but the publication 
is a big help to me, too, in en- 
abling me to discuss farming 
intelligently with my husband 
and our neighbors.”” Mrs. Louis 
Huscka, Rock County, Wis. 


griculturist 


R RICHARD S. PIERCE, PUBLISHER 
FA _ M RACINE, WISCONSIN 
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People in essential jobs think in terms of essentials. To such 
people of broad horizons and big responsibilities, the essential news, 
the essential facts, the essential analysis of national and interna- 
tional affairs are of paramount value. 


They know full well how developments in the news here and abroad 
can bring about—change—or confirm—important business decisions 
and personal viewpoints. 


That is why “U.S.NEWS & WORLD REPORT” has the interest and confi- 
dence of so many of America’s important people in business, 
industry, government and the professions. Their responsibilities 
go hand in hand with broad vision, born of knowing what the essen- 
tial news is all about. They now number more than 750,000—double 
the number of just six years ago. 


Income is a good measure of both ability and responsibility. The 


Americas Class News Magazine 
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family income of “U.S.NEWS & WORLD REPORT” subscribers averages 
$14,462—highest of all weekly news magazines. As the important 
makers of decisions and leaders of opinion, they are the people that 
more and more major companies find it essential for their advertis- 
ing to cover ... and cover well. 


An essential magazine 


Essential to more and more readers 


Essential to more and more advertisers 


Now more than 750,000 


net paid circulation 


...a market not duplicated by any other 
magazine in the field 


Advertising offices: 

30 Rockefeller Plaza, New York 20, 
N. Y.; also in Boston, Philadelphia, 
Cleveland, Detroit, Chicago, 

St. Louis, San Francisco, Los Angeles, 
and Washington, D. C. 
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* mel A. Hartenfeld, circulation director. 


On Owning and Advertising 
the Same Business 


There are tiny clouds on the advertising horizon. They seem to 
indicate that one or two advertisers anticipate a decision of some 
sort in the government anti-trust suit which will “legalize” house 
agencies, and they are getting ready for what they consider the hap- 
py day by setting up their own house agencies or making arrange- 
ments with existing agencies which are tantamount to setting up a 
house agency operation. 

In any such operation, the watchword should be: Proceed with 
extreme caution. Although there have always been house agencies, 
and there are some now, it is clearly due to something besides hap- 
penstance that their number and importance have been steadily de- 
clining. And most practicing admen—not just agency principals— 
are convinced that house agencies automatically tend to be less cre- 
ative, less ingenious and less alert than agencies which are inde- 
pendently competing in a free competitive market. 

Albert D. Lasker, famed owner of Lord & Thomas for 40 years, 
once was believed to be all in favor of “house clients,” if you want to 
call them that—that is, he didn’t want the client owning the agency, 
but he had no objection to the agency owning the client. 

And yet, away back in 1925, as related in “The Lasker Story” 
which was published in ApvertTisinGc Ace at the time of his death in 
1952, Mr. Lasker did not believe that an ownership relation between 
client and advertising agency made sense. 

The fact that Claude Hopkins “made up his mind that our future 
lay not in serving clients, but in going into businesses and being 
our own client” had a great deal to do with the ultimate break be- 
tween this famous copywriter and Lasker. Lasker had gone through 
this mill and had decided against its practical value—against owning 
stock in any client’s business (with one exception) to such an ex- 
tent “that I in any manner became responsible to myself and to 
others for the management in any measure greater than I would 
have been if I hadn’t held the stock in it.” 

“Of course,” he said, “there are businesses where advertising is 
the all-in-all of the business—a mail-order business, a patent med- 
icine business, for instance, and in large measure, some forms of 
cosmetic businesses.” These, perhaps, an agency could run, he said. 
But: 

“The advertising agent, by not being connected directly with the 
business, but by making himself expert in consumer reactions, can 
do for a business in merchandising policies things that he can’t pos- 
sibly do for it if he gets too close to its merchandising policies, be- 
cause the manufacturer will have lost the only contact he has with 
the consumer’s viewpoint. And very often the thing that appeals to 
the consumer the most is the thing that appeals to the manufacturer 
the least...” 


What the Business Is All About 


The manpower recruiting ad which Procter & Gamble ran in 
these pages and elsewhere last week ought, in our opinion, to be 
included in every college text on advertising. As clearly as we have 
ever seen it stated, it tells what the advertising business is all about 
in this middle decade of the twentieth century. 

“While the openings discussed below are all within the framework 
of advertising and sales promotion,” the ad says, “the nature of the 
work is marketing management rather than ‘handling advertising’ as 
most people understand it. For this reason, we are not looking for 
advertising ‘specialists, such as layout men or copywriters, but 
rather for men with potentially good general business administrative 
ability.” 

And at the end of the ad, the most convincing punch-line of all: 

“The president of the company and the two executive vice-presi- 
dents came up through the advertising department.” 


‘as his last name; that others re- 


‘ices is great and this explains why 


title alone. If everyone was men- 
itioned the poster 
‘looked like an old time concert 


Advertising Age, November 7, 1955 


Gladys the beautifal receptionist 


—Patricia Schwartz, American Broadcasting Co., Chicago. 


“It says here, ‘I dreamed I was a receptionist in my Maidenform bra’!” 


What They're Saying 


Credits in Advertising some of these demands are grant- 
The matter of credits in adver- ed. On the other hand the exhibit- 
tising for motion pictures has or faces the problem of selling in 
reached such a state that some- the best way possible to his public. 
thing must be done to correct re-| When an exhibitor pays all or a 
strictive contract provisions. If the |substantial part of the advertising 
present trend is not corrected it|cost he should not be handicapped 
will soon become difficult or im-|by credit requirements. 
possible properly to sell important —Martin Quigley Jr., editor, in Mo- 
films to the public. Too much val- oe ee eee 
uable advertising space already is 
taken up by credits. More impor- 
tant than the space and the ex- 
pense is that impact is lost. 

Actors, directors, writers and 
producers all are entitled to proper 
credit. To some of them perhaps 
billing means more than money. 
However, they are not being 
helped when the motion picture it- 
self is handicapped. 

It has long been known that 
many stars and other professional 
creative workers have insisted on 
contractual provisions specifying 
the size of the type of their names 
in all advertisements in relation to 
the picture title. Some must be 
billed ahead of the title; others in 
sizes as large as the title. The 
number of people connected with 
important films getting some spe- 
cial advertising treatment is con- 
stantly increasing. 

“Not so well known is that actors 
and others, either for their pres- 
tige or as the result of their agents 
negotiating a new “gimmick,” are 
beginning to control other aspects 
of advertising. For example TOA 
delegates in Los Angeles were told 
that James Mason requires that his 
picture be included in any adver- 
tisement showing Lucille Ball and 
Desi Arnaz; that Clark Gable’s 
first name must be in type as large 


Deposits Necessary for 
Salesman’‘s Morale Bank 

Every sales executive has a kind 
of bank account of loyalty, respect, 
and morale on which he has to 
draw from time to time. Whenever 
a salesman is facing an extremely 
difficult situation, whenever you 
ask your salesmen to make an un- 
usual effort, a withdrawal is made 
from that bank account. 

On the other hand, whenever 
you demonstrate by some simple, 
clear means that you look upon 
your men as individuals, that you 
respect them, that you have confi- 
dence in them—whenever you stop 
backing them up and get out in the 
field and front them up—you make 
a deposit in that bank account. 

Now, gentlemen, may be the 
time to make a deposit in that 
account. 


—Jack Sheffield, Research Institute of 
America, panel member at New York 
Sales Executives Club meeting, dis- 
cussing sales management. 


Beware the Basking 
Advertising, I believe, is an ex- 
tremely self-conscious business. 
We’re always examining ourselves. 
Most of the criticism of advertis- 
ing arises from advertising practi- 
tioners. And, unfortunately, so does 
most of the praise. One moment we 
are flagellating ourselves like a 
bunch of Penitentes. The next, 
we are basking in the blazing 
sun of self-appreciation...and 
thereby risking some rather pain- 


ful third degree burns.. 
—From a release on a speech by Clair 
G. Henderson, Rippey, Henderson, 
Kostka & Co., before the Advertising 
Club of Denver. 


quire their picture to dominate all 
ads using any players at all. The 
situation has reached such a state 
that in Los Angeles “Blackboard 
Jungle” was advertised with the 


would have 


billing without any sales appeal. 

It must be recognized that the 
studios are under great pressure. 
Many stars are not too anxious to 
work. Competition for their serv- 


Insurance, That Is 
A Top Accident Producer Tells 


His Selling Methods. 
—Headline of a story in “The Aetna- 
izer,” organ of Aetna Life Affiliated 
Companies, Hartford. 


Rough Proofs 


“The president of the company 
and the two exec. v.p.s came up 
through the advertising depart- 
ment,” Procter & Gamble points 
out in inviting other qualified peo- 
ple to join up. 

Ivory soap and its promoters 
float right to the top. 


“Printer offers 8% commission 
on all work received through your 
recommendation,” says a classified 
advertiser. 

It’s assumed, of course, that the 
work isn’t your own. 


Arthur Godfrey seems to have a 
genius for acquiring bad publicity, 
but somehow or other his daily 
radio show continues to stay up 
there in the first ten. 


Many of the radio announcers 
eloquently appealed for the right 
purchases with which to observe 
Hollowe’en, and then the kids went 
out and in their usual way cele- 
brated Hallowe’en. 


“New publishing group may re- 
vive Brooklyn Eagle,” reports the 
world’s greatest advertising jour- 
nal. 

Even the Newspaper Guild seems 
inclined to cooperate. 


AA reports that the 29 major 
agency changes made this year by 
beer, wine and liquor accounts 
were due to “sales frustration.” 

And perhaps also to consumer 
frustration because of so many 
sales appeals that sounded exactly 
alike. 


The Pennsylvania Railroad cele- 
brated its victory in winning the 
Financial World Oscar for the best 
annual report in all industry by 
declaring an extra dividend. 


Newsweek published a spread 
reproducing the signatures of many 
of its important executive readers, 
and the main conclusion to be 
drawn is that only their bank 
tellers can read them. 


“This historic broadcast in 1920 
over Westinghouse Station KDKA 
launched an era which changed 
America’s whole pattern of living.” 

And also changed the pattern 
of living for Amos ’n’ Andy and 
friends. 


Sports Illustrated called atten- 
tion to the fact that in men’s wear 
advertising it is now surpassed 
only by Esquire and The New 
Yorker. 

Shouldn’t something be said at 
this point about the importance of 
“the sporting look?” 

: 


Bride’s Magazine says it reaches 
“more than half a million prac- 
tically naked young women wait- 
ing to be sumptuously clothed 
from the skin out.” 

Wow! 


Posing for ads which will be 
widely circulated seems to be a 
favorite pastime of a lot of ad- 
vertising men who may have 
grown tired of constantly profess- 


ing a passion for anonymity. 
Copy Cus. 
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he Inquirer 


What makes THE INQUIRER First every day of the week in retail 
electric appliance advertising ? ACTION, and action only! Action 
that gives THE INQUIRER a 3-to-1 lead over the second paper. 
Without doubt, THE INQUIRER is FIRST FOR ACTION in 
Delaware Valley, U.S.A. ...a market that grows bigger every day. 
Yes, FIRST in National, Retail, Classified and Total Advertising. 


ence Ser cer nc an 


Business is Good—and Stores Expand in 


DELAWARE VALLEY, U.S.A. 


19 branches of Philadelphia department 
stores now operating, or nearing com- 
pletion, throughout booming Delaware 
Valley—where nearly 5,000,000 people 
have a buying income of over $8 bil- 
lion annually! 


Exclusive Advertising Representatives: 
NEW YORK CHICAGO 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH 
342 Madison Ave. 20 N. Wacker Drive 
Murray Hill 2-5838 Andover 3-6270 
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DETROIT 


GEORGE S. DIX 
Penobscot Bidg. 
Woodward 5-7260 
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The Philadelphia Prguiver 


Constructively Serving Delaware Valley, U.S.A. 


West Coast Representatives: 
SAN FRANCISCO 


FITZPATRICK ASSOCIATES 
155 Montgomery St. 
Garfield 1-7946 


LOS ANGELES 


FITZPATRICK ASSOCIATES 
3460 Wilshire Boulevard 
Dunkirk 5-3557 
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These 482 leading 
advertisers have 
appeared in 
the Post for ten 
years or more: 
No. of 


Company Years 
Eastman Kodak Company 
Remington Rand, Division of 

Sperry Rand Corporation 
Williams Company, The J. B. 
Colgate-Palmolive Company 
Parker Pen Company, The 
Stanley Works, The 
Pro-phy-lac-tic Brush Company 
Florsheim Shoe Company, The 
General Mills, Inc. 
Goodyear Tire & Rubber 
a on ‘es Company, The 
BP ‘pede Radio Corporation of America 
ae American Motors Corporation 
* ee oe (Nash Motors Division) 

ce American Safety Razor Corporation 

Cadillac Motor Car Division 

General Motors Corporation 
General Foods Corporation 
Goodrich Company, The B. F. 
Oldsmobile Division 

General Motors Corporation 
Packard Division 

Studebaker-Packard Corporation 
Socony Mobil Oil Company, Inc. 
United States Playing Card Co., The 
Cluett, Peabody & Co., Inc. 
Swift & Company 
Bristol-Myers Products Division, 

Bristol-Myers Co. 
American Home Products Corporation 
General Electric Company 
' Hart Schaffner & Marx 4 
es Union Carbide and Carbon Corporation 49 
~ Chrysler Division 

Chrysler Corporation 48 

“Res Hartford Fire Insurance Company 
ii Hartford Accident & indemnity 
ty Company 

Hartford Live Stock Insurance 

Company 48 
Stewart-Warner Corporation 48 
United States Rubber Company 48 
American Chain & Cable Company, Inc. 47 


-~ 


. American Motors Corporation 
lit product. (Hudson Motor Car Division) 47 
ke a qua Campbell Soup Company 47 
& a . Firestone Tire & Rubber Co., The 47 
li . Kaiser-Willys Sales Division of 
that qua Willys Motors, Inc. 47 
s rove Krementz & Company 47 
° in or 1 P Olin Mathieson Chemical Corporation 47 
manta Procter & Gamble Company, The 47 
trive to Santa Fe Railway 47 
stant y S Whitman & Son, Inc., Stephen F. 47 
e Con Du Pont de Nemours & Company, 
incorporated, E. |. 46 
Heinz Company, H. J. 46 
Lorillard Company, P. 46 
| —— gs S. ‘Time r+ rs 
estclox, Div. of General Time Corp. 
1 truce va uc. * American Telephone & Telegraph 
. it at 1ts ) Company 45 
« Price é National Lead Company 45 
United Sales & Mfg. Co., Division 
of Foster-Milburn Company 45 
Barrett Division, The 
7 Allied Chemical & Dye Corporation 44 
“ lable. Buick Motor Division 
- d | aval ' General Motors Corporation 44 
it rea 1 y Champion Spark Plug Company 44 
Ma = Gruen Watch Company, The 44 
* Hammermill Paper Company 44 z 
~~ oe, peg of a 
eneral Electric Company 44 = 
; ood taste. Merriam Company, G. & C. 44 
nd in ps ' Pontiac Motor Division 
. thful y a “t General Motors Corporation 44 
tise {ru . Studebaker Division 
A ver Studebaker-Packard Corporation 44 
e Texas Company, The 44 
United States Time Corporation, The 44 
Westinghouse Electric Corporation 44 
American Radiator & Standard 
ntly - Saattary Corporation 43 
4 = . merican Thermos Bottle Compan 43 
: t se consiste Duofold, Inc. —_ 43 
“ Advert } ow, Johnson & Son, Inc., S. C. 43 : 
Ms e Reynolds Tobacco Company, R. J. 43 
> Union Pacific Railroad Company 43 
wy Waterman Pen Company, Inc. 43 
| American Tobacco Company, The 42 


4 -_- to the right people: eis selects Leng = 


¢f d Railroad Co 42 
ad rtise United Motors Service, Division of 
7 e A ve General Motors Corporation 42 


Lambert Pharmacal Company, 
Division Warner-Lambert 


Pharmaceutical Company 42 
Yale & Towne Mfg. Co. 42 
Ford Division 
‘ Ford Motor Company 41 


Liggett & Myers Tobacco Co. 41 


- 
ers Sunbeam Corporation 41 
ver ’ Sunkist Growers, Inc. 41 
a Timken Roller Bearing Company, The 41 
i Willard Storage Battery Co. 41 


- es 
: rl ca Ms m ° Os Delco-Remy Division 
m in . General Motors Corporation 40 
Ve Esterbrook Pen Company, The 40 
be a Great Northern Railway Company 40 
ie a Kelly-Springfield Tire Company 40 
“¥ e Scholl Mfg. Co., Inc., The 40 
Be se Sherwin-Williams Co., The 40 
Sean Cc O Smith-Corona, Inc. 40 
f . White Motor Company, The 40 
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A dver ti S j n = Knitwear Hunts Agency 


Is AN ILL WIND 


if it doesn't blow something from | 


11 E. HUBBARD, CHICAGO 11 © MOhawk 4-6134 tations. 


Regal Knitwear Co., New York 
swimsuit manufacturer, and Mer-|SqJes in ‘55 Will 


ivin & Jesse Levine Inc., New York 
somebody to somebody else... |A8ency, have agreed to part com- 
JAY P FREE booklet may show how. |pany, and Regal is now inviting 


WALA anvertising Trpocrapny several agencies to make presen- 


Solid State— ar, 


Electronics! 


Read this two ways and you still get the same answer! 
“Solid State Electronics” is an entire new aspect of 
the booming radio-electronics science and IRE will 
publish another of its History Making Issues with over 
300 pages of text on this subject in the December num- 
ber of “Proceedings of the IRE.” 


Advertisers can well exclaim, “Solid State — Elec- 
tronics!" because this industry, paced by the pub- 
lished research in “Proceedings of the IRE,” continues 
to open up new frontiers of electronic applications as 


Canned Soft Drink 


Double ‘54: Canco 


New York, Nov. 1—Aggressive 
merchandising will result in a 
100% increase in canned soft drink 
sales this year over 1954, American 
Can Co. predicts. 

J. Whitney King, Canco market- 
ing manager, estimates that about 
500,000,000 cans of carbonated bev- 
erages will be sold by the end of 
1955, compared with some 250,000,- 
000 in 1954, the first year in which 
they were marketed. 

Mr. King said last week that 
American Can produced eight 
times more of its Miracan con- 
tainers for soft drinks in the first 
eight months of this year than in 
the same period last year. 

Packers this year, he said, are 
spending large sums of money on 
advertising and promotion to as- 
sure market development that will 
lead to sound growth of the indus- 


try. 


Advertising Age, November 7, 1955 


Getting Personal 


Joseph L. Tinney, executive v.p. of Station WCAU, Philadelphia, 
is back in this country after a five-week European tour with Mrs, 
Tinney... 

Murle Birk, time buyer of Young & Rubicam, San Francisco, 
became Mrs. Martin Woodward on Oct. 8 in a noon ceremony in the 
Church of the Transfiguration (Little Church Around the Corner) 
in New York. Mr. Woodward is a former agency man, now 
merchandising representative of the California Prune Advisory 
Board... 

William Winter, nationally known San Francisco radio and televi- 
sion news analyst, is now recovering from a coronary thrombosis 
suffered Oct. 17 following a broadcast. He will be able to leave 
Mt. Zion Hospital in a few weeks... 

A daughter, Anne, was born to Mr. and Mrs. Walter Lowendahl 
Oct. 18. He’s executive v.p. of Transfilm, New York. She’s Lisa 
Howard, the tv actress... 


> well as new markets and profits for manufacturers. 

" Use December for just such results. Forms close ® The 1955 canned soft drink pic- 

" ne a | Sneaabas whee packers uf Intte 

* rom , when packers 
. Engineers are educated known brands entered the “gold 
. rush” of the new line and market- 

. to sp ecify and b uy ! ed “without adequate promotional 

’, support.” 
- This activity resulted in a large 
a: INSTITUTE OF RADIO ENGINEERS | inventory buildup at the end of ’54, 
as he said. This year, some of the 

. : % canned soft drink packers who 
vid - Proceedings of the ‘ QE lacked resources for adequate mer- 

iM : chandising have dropped from the 

T Advertising Department field, and the packers of estab- 

= 1475 Broadway, New York 36, N. Y. lished brands have continued to 

*s expand their lines. They expect a 

4 normal inventory at the close of | HOME AGAIN—Returning on the S.S. United States from a month’s 
4 this year, he concluded. stay in England and Scotland are R. W. Moore (left), president of 

; Canada Dry, and Mrs. Moore, with Mrs. J. M. Mathes and Mr. 
4 Mathes, president of the New York agency that bears his name. 
| 

: Si Costa, BBDO v.p., is the proud father whose 19-year-old son, 
dh Kenneth, has just won second prize and an honorable mention for 
i two original musical scores in a contest sponsored by the West- 
mi chester Recreation Commission. Kenneth has also composed several 
mS scores played by the band at Syracuse University, which he attends 

, on a music scholarship... 

2 After a year’s leave of absence in Italy on a Fulbright scholar- 
* ship, Cy DeCosse is back at his BBDO drawing board in Minneapolis. 
ss He studied calligraphy in Florence, but also found time to make 
ut displays for an Italian crafts exhibition in the Petti Palace and 
= hold a one-man photographic show ... 
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YOU MIGHT WIN 3 WIMBLEDON TITLES*— 


BUT e « « YOU NEED WKZO RADIO 


ies a a Pe ot ee ee ae 
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5 TO **NET’’ BIG RESULTS MEAN SWING—Jerrie Rosenberg, v.p. of Lavenson Bureau of Adver- 
6-COUNTY PULSE REPORT tising, Philadelphia, connects for what she calls a “homer” at the 
coe eae prheeteany AREA—MARCH, 1955 IN KALAMAZOO-BATTLE CREEK annual agency outing. Left to right, in the background, are A. E. 
wos A ni AND GREATER WESTERN MICHIGAN!) Donahue, account man; Jean Hickmott, art director; Betty McCue, 
re ry — = dnight public relations secretary; Grace Gabriel, production assistant; Jim 
- WKZO ate ae ; If you want to star in Western Michigan, use the 5000-watt voice | Wilson, copy coordinator, and Jody Lavenson, son of president 
+- cas ve % 5% of WKZO—CBS radio for Kalamazoo-Battle Creek and greater James Lavenson 
2. Lan LL Led 46 Western Michigan. : 
Station C 10 12 ir 
54 Sterles ; 10 9 7 Pulse figures, oes agg the story. WKZO is the big favorite 18 Bob Wood, sales manager of KNXT, Los Angeles, and his wife, 
* Station S 7 s hours a day—actually gets more than TWICE AS MANY LIS-| Nancy, have announced the arrival of their second child, Dennis, 
ae os, 13 o, “ = TENERS as the next station 75% of the time! born Oct. 16... 
: = wos Y Il the i ; John F. Hunt, v.p. of Foote, Cone & Belding, Chicago, served as 
rip 4 = a piew en blhgpone mee Byam Baphens wee Tour Avery Rees Gae Aes eS Mee Hmpressive facts general chairman of the Greater North Michigan Avenue Assn.’s 


The other five counties: Allegan, Barry, Kalamazoo, St. Jo- 
seph and Van Buren. 


-_ a 
NAY 


“Magnificent Mile” art festival during which local artists’ work is 
exhibited in shop windows along the elm-lined stretch north of the 
Michigan Ave. bridge. The festival opened Oct. 25, and at a dinner 
that night at the Drake, Fairfax M. Cone, FC&B president, was 
principal speaker. Mr. Hunt arranged for the grand prize, a one-man 
show at the Wildenstein Galleries, Paris, for the winner in the } 
competition ... 

Margaret Divver, ad manager of John Hancock Mutual Life In- 
AND GREATER WESTERN MICHIGAN surance Co. and the AFA Adwoman of the Year for 1953, has been 


‘ve National R f appointed head of the Defense Advisory Committee on Women in 
=> Avery-Knodel, Inc., Exclusive National Representatives the Services. The committee’s aim is interesting young women in 
" aed careers in the armed forces... 
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She Selyer Nations 


WKZO.-TY — GRAND RAPIDS-KALAMAZOO 
WKZO RADIO — KALAMAZOO.-BATTLE CREEK 
WJEF RADIO — GRAND RAPIDS 
WJEF-FM — GRAND RAPIDS-KALAMAZOO 
KOLN-TV — LINCOLN, NEBRASKA 

Associated with 
WMBD RADIO — PEORIA, ILLINOIS 
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WAZO 


CBS RADIO FOR KALAMAZCO-BATITLE CREEK 
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turn to their 
newspaper first 


... and in Chicago 
first to the 


Here's why: 


* FATHER 


enjoys reading his Daily News in the evening, at his 
leisure after work...he reads it thoroughly that way 


* MOTHER 
*) likes to read her Daily News before the 
y dinner hour . . . and afterwards, too, with 


her husband . . . always checks the ads. 


* THE KIDS 


look forward to their favorite fea- 
tures in the Daily News... you'll 
find them poring over it before 
homework or before bedtime 


* THE WHOLE FAMILY 


makes an evening habit out of the 
Daily News . . . and that’s when the 
family buying decisions are made. 
Put your ad in the Daily News. . 
be right there when Chicago-area 
families plan their purchases 


plan their purchases together, in the evening... 
before they go shopping . . . so lead them to your 
t by using the advertising columns of the 


CHICAGO DAILY NEWS 


Chicago's Growing Newspaper 


NEW YORK MIAMI DETROIT ATLANTA SAN FRANCISCO LOS ANGELES . 
45 Rockefeller Plaza 200 S. Miami Ave. Free Press Building 933 Healy Building 703 Market Street 1651 Cosmo Street 
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USE OUTDOOR 
FOR MORE 


Your advertising is only as good as it’s seen. The 
“SEE-POWER” you get with Outdoor Advertising is 
greater than any other major medium can offer. 


Recent studies show that MORE people see OUTDOOR 
. . ee it more often . . . and see it at sufficient length 
to do your selling job. 


T.A.B.* figures reveal: In typical market area ie 
93% of people SEE OUTDOOR. Average person , 
SEES it 22 times per month. 


; 


POLITZ study shows average “exposure time” 
is a solid 32 seconds. 


OUTDOOR thus delivers greater FREQUENCY at 
LOWER COST than any other major medium. In the 
average national campaign, you reach 1000 potential 
customers for l5c. Talk to your advertising agency 
today about MORE “SEE-POWER” FOR YOUR 


ADVERTISING! Sins aie, = 
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OUTDOOR ADVERTISING INCORPORATED 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM — 
60 EAST 42nd STREET, NEW YORK 17, N.Y. : 


ATLANTA «+ BOSTON + CHICAGO + CLEVELAND ~- DETROIT + HOUSTON ee Lee 
LOS ANGELES + PHILADELPHIA - ST. LOUIS - SAN FRANCISCO + SEATTLE 
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FOR BRAND IDENTITY 
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ADVERTISING 


...a@ new package 
for gentle 


re 


© 1955 Outdoor Advertising Inc. 
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‘Phone Me Collect’ 
with Money-Making 
Ideas, Says Kook 


New York, Nov. 1—Dant Dis- 
tillery & Distributing Corp. today 
introduced a straight Kentucky 
bourbon called Jim Dant in six 
southern and western states. The 
brand will be marketed in New 
York and other eastern states after 
Jan. 1. 

About 200 daily newspapers are 
to be used, plus outdoor posters in 
selected market areas, for the ini- 
tial promotion. 

In addition, Newton Kook, com- 
pany president, told a press con- 
ference last week that Dant will 
test several new brands, including 
a vodka, a gin, and a Kentucky 
blend type of whisky early next 
year. 

For the first time, he said, Dant 
also will use a regular magazine 
schedule starting in November for 
promoting its J. W. Dant bonded 
and its Olde Bourbon straight 
brands. Magazines include Collier’s, 
Ebony and Look. 

During the week of Nov. 6 a 
novel newspaper ad will be used, 
as a test in one market area still 
to be selected. It will carry a blow- 
up photo of Mr. Kook, with the 
head, “Call Me Collect LD 194, 
Louisville, any day this week with 
any information that you have that 
will help me do more business.” 


® As a token of appreciation, call- 
ers will be sent, according to their 
request, a southern string tie, a 
fruit cake, or a rubber dollar bill. 

Legal clearance for the ad has 
been obtained in Arkansas, Cali- 
fornia, Colorado, Florida, Ilinois, 
Louisiana, Massachusetts, Missouri, 
New York, and Washington, D.C., 
said Robert J. Franklin, Dant’s ad- 
vertising manager. 

The initial test ad will be used 
in one of those markets, he said. 
Mr. Kook will be in Louisville and 
will accept all calls. A_ special 
switchboard will be set up to han- 
dle the calls, which the telephone 
company estimates is likely to be 
5,000 the first day. 

Kleppner Co. is Dant’s agency. 

All of these new developments 
have been brought about, Mr. 
Kook said, as a result of the signif- 
icant sales achievements of the 
company in the face of a declining 
whisky market. Mr. Kook said that 
the company has increased its ad- 


JUST OUT 


‘New 1956 Edition 
Planning ¢ Handling 
Checking Publicity 


BACO N’S — 


PUBLICITY 


CHECKER 
EDITOR-CODED for 1956 
Now coded by the editors themselves to 
show instantly what publicity is used by 
business, farm, and consumer magazines. 
Advertising and publicity people can now 
direct exactly the right kind of material 
to the right publication. Bacon’s 1956 
Publicity Checker lists 3,240 business 
papers, farm journals, and consumer 
magazines in 99 market groups— record 
systems incorporated into the book 
eliminates card files—step by step data 
on how to use the Checker for more effec- 
tive publicity. Spiral Bound Fabricoid. 

6%" x 92" —256 pages 

Price $15.00 — Sent on a 


BACON’S 
pusucity All new! 
HANDBOOK 
Shows how to plon publicity pro- 
grams, analyze markets, prepore 
release lists, write material; Help 
on photos, budgeting and evalu- 
oting results. A complete guide to 
publicity work. 

5%" x 8%"—120 pages. 
Price $2.00—Sent on approval. 


Special Both books for 
cae | acs | 


Full price if sent on approval 


BACON'S CLIPPING BUREAU 


Dearborn St. Chicago 4, Illinois 


vertising budget 86% for the cur- 
rent fiscal year, but declined to say 
how much it is in dollars. 


® He emphasized that the compa- 
ny’s ad budget is not a fixed sum 
but that it fluctuates according to 
sales volume. 

“We make every ad dollar 
count,” he said. “We go in where 
the sales are running. We’ve gotten 
results from every ad we’ve run, 
because we sell quality at a price, 
believe in quick distribution and 


cooperate fully with local dealers.” 

Dant’s sales success, he said, has 
encouraged the company to expand 
its line. Sales have increased 400% 


in the past three years, he said, 
’ ‘month period ended Aug. 31 this 


rising from less than $10,000,000 
in 1952 to approximately $50,000,- 
000 in fiscal 1955. 

In more than half of the 29 so- 
called open states, Mr. Kook said, 
J. W. Dant was the largest-selling 
low-priced bottled-in-bond whisky 
during 1954, the latest period for 
which figures are available. It 
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stood first in 17 states and second 
in nine. 

In the 17 monopoly states, he 
said, 1955 figures provided by state 
officials indicate that for the 12- 


year, J. W. Dant sent more cases 
into those states than any other 
bond. Its nearest competitor trailed 
by 14,000 cases, he said. 


GE Sponsors ‘Lights Parade’ 
The “Thanksgiving Eve Parade 
of Lights,” annual Thanksgiving 


j 


parade of Bamberger’s Department 
Store in Newark, will be presented 
by the General Electric Co. over 
CBS-TV Nov. 23, 6:15-6:45 p.m., 
EST. The parade has been staged 
annually on Thanksgiving Day 
since 1931, and will be held on 
Thanksgiving Eve for the first time 
this year. GE is sponsoring the 
special event on behalf of its lamp 
division, through Batten, Barton, 
Durstine & Osborn, New York, and 
its small appliances division, 
through Young & Rubicam. 
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UILDER 


Building is the business . . . 


in (2) the 


you get (1) the 


biggest 


The Opportunity Page 


# 


and this is the magazine . . . 


right buying mood 


Reader's Guide 
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om a © tee 


READER'S Guipe To ADVERTISING on pace >» 
eee . 


ecroeee 


of opportunity .. . 


T's NoT just how many people read an 
| ad (this isn’t sour grapes — the top 
circulation in light construction is ours). 
It’s also the frame of mind the reader 
is in. 

You don’t leave this to luck when you 
ut your advertising in the AMERICAN 
UILDER. 

If you think editorial actions speak 

louder than words (we do, too) please 


note the spread of pages from the AMERI- 
CAN BuILpeER above. 

You can see there is not the slightest 
question in our mind as to what our 
readers are looking for. They’re looking 
for opportunity — opportunity to build 
better, more e ienth , sell better, make 
more money. 

Naturally, we call our first editorial 
page behind the cover (p. 3) The Oppor- 


tunity Page. Our aim here is to put the 
reader on the prowl for ideas as he goes 
through the book — ideas in articles, 
ideas in ads. 

Then the Reader’s Guide to editorial 
(p- 5) is bursting with opportunities — 
here are better designs, methods, ideas 
to use. 

Very next editorial page (p. 7, not 
bringing up the rear) is the Reader's 


“Nobody covers American Building like the American BuiLper”’ 
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ABC Separates Radio from 
TV in Two Departments 


American Broadcasting Co., New 
York, has separated its radio and 
television station relations and co- 
operative program departments. 
All functions of the previously in- 
tegrated departments will be af- 
fected, with ABC representatives 
covering radio or tv activities 
separately. 

Albert Beckman continues as di- 
rector of station relations for tv, 


|and Edward J. De Gray is director 
of station relations for radio. 
Robert Curran will be manager of 
the new tv cooperative program 
department, and William Aronson 
will be manager of a similar radio 
department. Formerly they were 
supervisors of tv and radio co-op 
program sales. Frank C. Atkinson 
Jr., former manager of the radio 
and tv cooperative program de- 
partment, has been named eastern 
regional manager for the radio 
station relations department. 


‘Emerson Buys WABD Show 


Quaker City Signs 


Emerson Radio & Phonograph 


Corp., Jersey City, N. J., is spon- “Ramar of un le’ 
soring Tex McCrary’s “MIP” tele- | J g 


cast five days a week over WABD, | Again for 4 Markeis 
New York. Grey Advertising is the 


agency. | PHILADELPHIA, Nov. 1—Quaker 
City Chocolate & Confectionery Co. 
will conti t . f 
Hal Mathews Joins K&E nue to sponsor “Ramar 0 


the Jungle,” a filmed half-hour ad- 
Hal Mathews, formerly a tv di- ' venture series, for another year in 

rector with Young & Rubicam, has at least nine markets. 

joined Kenyon & Eckhardt, New The nine markets are Philadel- 

York, as a tv producer. | phia, Baltimore, Boston, Buffalo, 


building audience 


Advertising 


“The berver you buy—the berter you bulld—the berrer yeu sei” © 


in advertising pages . . . 


and editorial pages . . . 


NEW PRAKS IN THE WEST for 1955 ary 
indie ated mamber of 


: The Building Outlook 
al 


105,709 


JUNE ABC STATEMENT 


October 1955 


The Month Ahead 


Busy Fé Gavin. who edits this magazine, travels 
red 


We re talking about our |966 Nationa! Home Week 
contest to find the builders «hom NHW houses 
most eflectivety express the w 
- 


for reader and advertiser 


_ — =. ee 


...youve got something 


Guide to Advertising. Here is more op- 
portunity — an offering of better prod- 
ucts, materials, services. 

At the top of this page, we remind 
the builder-reader of his purchasing agent 
function: “The better you buy — the 
better you build—the better you sell.”© 
Reading the AMERICAN BurLper and its 
advertising is one of the most important 
things our readers do. 


American Building 


Next comes The Building Outlook 
(p. 9). Here, as everywhere, emphasis is 
on the opportunity ahead. 

Facing the inside back cover is The 
Month Ahead — a final look ahead at a 
period when 105,709 AMERICAN BUILDER 


AZINE 


readers will spend a lot of money to 
make a lot of money. 

We think this alert-to-opportunity 
kind of editing promotes alert-to-oppor- 
tunity reading. We think it provides a 
climate in which your advertising-selling 
can thrive (and the businessman-build- 
er’s best interests can thrive, tool). 
SrmMons-BOARDMAN PuBLISHING Corp., 
30 Church St., New York 7, N.Y. 


“AMERICAN BUILDER 


21 


“Pn 


Chicago, Detroit, New York, Pitts- 
| burgh and Los Angeles. Additional 
markets will be added during the 
year. 


® Tv spots will also be used for 
Good and Plenty licorice, Quaker 
City’s major product. 

Lester Rosskam Jr., v.p. in 
charge of advertising, told ADVER- 
TISING AGE that this is the most 
intensive television campaign in 
the company’s history. Small news- 
paper space in the same markets 
will back up the tv shows. 

Adrian Bauer Advertising Agen- 
cy handles Quaker City’s advertis- 
ing. 


MCA-TV Adds Film Series 


“Headline,” 39 half-hour tv films 
starring Mark Stevens, will be 
distributed by MCA-TV, New 
York. This makes the 28th show 
offered for syndication by MCA. 
“Headline” is a re-run of the “Big 
Town” series that has been seen 
on NBC for several years. 


DECATUR 


The Boom City 


of Illinois! 


SPECTACULAR INDUSTRIAL 
EXPANSION ALREADY 
SHOWING SALES IMPACT! 


@ Only Metropolitan  Iilinois 
market to show a retail sales gain 
in 1954—up 2.6% (S.M. 1955) 


@ Third in business activity 
among 32 Metropolitan areas in 
the 5 states of the 7th Federal Re- 
serve District—up 6.8% (Federal 
Reserve Bank Survey) 


@ Consistent Sales 
ment “High Spot" city 


Reach All the Big 
DECATUR Trading 
Area Market With... 


THE 
HERALD 
AND 


REVIEW 
100% family coverage 


DECATUR METROPOLITAN AREA 
Pop.: 108,800. Retail Sales: $140,338,000 


62.1% family coverage 


DECATUR OFFICIAL RAND McNALLY 
10-COUNTY TRADING AREA 


Pop.: 284,600. Retail Sales: $308,747,000 


49.4% family coverage 


TOTAL HERALD AND REVIEW 
15-COUNTY MARKET 


Pop.: 408,300. Retail Sales: $434,980,000 


Manage- 


Write for “The Decatur Story” 
Complete details on the amazing 
Decatur market 


DECATUR 
Herald anaReview 


A Lindsay-Schaub Newspaper 
Member lilinois Color Comic Group 


Jann and Kelley, Inc. * Nat'l. Reps. 
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Y&R Boosts Stark, Mayer 


Robert E. Stark, who has been 
manager of research in Young & 
Rubicam’s Chicago office, has been 
made manager of the agency’s re- 
search department, with headquar- 
ters in New York. Succeeding him 
in Chicago will be Robert W. May- 
er, who has been with Y&R since 
1948. 


Exacta Starts Daily Push 
Exacta Camera Co., New York, 

is expanding its promotion budget 

to include newspaper advertising 


| 


|in eight cities—Boston, Chicago, 
Los Angeles, Minneapolis, 
York, Philadelphia, San Francisco 
and Washington. Burstin Co., New 
York, is the Exacta agency. 


Two Appoint Fein & Kaplan 
Fein & Kaplan, New York, has 
been named to handle advertising 
for Globe Lighting Products Inc., 
Brooklyn, and the Nacronite prod- 
ucts division of Patrician Plastics 
Corp., Paterson, N. J. Royal & De- 
Guzman is the previous agency for 
Globe. Patrician is a new advertis- 


New | 


Bernays, Colleagues 
Outline PR Methods 
in Newest Book 


Norman, OKta., Nov. 1—‘The 
Engineering of Consent” is Edward | 
L. Bernays’ definition of public 
relations. It is also the title of a 
book just published by the Univer- 
sity of Oklahoma Press and edited 
by Mr. Bernays. The price is $3.75. 

The title reflects Mr. Bernays’ 
belief that public relations is a 


er. science allied to social science. / 


“Professionally, [public rela-| 


tions] activities are planned and 


KANSAS CITY IS SOLD on 


 STALLUP 


NOW AVAILABLE... New Rotary Bulletin 


executed by trained practitioners | 
in accordance with scientific prin- 
ciples, based on the findings of 


POSTERS social scientists,” he notes in the | 
BULLETINS opening chapter of the book. “Their 
SPECTACULARS ‘dispassionate approach and meth- 


ods may be likened to those of the 
engineering professions which stem 
from the physical sciences.” 


(STALLUP) 


® The book represents an expan- 


175 miles from Omaha 


, hee 


i 


0 PRS 


al se 


Population — 12,115 


World-Herald coverage—54% DAILY, 81% SUNDAY 


Kearney, Nebraska 


Just 1 of 650 Nebraska and Western Iowa Communities 


Where The World-Herald can make 
your sales and advertising effective 


Ffeaets 0.2 


DREAMBOAT—T-C Publishing Co., publisher of Champ Butler’s cur- 

rent Coral release, “Someone On Your Mind,” printed 200,000 5x7” 

counter giveaway pictures of the singer and actress Suzanne Ta Fel, 

for distribution through tretail music stores. In tests the giveaways 
gave sales of the record a measurable boost. 


sion of this theme, which Mr. 
Bernays outlined in 1947 in an 
article with the same title as this 
book published in the “Annals of 
the American Academy of Political 
and Social Science.” 

Sketching out a general struc- 
ture for this inquiry into public re- 
lations, Mr. Bernays leads the 
reader into the rest of the book, 
each chapter of which presents 
some one aspect or problem tackled 
by an authority in the field. 

Chapter 3, written by Sherwood 
Dodge, v.p. in charge of marketing 
of Foote, Cone & Belding, examines 
the role of research in public re- 
lations, and specifically, market 
research. 


's Howard Walden Cutler, an asso- 
ciate 


in Mr. Bernays’ company, 
tackles the question of the objec- 
tives of public relations in Chapter 


| Strategy, a topic which the 
reader will find has expanded 
‘from the battle field to the sales 
/promotion and advertising field, is 
provocatively treated in the next 
chapter by Nicholas Samstag, di- 
rector of promotion for Time. 

Themes and symbols, a rather 
esoteric subject, is treated uneso- 
terically in the following chapter 
‘by Doris Fleischman Bernays, a 
partner in the Bernays company, 
and Mr. Cutler. 

John Price Jones, the famous 
fund raiser, outlines the organiza- 
tion for a public relations cam- 
paign. 

Planning the public relations 
drive is described in another chap- 
ter by Benjamin Fine, education 
editor of the New York Times. 

Tactics of public relations are 
taken up in the final chapter by 
Brig. Gen. A. Robert Ginsburgh 
(ret.). 


Baten men 


Advertising in The Omaha World-Herald blankets 650 non-rural and | 
non-metropolitan centers in 103 counties of Nebraska and western Iowa. 
World-Herald advertisers can capture this important secondary market 


that makes up two-thirds of the 114 million consumers and three-quarters 
of the total 2 billion dollar market of The World-Herald. | 


Three out of five families in Nebraska and western Iowa read The 
Omaha World-Herald. In the 3-county Omaha Metropolitan Area, 


Who wel the LE, 
World-Herald coverage is 100%. 


- =) 

; th - 

Making this Vheir 
To help you expand distribution and get greater mileage from your , 

advertising dollar in both Omaha and this vital secondary market, The | daily guest, 


World-Herald 103 Plan provides 5 important services: 


LSS Di 


ao 
—_ 


Mailings to inform key retailers of your campaign 


\ds A. 
2. Personal calls on Omaha advertising retailers | = Pa o 
3. Assistance in staging local sales meetings | on (@ KA On) whe ere 7o GF Oo - 
{ 4, Split-run advertising for testing appeals | ? 


for hisl¥ione lates - 


Ve Grath and ws essocrates.! 


(COLOR AND BLACK-AND-WHITE) 


; 5. 


The Omaha World-Herald 103 Plan helps you squeeze every nickel’s 
worth of sales effort and impact out of your advertising dollar. Contact 
O’Mara and Ormsbee or write the National Advertising Department of 


The World-Herald for further details. 
Omaha 


World-Herald 


Solicitation. of tie-ins. 


Thomas F. McGrath 


ssociates 

: and A se 

254,467 Daily 266,475 Sunday PHOTO ig ge ect Chicago Mt \Winois 
Publisher's Statement for March 31, 1955 VO E. Wiphone: Delaware 1-5! 


O'MARA & ORMSBEE, NATIONAL REPRESENTATIVES 
New York * Chicago * Detroit * los Angeles ° 
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icnic fixings you lay out are Wilson’ 

i n’s. There’s delici i : 

— taste. Succulent sausages — dozens of kinds. TenderMad ig” = 3 

p, juicy franks. And delicious Wilson cheeses to complete the feast. a - 
eas en. x 


Next time you picnic, make it a Wilson picnic! 
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CIRCULATION 


This is a reproduction of one of the many 

full-color ads which appear in The Denver Post. eh en, oe he Bae 
Sunday  ..------------- kodedete 5 SSDS 
Empire Magazine and Comics.....--.------ 379,568 


ADVERTISER Wilson & Company, Inc. 
A. 8. C. Publisher's Statement 
Morch 31, 1955 


ADVERTISING MANAGER Mark Cox 
AGENCY Needham, Louis and Brorby, Inc. 
Represented Nationolly by 


ART DIRECTOR John W. Amon 
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Advertising Age, November 17, 1955 : 


Capitalism’s Dead, 
Consumerism Is 
King, Says Whitney 


BUFFALO, Nov. 1—“Capitalism 
is dead” and is being replaced 
by “consumerism,” according to 
Robert A. Whitney, president of 
National Sales Executives. 


DuMont Promotes Coster -B. DuMont Laboratories, East Pat- 
erson, N.J., for some time, has been 
named assistant sales promotion 
manager of the division. 


_ Charles Coster, who has been in 
the promotion department of the 
television receiver division of Allen 
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cover Latin America's $100 million beverage market 
with your full sales story in Spanish, through new 


CATALOG 


Bebidas FILE! 


New BEBIDAS Catalog File is the first and 
only low cost effective means of placing your 
promotional material .. . your catalog sheets 
... your full sales story, in Spanish, right on 
the desks of Latin America’s 8,000 key bev- 
erage industry buyers! A handsome, hard- 
back book, used all year. Issued in April .. . 
act now for best position in 1956. 


“The consumer is king in our : oun oe eres iaers eet 
economy—not capital,” he said. eet berter errs . 3 


“Everything is done to interest i 
the consumer and the standard 

of living of the country is meas- | DOGGONE—“Summer driving in every drop” is the promise Standard 
ured by what the consumer has,| Oil Co. (Indiana) makes to buyers of its premium gasoline in a 
not by how much we produce,”| fall and winter campaign about to start. Breaking in full color in 
he said. nine major markets, the campaign will use 537 daily and 1,186 


Mr. Whitney addressed a weekly newspapers. D’Arcy Advertising Co. is the agency. 
sales management clinic lunch- 


eon sponsored by the Buffalo- 
Niagara Sales Executives. Broker Buys ABC Program Desvernine to CPA Society 

Harris, Upham & Co., New York,| Gilbert L. Desvernine, formerly 
= Mr. Whitney declared in anjis sponsoring a new five-minute| account executive with John T. 


Write for brochure giving 
all the exciting facts! 


interview that people who like| stock market news program five | Casey & Associates, has been THE CANTERBURY PRESS 2001 pe pire om 16, MH. 

our economy have nothing they|days a week over ABC Radio.|named to handle public relations a maher pera arated Posen angel par wm 

like to call it. Lewin, Williams & Saylor is the|for the New York State Society of Z publication tc Formacia Moderna—Lo Tienda—Elaboraciones y Envoses— 
“Capitalism is a dirty word in| agency for the brokerage house. | Certified Public Accountants. publishing since 1934 Rodio y Articulos Electricos Catalog File—Bebidos Annvol Directory 

Europe; they won’t buy it but 

they will buy ‘consumerism,’ ”’ . ° 


Mr. Whitney maintained. 

Evidences of “consumerism,” 
he said, are unemployment in- 
surance and, dominantly, con- 
sumer credit. 

He went on, “People talk 
about there being too much con- 
sumer credit. We don’t think 
there is enough consumer cred- 
it. We haven’t even scratched 
the barrel on consumer credit.” 

He cited low repossession 
rates on items bought on credit 
—1.1% on autos (against 3% in 
1939), % of 1% on furniture 
and % of 1% on jewelry. 


= “In consumerism,” he as- 
serted, “there is a growing em- 
phasis on selling. 

“We need 1,000,000 more 
salesmen in this country and 
we’re even going out to the 
farm to get them,” he remarked. 

Mr. Whitney, who has sold 
products ranging from _ roast 
beef to encyclopedias, said the 
reason industry has a tough job 
attracting salesmen is because 
“selling is a hard job and it 
takes men away from their fam- 
ilies.” 

“A few years ago top man- 
agement was more interested in 
finance and production than in 
selling. Now sales programs are 
coming into their own,” he 
added. 

Mr. Whitney said “the dire 
shortage of top executives” 
means their salaries will go up. 
To offset this shortage many 
companies have instituted man- 
agement-training programs, he 
noted. 


Tatham-Laird Names Two mo 
Tatham-Laird, Chi , ha 

appointed’ Donald Hockstein a they Buy More because they Have More! 

writer-producer in its radio-tv 5 ae 

commercial department. Mr. 


Hockstein formerly was with @ While it used to be the aim to have a chicken in every > It’s Bic . . . over 600,000 population 
Foote, Cone & Belding, Chicago. pot, a turkey on every plate is more nearly the picture in 
The agency also has named Indianapolis! Actually it is no exaggeration to say that > It’s Sreapy . . . unsurpassed for diversification and 
Currie Brewer, formerly with more people eat better in this great market, as is indicated balance of industry and agriculture 
John W. Shaw Advertising and by the f, h | {Food S kets h 57.3% 
Leo Burnett Co.. to its contact y the fact that sales of Food Supermarkets here are 0/.09/0 ; 
department. above the national average!* > It’s EastLy REACHED . . . you get saturation coverage of 
Yes, people do have more in Indianapolis, and that the metropolitan area, plus an effective bonus coverage of 
Byrde, Richard Gets China means a rich and ready market for your products, too. In the 44 surrounding counties in The Indianapolis Star and 
France Energic Corp., New addition . . . Indianapolis offers you these other vital The Indianapolis News. Write for complete market data 
York, exclusive distributor in market advantages: today. 
the U.S., Canada and Mexico 
of French Limoges china, has 
appointed Byrde, Richard & KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES 
Pound Advertising Agency, 
New York, to handle its adver- *Consumer Markets, 1954. Standard Rate & Data Service | 
| tising. Ks 
| hee 
} Two Join H-R Television THE INDIANAPOLIS STAR @ ; 
: Robert S. Mandeville, for- 7 
: merly with Everett-McKinney, YOUR FIRST TEAM FOR SALES IN INDIANA 
and Calvin S. Cass, previously 
with Hoag-Blair, have joined W 
the sales staff of H-R Televi- THE INDIANAPOLIS NE S 
’ sion, New York, tv station 
! 


representative. 
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*All figures are from the June 30,1955 A.B.C. a 


Publishers statement. Domestic figures are based on 
February, 1955. All others are 6 months averages. 
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And delivers 95,501 more newsstand circulation 
than any other publication in the field. 
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Read Fast, But 
Write Slow, Says 


F&S&R Chairman 


CLEVELAND, Nov. 1—Three R’s of 
creative advertising—reading, re- 
membering and _ reconstructing 
life’s experiences—were posted 
high on the lesson board by speak- 
ers at recent sessions here of the 
Midwest Conference of Women’s 
Advertising Clubs. 

Edwin L. Andrew, board chair- 
man of Fuller & Smith & Ross, 
assuring his listeners, “You Can Be 
More Creative,” urged them to 
take a cue from poet Samuel Tay- 
lor Coleridge and develop an “in- 
satiable curiosity” about life and 
literature. 

As with Coleridge, Mr. Andrew 
said, the creative advertising writ- 
er must fill “his personal well of 
knowledge, memory and feeling 
full” of what he reads. And when 
the time comes, he can—like Cole- 
ridge—“dip into his well-stored 
well and bring forth greatness.” 


® “This creative formula—the only 
one I know—has been practiced by 
every writer I know and by every 
man in business or public life who 
has succeeded, by his command of 
the written or spoken word, in 
communicating excitingly,” Mr. 
Andrew said. 

“Read early and read late, read 
the old and the new, read the 
classic and the popular,” Mr. An- 
drew said. “But read insatiably— 
not less than a book a week, pref- 
erably two. 

“Saturate yourself with every- 
thing that everybody has said, seen 
or thought. Put it all in your well. 
Let it lie and read some more. 
Savor not only what is said,” Mr. 
Andrew advised, “but also savor 
how it is said. Let it all shape it- 
self within you.” 


® Recommending that a lot of 
poetry be read aloud, Mr. Andrew 
said poetry has discipline of form 
just as copy has discipline of space. 

“Available to you to be absorbed 
in one short lifetime is all the 
knowledge, wit and wisdom of all 
the world, served up in a thousand 
gifted styles, all waiting to be ab- 
sorbed and turned to creative re- 


Howard W. Sams, Chairman 
Howard W. Sams & Co., Inc. 
says this about his 


Minox 


camera 


**the supreme little MINOX 

is the king of conversation 
pieces! nothing has ever 
come into my life that has 
provided keener satisfaction, 
“in my work... for my 
pleasure—! use the MINOX, 
world's tinest precision 
camera—so light (21 oz.), | 
always have it in my pocket."’ 
fast {/3.5 lens. all speeds 
from 1/2 sec. up to 1/1000 sec. 
NO FLASH NECESSARY 

FOR INSIDE SHOTS. 

a fabulous GIFT! 


minox IZI-S with 

chain and case 13950 
for literature and your 
deaier, write Dept. M 


KLING Photo Corp. 
235 Fourth Ave., 
New York 3, N.Y. 


, use. There is so little time, so read 
| fast!” 

| Nobody who has followed such 
a regime will ever sit long before 
a sheet of white paper wondering 
where to begin or what to say next, 
Mr. Andrew declared. 

To go along with the inner well- 
filling, Mr. Andrews recommended 
three disciplines in writing: Criti- 
cize your work, seek the criticism 
of others and start to write only 
when you are completely ready. 


= “Don’t start that piece of copy 
too soon,” Mr. Andrew advised. 
“Slow down to determine first 
exactly where you want the piece 
of copy to take your reader’s mind. 
Slow down to find out where the 


all available research 
facts and motivations to establish 
what preconceptions, misconcep- 
tions, and general fogginess clutter 
up the reader’s mind. 

“Slow down to get the low-down 
on what you are about to sell,” 
he said. “With the accurate ap- 
praisal at your command, with the 
well of reading at your disposal, 
your pen will flow faster and 
straighter to the mark than ever. 
Go slow to go faster, better.” 

Suggesting self-criticism that is 
“healthy but ruthless,” Mr. An- 
drew said: 

“Give me the writer who will 
subdue his normal instinct to ad- 
mire what he has written and who 


reader’s mind is now, and apply | 
into both | 
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will put the rack of brutal self-|arts, learning, for instance, how 


analysis on every word and phrase | 


and sentence; on both the order of 
his thoughts and their validity; on 
their clarity and their believability. 

“Give me the writer,” he went 
on, “who submerges his own ego 
to float the ship of his client’s pur- 
poses.” 


® Asking others for criticism—if 
you actually mean it, Mr. Andrew 
said, “will help you take better 
copy to the client as well as to 
help you take the client’s privi- 
leged criticisms with grace and for 
good!” 

As for reading and experiences, 
Mr. Andrew urged advertising peo- 
ple to “dip into all the creative 


great painters arrive at what to 
leave out”; to pursue a hobby then 
find another, “some of them in- 
tellectual, such as double-acrostics, 
so as to keep filling your well with 
excitement and ebullience.” 


® In a talk, “You and Your Emo- 
tions,” Dr. Blake Crider, head of 
the psychology department, Fenn 
College, told the advertising wom- 
en: 
“Advertising is a creative enter- 
prise resting to a large extent upon 
one’s capacity to feel—to feel him- 
self and to feel what his readers 
feel when they hear and see what 
he has created. 

“Creative people are likely to 
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be neurotic,” Dr. Crider said. 
“Therefore a neurotic condition, 
feeling and creativity go hand in 
hand.” 

An impediment to advertising 
writers, Dr. Crider said, is their 
past education which was “almost 
exclusively on the intellectual lev- 
el and rarely on the feeling and 
emotional levels.” 

The creative potential is ham- 
pered, Dr. Crider said, when con- 
tact with the body, and therefore 
the feelings, is lost. 


®“Body awareness, the experienc- 
ing of body sensations, is the pre- 
liminary step to feelings and to 
creativity,” the psychologist said. 

“One learns to feel,” he said, 


a 


29 


“through experiencing his feelings ' successful advertising copy should| asserting that the capacity for | station from several business men 
and through repeating these ex-| be repeatedly exercised, Dr. Crider creativity often lying dormant can| who currently own WNEW Inc. to 


periences with practice.” 


'said, because “so many of us have 


He advised advertising writers | lost not only our capacity for imag- 


to “learn to feel through experi- 
encing all the innuendoes of body 
sensations and of sensory aware- 
ness... You may have them with 
music, a sunset, near a person 
physically attractive, in being in- 
troduced to a celebrity, being crit- 
icized for a mistake and so on.” 

Dr. Crider said few people actu- 
ally perceive—“they only look”— 
so that the average person does not 
perceive an advertisement, only 
the product advertised. 


® The perception and the creative 
imagination so vital in producing 


ination but even our capacity for 
visualization.” 

He recommended these simple 
practices: 

“Close your eyes and see if you 
can visualize your office, or your 
car. Imagine yourself (‘see’ your- 
self) at five years of age sitting in 
the first grade with a teacher who 
has two heads. 

“Now imagine a full page ad you 
are creating for a new cosmetic. 
Then try to add sound, taste, color, 
odor to your visual imagination.” 

Personal success is dependent 
upon creativity, Dr. Crider said, 


‘be rediscovered and developed, | 


chiefly through “experiencing our 
body feelings.” 


WNEW Sold to Group 
Headed by Jack Wrather 


WNEW, New York music and 
news independent radio station, 
has been sold for $4,000,000 to a 
group headed by the Texas in- 
dustrialist, Jack Wrather. His part- 
ners in the venture are John L. 
Loeb, investment banker, and 
Richard D. Buckley, who continues 
as president and general manager 
of the station. 

The transaction, transferring the 


It’s not rare when a WCBS-TV sponsor says “well done.” 


But when he goes on record and spells out specific results — 


as the Advertising Manager of the Proctor Electric Company 
did—best thing to do is quote him, word for word, Like this... 


“Want to know why /’m continuing on WCBS-TV? Because the 


demand created from our Twelve Plan announcement campaign 
has increased our distribution to 3700 dealers in the New York 
metropolitan area where we had 400 at the start. Because our 
New York sales are up 70% over the comparable period before 
we went on WCBS-TV. Why, New York’s largest department store 


alone is selling five times more Proctor ironing tables than 
before. WCBS-TV has established Proctor as one of the leading 


names in housewares in the New York market.” 


Almost invariably good things begin to happen to sales and 


distribution problems when an advertiser uses the station that 


provides largest audiences day and night...most adult viewers, 


more in the daytime than all six other television channels 
combined...and the economy of the famous Twelve Plan. 


Take our word—or listen to our sponsors: to sell the Number 


One market it takes the Number One television station... 


CBS OWNED WCBS- TV 


Channel 2, New York 
Represented by CBS Television Spot Sales 


the new group, is subject to the 
usual FCC approval. Mr. Wrather’s 
other radio-tv holdings include 
KFMB and KFMB-TV, San Diego, 
and a Boston u.h.f. grant that is 
due on the air next year. He has a 
tv application pending for Corpus 
Christi, Tex. 


Federal Enameling to D'Arcy 

Federal Enameling & Stamping 
Co., Pittsburgh, producer of enam- 
el and aluminum cooking ware, has 
appointed D’Arcy Advertising Co., 
Cleveland, to handle its advertis- 
ing, effective Nov. 1. Lando Ad- 
vertising Agency has been han- 
dling the account since July, when 
it moved from Ketchum, MacLeod 
& Grove. 


Hickey Joins D-F-S 

John Hickey, formerly advertis- 
ing manager of Georgia Pacific 
Plywood Co., has joined Dancer- 
Fitzgerald-Sample, New York, as 
an account executive. 
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America’s best-liked, easiest-to-sell name... 


uses businesspapers 


to sell retailers on 
a quality brand name 


How Donmoor 


Sh eS ere 


Founded 1906 + 205 East 42nd St., New York 17, N.Y. 
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HERE'S A QUICK QUIZ FOR MARKET-MINDED EXECUTIVES, . 
WITH A FEW BRIEF FACTS THAT WILL INCREASE SALES. | 


. . . . *. . * Q* 3 | 
Lal Do you want to reach families with more young and growing children: | 


CHILDREN PER 100 HOUSEHOLDS 


eA > = 1 children ji rt, 
TRUE STORY DOQAQQL GOAL APSEOO « 
Life GPOAOLSs = a e 110 . 
Ladies’ Home Journal OPOMOOHE Or S 112 . ‘ 
Family Circle POAQLOOPSOAS MOOSE 132 
Better Homes & Gardens OPOAQLE POT PS 102 


# Do you want to reach young housewives?" 
TRUE STORY women readers are younger—68% are 35 years 


and under. 89% are married. : 
Median Ages of Women Readers 
of Leading Magazines in Various Fields | 
| 
TRUE STORY 28.6 years | 
Family Circle 35.4 years 
Life 36.4 years 
Ladies’ Home Journal 36.8 years 
swe Soh, A 8 Better Homes & Gardens 38.9 years 
*Remember, these children and ibe over Sa $2,000. $5,000 ieee teoninn Male 


housewives, these unduplicated 
readers, are mostly from Wage 
Earner families. 


Are you aware of these facts 
that make Wace Earners 


America’s best customers 
foday?... 
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q & Do you want to reach a huge, virtually unduplicated audience ?* 


TRUE STORY reaches 5,000,000 readers... and 
y | of TRUE STORY’s primary households are not reached 
(; by all four women’s service magazines combined! 
of TRUE STORY 's primary households are not reached 
1 by all four big weeklies combined! 
of TRUE STORY ’s primary households are not reached 
f by all four top store magazines combined! 


& Do you like to keep posted on how competition value their markets?" 


Here, for example, is an instance of the trend among advertisers of 
Food and Food Products: 


Change in # of pages 
Magazine Jan.-Sept. 1955 vs. 1954 
TRUE STORY + 86.4% 
Ladies’ Home Journal +16.6 

Better Homes & Gardens + 99 

Life + O49 


And advertisers of APPLIANCES, BABY PRODUCTS, HOUSEHOLD 
FURNISHINGS, TOILETRIES, etc., have substantially demonstrated their 
} increased awareness of the TRUE STORY market. 
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No. 4 in a series illustrating Food Field Reporter$ 
widespread industry coverage at all executive levels. 


‘ ; A. C. McAdam 
Dir. of Adv. & Sales Cns!. Director of Merchandising Merchandising Manager 


H. A. Hebberd, Jr. Gene Flack 
Advertising Manager 
Stokely-Van Camp, Inc. 


Fred W. Webber 


Sunshine Biscuit, Inc Anheuser-Busch, Inc. Hoffman Beverage Co. 


Advertising and 


Raymond J. Lahvic 
Adv. & Pub. Mgr. 
Fairmont Foods Co. 


Robert S. Larkin 
Director of Sales Promotion 
Philip Morris & Co., Ltd., Inc. 


George Oliva 
Advertising Director 
National Biscuit Co. 


T. J. Finucan 
Adv. Mgr. — Food Div. 
The Crosse & Blackwell Co 


Merchandising Executives 


J. V. DeFord 
Adv. & Sales Prom. -. 
Mrs. Tucker's Foods, Inc. 


Gordon Ellis 
Merchandising Manager 
Pet Milk Co. 


Frank D. Arn Robert S. MacDonald 
Director of Merchandising Director of Advertising 
Florida Citrus Comm. The Quaker Oats Co. 


read Food Field Reporter 


9 out of 10 executives* of leading food and grocery manufacturing 
firms regularly read Food Field Reporter. 


Starting at top management, Food Field Reporter penetrates 
deeply to the key men of sales, advertising, merchandising and 
operations . . . then extends even further to district and divisional 
sales levels. Other publications may provide a segment of this 
coverage, but only this one exerts its influence everywhere that 
major company decisions are made. 


Which is why, for 23 years, Food Field Reporter has been a vital 
selling tool for suppliers and service firms wishing to do business 
in America’s biggest consumer industry. And why it can prove 
equally vital and productive for you! 


How BIG is Your Biggest Market? 


(1964 FIGURES) 


Gross Sales $64,200,000,000 
Advertising Investment .............. $711,307,000 
Packaging Investment ................ $4,000,000,000 
Food Field Reporter | ‘isereimesmn ....womom 


330 West 42nd Street, New York 36, N.Y. | Raw Material Investment............ $5,490,000,000 


Equipment Investment. .............. $673,200,000 


*Recording & Statistical Corp. Study (1954) 


Advertising Age, November 7, 1955 


Ad Recognition 
Week Dates Set by 
Ad Assn. of West 


San Francisco, Nov. 1—The Ad- 
vertising Assn. of the West is start- 
ing to beat the drums for its 6th 
annual Advertising Recognition 
Week, to be staged Feb. 19-25 in 
conjunction with National Adver- 
tising Week. 

Advertising kits, built around 
the theme for this year’s Week, 
“Advertising Helps You Live Bet- 
ter for Less,” are now being pre- 
pared by N. W. Ayer & Son. 

The kits, which include mats and 
plates for newspaper, magazine, 
farm and business publication ads, 
designs for posters and car cards 
and radio and tv materials, will be 
supplied through ad clubs and the 
AAW without charge except for a 
few pieces which will be distrib- 
uted at cost. 

AAW will also hold its mid-win- 
ter conference during Advertising 
Recognition Week. The conference 
will meet at Phoenix Jan. 20, 21 
and 22. 


@ Jackson Hoagland, Arizona Pub- 
lic Service Co., Phoenix, and 
senior v.p. of AAW, is serving as 
general chairman of the event. 

On the committee to produce 
materials for the Week are Ken 
Boucher, Tide Water Associated 
Oil Co., chairman; Art Stacey, 
Walker Engraving Co., coordina- 
tor; Haines Hall, Patterson & Hall; 
Walter Thompson, Sterling En- 
graving Co.; R. J. Hooper, Hooper 
Printing & Engraving Co., and 
Steve Johnson Jr., Johnson Mat & 
Electrotype Co., all of San Francis- 
co. 
Also on the committee are Harry 
Brant, Velvetone Co.; Lorenz 
Schmidt, Schmidt Lithograph Co.; 
Charles Falk, Charles H. Falk Co.; 
Harvey Miles, Harvey Miles & Co.; 
Merritt Anderson, Foster & Kleiser 
Co.; Bob King, Zellerbach Paper 
Co.; Bill Murray, Cal-Pictures Inc.; 
John Wolfe, John Wolfe & Co., all 
of San Francisco, and Burt Oliver, 
Foote, Cone & Belding, Los An- 
geles. 


Doner Names Riegert V.P. 
Edward P. Riegert has been ap- 
pointed v.p. and treasurer of W. B. 
Doner & Co., Chicago agency. Mr. 
Riegert joined Doner in 1952. 


Coming 
Conventions 


*Indicates first listing in this column, 

Nov. 6-8. National Newspaper Promo- 
tion Assn., regional meeting, St. Paul 
Hotel, St. Paul, Minn. 

Nov. 8-10. Fourth Canadian national 
packaging exposition and conference, Au- 
tomotive Bldg., Canadian National Exhi- 
bition Grounds, Toronto. 

Nov. 14-16. Advertising Essentials Show, 
sponsored by Advertising Trades Institute, 
Biltmore Hotel, New York. 

Nov. 14-16. Public Relations Society of 
America, annual national conference, Am- 
bassador Hotel, Los Angeles. 

Dec. 2-3. Midwestern Advertising Agen- 
cy Network, last quarterly meeting and 
account executive workshop, Drake Hotel, 
Chicago. 

Dec. 4-7. Outdoor Advertising Assn. of 
America, 58th annual convention, Hotel 
Sherman, Chicago. 

Dec. 27-29. American Marketing Assn., 
winter conference, Hotel Roosevelt, New 
York. 

Jan. 21-22, 1956. Advertising Assn. of 
the West, midwinter conference, Paradise 
Inn, Phoenix, Ariz. 

Jan. 29-Feb. 1, 1956. National Advertis- 
ing Industries Exposition, Morrison Hotel, 
Chicago. 

Feb. 9, 1956. Associated Business Pub- 
lications, annual midwest conference, 
Edgewater Beach Hotel, Chicago. 

Feb. 24-25, 1956. Northwest Daily Press 
Ass.i., 37th annual meeting, Radisson Ho- 
tel, Minneapolis. 

March 1, 1956. Associated Business 
Publications, annual eastern conference, 
Roosevelt Hotel, New York. 

April 8-12, 1956. National Business Pub- 
lications, spring meeting, The Homestead, 
Hot Springs, Va. 

April 15-19, 1956. National Assn. of Ra- 
dio and Television Broadcasters, 34th an- 
nual convention, Conrad Hilton Hotel, 
Chicago. 

April 15-21, 1956. National Brand Names 
Week. Annual Brand Names Day dinner, 
April 18, Waldorf-Astoria Hotel, New 
York. 

*April 27-29, 1956. Advertising confer- 
ence sponsored by the University of 
Michigan, Ann Arbor. 

May 14-16, 1956. National Newspaper 
Promotion Assn., 26th annual convention, 
Hotel Cleveland, Cleveland, O. 

May 24-27, 1956. Associated Business 
Publications, annual spring conference, 
The Homestead, Hot Springs, Va. 

June 20-22, 1956. American Marketing 
Assn., spring conference, William Penn 
Hotel, Pittsburgh. 

June 24-28, 1956. American Newspaper 
Classified Advertising Managers Assn., 
36th annual convention, Long Beach, Cal. 

June 24-28, 1956. Advertising Assn. of 
the West, 53rd annual convention, Los 
Angeles. 

Sept. 23-25, 1956. Advertising Federa- 
tion of America, Tenth District conven- 
tion, Shamrock Hilton Hotel, Houston. 

*Oct. 18-19, 1956. Audit Bureau of Cir- 
culations, 42nd annual meeting, Drake 
Hotel, Chicago. 
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RICHARD S. PIERCE, PUBLIS 


MAKE YOUR CHOICE 


amb 


4.2% prefer to see advertising for 


lowa dealers’ preference. 


No. 1 Medium in the No. 1 Farm Market in the Nation! 


WALLACES’ FARMER 
and IowA HOMESTEAD 


FIRST Choice! 


An Iowa hardware wholesaler 
asked his Iowa dealers: “In 
what farm publication do you 


merchandise you seH?’’ The 
chart shows the results. 


Other dealer preference sur- 


veys on request. 


you with a poll of your 


ex Sir - on ' ws 
6 ee 
: ak deel 


HER *® DES MOINES, IOWA 


a 


Be os A es | a 
fee se 


ee 


> ioe ere: Bie ra 
Joe ast Mh eae poe «CMa iin ge ee el PR) tag Re a ee ens 2 7 Sha pe eee ae er ae : PEGS han, Sees Pee Peele 2 Nive me, ches Poca Se joe Se ee Aparna a ee 
ey: ry ~S cael es ne Ee : + j ; os p te arin eos eae ye é iM attack 3 ay ' eS , i. ESR . e pene se oh tesa ¢ he ie. 
ees , ‘ ; J ; ee f - renye" cenit maritiaieiaeriaiediatiicted Wha 
7 ot a J 
= es | 
$9: 
’ ‘he es 
| pu 
| ee 
gZ 
ea: 
| tee 
= 
. | a 
i ee os om Bers % ae, sis m3 i Bets 2 — . : 
a : Sane : eh . gon i. sa Me oe i a aoa 
i : - : 3 a = ~~ < 
. : naa ‘ ao <a #, ; aseaes it. ee HP Pe Ps S se ~ ; 
ce, a oe ee A = ‘ eS 2 ‘ S 7 
at F's : a OS & oS ; - - 
a | 4 4 gs ne Soe oe . 3 4 Fe a te 
ae. i : * F eH a re a ‘ J < Pe ee fis es q : cg ae Sil 
a: Re ee . a ee a — ‘ a ee 2 
as m, 4 . 4 | > - oo my en A 
, ie —— ae — . = * * £ k . oo — 
lea af = a Se oe ait - : ee a = 
o Saf rg oe eee eer é . —— g . 
; z _ ee Me ee: aa = we Sg 
ee 
a 
| ra 
> | 
\ 
j i 
i i ’ 
/ 
oa ot! ae —.* la i} 
' we a cree : Pee . F — meek * ~ i ' : 
= ES ee oe ae Be ae; . ake Re «ca meetet.* “pe” zs 
: os } ay ae a ree 4 _— pore ~ aes 
' 7 — ae ; —— a Nai ——— . i ? 
' Se 7 = ce ol a a sis = c | 
a Pi. eee ¥ re ie Bi S <a 
os . SS owe The iia = le ’ 
: 3 & ; Be + me BP Ts ae ‘ wee Sg ca 3 = ae a | 
4 J? a a he: * \y an a a ie : 4 3 a . & —. é ay %. 3 | 7 
: a ee sf oe oe ie lS : 
* a 4 E Be eee sii * ec) Pes ; B . Thee ae 34 eo 4 we desk pane Ss - 
: , 2 ” Fe gee ae ie . a bs Ne ae ae : 
2 a er ee a : ae si — eae. a ; 
| , (i “=. al’ AB 1 
’ 
| 
| a) 
| ‘: 
| : 
é 
re : 
| 
| 
' 
; 
i " Se Bee ibe ee _ ae Base. ee) ae ne 
ee oe Cree en See os a i 4 MS ae a ee. he 
z ss ad = wep te eines : aa 
fs 7 as ‘a eee: Be Bos Pee aries 
Bar is a _ ; = | — 
: — - @ _o i mm | ee 
* We — oa = } tees i ea 
aed eam See ee a Be i oe: Sag! 
ee — ~ 33 OS Bes os pe ; . | 
a = es ‘di Se . if 4G - 2 J 
Te Be Fe , a : ie Pa a beet P| 
ae ee i i 
hs Se ele ‘ a S Anes ao ‘ aes. ee = ee 
ich OS: aura i i ¥ Res ae oe Stal ae 
‘ ’ i PM sid * eee ake er oe i x " 
‘ ; is ee P a aa a 
lal - 3 He ny Bie 3 , _ 
ee: ap pd oi 4 Mie ’ 
As Paes A > ih 
98 4 j 
' 
' 
ee aia _ = are a Sane a 
Pym. J ? ag em fai q 
nd <= =e Be ee , DearS = ie 
‘ Peng ae 
ie . — a 
a |G Wallaces’ , * 
hai Farmer a / 
bs and lowa 62.0% ; 
i te 2 
, | ee 19.7% 
< ee 
: ge 3 
Ee We Sige i 
a. em 16.9% a 
4 
f .- ee f 
Y Pub. C ‘ 
7. 4 P A 
4 + i 
~ Wa = ee =—/ : 
‘ C3) es 
i ; 
h 
| Ss ~ RSF a 
f ‘ w ce ER Be ee — : 
z ee ee Y ae i 
ec ie INS = a _ Pa ae f 
») 4 
a 
j 5; 
ot 
ie 
5 eye oka ce st get ME at eke py Oy a a ee ee aaa W <a os ts es et ee Secchi wiaare ; R j + aS ete RE Tt | aie es olprontio 
=) SEAR gE Ds Ie ly Gan aD huRiae ye | Oe ea by a tee Pye Ac. ahs CF opty aaa bea ee ES. i ii te Sa Ei paras Vm Th alae oak hes aS) Pe gi ke ae Peet Son eae Fone tr eI eS NS AP Te eee pape es ee Rh. oa ei ees ne ie ee \ 
os, Ree atk eee Mes ees nn eae ey tok Foe antes are wid CA chee “aie Sak es ie yi Sat theca ea IS alin ted “eet Rie CEE RT OME LORE fom Gs oe MS 2) oF cae Bee ek ae aR Cee ESS 
oo a Beis i" Ce PEE) oe eS oes eae “4 ; ea es ee ies. ee 2S ee od PTS fs ’ - ara ‘. be 3 7 aah So Se tia 45 y ne ee ba. ee gat : . z ue ; ‘ oy: Fagen POs 
NS 28 SOP IAAI ROG eae ee PNY Sie why A oe dase SN Uae SR SORT Are vy A Bhai. EAMES OTE AS be Vere aN ne Lt in Hp Sick Enns OE OP ie, or Sed PE eR LIPS SERS ORR Le fo cot SOM OY TAM RI ES OR B.Gae ce, MNES ce hd PY RNs Ges leo * 
: ta + ig vo Mig aaa Oo Fre tie Si SB BS Se ee 9 a tale a ¥ Ra AP as ae ee ie a é ee ee Oe pr Mare aig Sor OR AC PR calint ee 5S Oo ee ge ee — aber a ictal aN. Oe etic bie, ek EP eae ESO Cee, 
\ tos tl ae We zs : as nell 5 aa pint? A, 28 2 een ‘ ned ant me, eT os © . , a : = » aD et Pe ine SZ " > gare aaa ee : +44 c= eC y eee EER OIG kr = Cx i see Sh tae were f 
- < ay < all . - ¥ Al 4+ a ~ c i ve oe aa x, 2 4 > - a“ as &. » ¥ ~ “a ~ . ~ 


PURER EE weed ni 
oom ee Breertng a 


a = ot _ 


YOUR ONE SURE WA’ 


TO KEEP YOUR PRODUCT DATA 
BEFORE THE ENTIRE BUILDER MARKET 
365 DAYS OF THE YEAR 


PB’s Data and Specifications File is a working tool 
for builders... selling tool for advertisers. 


The builder uses his SPECS FILE whenever he has 
jobs to figure...tools or materials to order...equip- 
ment to buy or install—and that is every working 
day of the year. 


ri PB’S SPECS FILE is the builder’s most convenient 

source of building data and product information 
whenever he plans, designs, estimates, specifies, 
buys or builds. 


4 Thousands of builders say: “My sPECs FILE is the 

most important piece of business equipment I 
own.” In one carefully planned, comprehensively 
indexed volume PB’s SPECS FILE gives builders the 
same information manufacturers supply archi- 
tects—plus installation and construction data. 


PB’s SPECS FILE is the original and only source of 
5 this information available to PRACTICAL BUILDER’S 

more than 100,000 readers...the biggest builder 

buying power you can buy anywhere. 

In PB’s SPECS FILE more advertisers place more 

builder advertising than in any other magazine. 


Write for PB’s current Idea File which tells you how to put a 
sales and advertising powerhouse to work for you or your client 


Practical Me ee 
® ° Nea Be ina ym tga Coa haa 
Builder © Industrial Publications, Inc., Chicago 3. 


Also publishers of Building Supply News and | 
5 South Wabash Avenue « Chicago 3 other leading building industry magazines. 
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Another true-to-life story about some make-believe characters 


Why do high-income families 
in Chicago 


preter low-priced desserts? 


guinea hen, and crépes suzette set. He frequented restaurants featuring fancy 


French cuisines, vintage Italian wines and good old American dollars; and rated a smile from 


frozen-faced headwaiters from coast to coast. 


Food was de Puyster’s joy in life—also his business. 
As president of de Puyster’s Pudding Co., Lester made dessert making quicker, easier and 
cheaper for busy American housewives. When he moved into the Chicago market, Lester 


decided to concentrate his advertising on the people who were the best 


pudding customers. i. these, according to Lester, were low-income 


families who had to pinch 2S on everything from soup to nuts. So Lester 


made a play for the blue plate special crowd. ahix 


But de Puyster’s puddings didn’t make the dessert course on many tables in Chicago. 


Lester talked over his sales deficiencies with a joe who earned his meat and 
potatoes selling advertising for the Chicago Tribune. And Joe discussed the problem 


with the a la carte experts 
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Together they came up with this culinary coup: Middle- and high-income families 


buy more pudding per family than low-income families. In fact, they account for Q 


837% of the total sales. How come? Because men who do heavy physical et SS 
f < = =, = =-— —. 


demand rich and heavy desserts. Executives in better paying sit-down jobs usually 


prefer lighter desserts. And the man-of-the-house is the boss when it 
comes to desserts. To sell puddings in Chicago, Lester needed an 
advertising medium that reached the most people in all income groups, with accent on the 


7 middle and high. And it just so happened that the Chicago Tribune had just what Lester needed. 


So, through Joe, Lester learned how to get his just desserts out of the Chicago 


market. And they both went out and celebrated with a double order of cherries jubilee. 
Nobody knows Chicago like the Tribune. 
The Tribune has spent several million dollars to find out facts that vitally affect your 


| : $n 
' | Chicago sales. It knows who your best customers are, ep 
\ FU 


where they live 


DEE 
and shop, why they buy. This valuable information is yours for the asking. 


Nothing sells the Chicago market like the Tribune. 


Retail sales in Chicago and the 206 Chicagoland counties are big—valued 
+X 


‘A 


at $17 billion. And the best way to sell this market is 


>i 5 


through the Tribune. Does advertising in the Tribune pay? Just ask advertisers 


like Jerrems, Northwest Airlines, Youngstown Kitchens and Bates Fabrics. 


People may praise the Tribune, fuss about it or blast it—but reading the Tribune 
X Qs 


in Chicago is just like gondola riding in Venice. Almost 


everybody does it. Everybody feels its impact. Practically 3 out of 4 families in the Chicago 
metropolitan area read the Tribune—almost half of all the families in 839 midwest towns 


read it. (Only 12% of metropolitan Chicago gets the largest national magazine— 


and less than 1 out of 10 tunes in on an average evening T'V show.) 
So if you want to know something about Chicago, call in a joe 
from the Chicago Tribune and put him to work finding out. 


P. S. Always remember . . . If you want to SELL Chicago 
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This Week in Washington... 


Senate Group Prob 


By Stanley E. Cohen 
Washington Editor 


WASHINGTON, Nov. 3—There are | 
signs of a slow-up in the home| 
building industry; so a Senate, 
banking subcommittee will go to 
work later this month to find out 
why. 

By any previous standards, the 
housing situation is still a boom. 
But home builders insist they could 
be breaking more records were it 
not for government restrictions 
tightening up on mortgage terms. 

On the other hand, the commit- 
tee is getting other advice from fi- 
nancial experts, who say that the 
downturn was “in the cards,” 
because bankers fear we are being | 
overbuilt and are unwilling to, 
make construction loans at rates | 
builders will pay. 

The issue is far from academic. 
The housing boom is a major fac- 
tor contributing to the nation’s 
prosperity. While Federal Housing 
administrator Norman P. Mason 
assuringly says that mortgage 
terms will be eased if the recent 
downturn continues. 

The investigators fear it may be 
an illusion of the industry to as- 
sume that the rate of activity will 
revive merely because the govern- 
ment changes its signals. 

a «© . 

Where Are the Markets? The 
new censuses of business, manu- 
factures and agriculture now be- 
ing published show we must soon 
revise our impressions about the 
size and location of many markets. 
And a new report just released 
from the Census Bureau’s annual 
sample survey of population shows 
marketers will be revising their 
ideas about the territory included 
in our standard metropolitan areas. 

This new report shows that the 
nation’s 168 standard metropolitan 
areas increased their populations 
by 11,500,000 in the past five years, 
and that fully 5,100,000 of this in- 
crease has taken place in territory 
adjoining the old standard metro- 
politan areas. “Wndoubtedly much 
of this formerly rural territory has 
been built up since 1950 and would 
now be classified as urban,” the | 
bureau said. 

The civilian population of these 
metropolitan areas rose from 83,- 
796,000 to 95,304,000, an increase of 
Rb; RAR LENNIE EET 


it takes talent... 


When Michelangelo created his 
famed sculptures, talent was re- 
vealed in every magnificent line. 


And when Eureka creates a pre- 
mium promotion, talent is reveal- 
ed in every phase of design and 
production. 50 years of experi- 
ence enable us to turn out the 
type of campaign that is truly ‘‘at 
a premium"’...stamps, coupons, 
catalogs and collection books that 
are individual works of art! Con- 
sult us for the profitable answers 
to your premium problems! 


EUREKA SPECIALTY PRINTING CO. 
592 Electric Street, Scranton 9, Pa. 


es Dip in Building 


13.7%, the bureau says, while the 


| civilian population for the whole 


country rose from 149,634,000 to 
161,461,000, an increase of 7.9%. 
+ ° . 
FCC Showdown: How friendly 
should a regulatory agency be? The 
well-meaning members of the Fed- 
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|eral Communications Commission | secret meetings. 
/must be beginning to wonder. __ At least one station (WTRI-TV, 
| In keeping with its new genial Albany, Troy, Schenectady ) is de- 
relationship with the broadcasting | manding that everything discussed | 
industry, the commission quietly | at the closed meetings be spread on | 
met recently with networks and a public record where it can be 
others to hear suggestions for solv- | answered. 
ing the u.h.f. crisis. | Since WTRI-TV probably will) 
But the commission is supposed | go to court if FCC says no, the) 
| to be considering several cases in- commission may find that its ef- 
‘volving the future of u.h.f. sta- fort to find a shortcut was really 
tions. So these stations now com-| the long way round. 
plain that the commission’s im-| . @ 7 
partiality was compromised at the Farm Cost Problem: The Agri- 


culture Department sadly reports 
that consumers pay retailers $10 
billion more for food products of 
the farm in 1955 than they did in 
1947, but the farmer is getting just 
about the same amount as he did 
then. 

It is not a matter of big profits 


\for the processor, the department 


says. The difference is required to 
cover postwar increases in labor, 
transportation, fuel and other costs. 


|Profits of big processors are sub- 


stantially below the immediate 


IX SALES STEPS... 


and how to climb 


them faster 


AROUSE INTEREST 


CONTACT —— 


APPLY BUSINESS PAPER ADVERTISING HERE 


Sound and consistent product advertising is the best, quickest and 
cheapest way to accomplish the preliminary steps in building an order. 
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postwar peaks. But labor costs are 
up 43%, transportation 24%, and 
other costs 
etc.) 25%. 
Ps . . ' 
Anti-Trust Spectacular: Half a 
dozen different congressional 
committees have nibbled into in- 
vestigations involving enforcement 
of the anti-trust laws, but it looks 
as if Sen. Joseph C. O’Mahoney | 


4 
_. 
ed 
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walked off with the big prize. 


_ An old hand at anti-trusting, he | control” exercised by General Mo-| 
(power, packaging, got his spurs during the heyday of|tors over dealers and suppliers. 


the New Deal, as head of the Tem- 
porary National Economic Com- 
mittee, which made far-flung stud- 
ies of the workings of our produc- 
tion and distribution system. 

In his case study of General Mo- 
tors, he says he is out to find out 


what can be done “to stabilize the | 


|many complaints about “dictatorial 


|He says he wants to find out: 

1. Whether or not the scope of 
|'GM’s operation is the result pri- 
marily of superior efficiency and 
competitive skill. 

2. Whether or not this great 
power, however achieved, carries 
with it the opportunity for abuse. 


Penn & Hamaker Names Two 
Penn & Hamaker, Bedford, O., 
has appointed Andrew L. Stewart 
production manager and William 
R. Broadbent copy chief. Mr. 


Stewart formerly was advertising | 
manager of Weis Mfg. Co., Monroe, | 


Mich. Mr. Broadbent previously 
was an account executive and 
copywriter with Cruttenden & Eger 
Associates, Chicago agency. 


ichain with stores 
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in Minnesota, 
the Dakotas, Montana and Iowa, 
has appointed Kerker Peterson 
Hixon Hayes, Minneapolis, to han- 
dle its advertising and public re- 
lations. The agency also has been 
appointed to handle advertising 
‘and public relations for Torit Mfg. 
Co., St. Paul, maker of industrial 
‘dust collectors. 


(D., Wyo.), who will embark on a relationship between the people as 
three-week-long investigation of individuals and the great corpo- 
General Motors next Tuesday, has rations.” He notes there have been 


3. Whether or not the very mag- 


nitude of the corporation makes Kerker Peterson Adds Two 
competition almost impossible. 


Bishop Elects Donald Burr 

Hazel Bishop Inc., New York, 
Schlampp Furs, Minneapolis, fur has elected Donald D. Burr presi- 
dent. He succeeds Norman Jay, 
resigned. Mr. Jay continues as a 
member of the board of the cos- 
/metics company. Mr. Burr was v.p. 
in ‘charge of sales for the past 
three years and, prior to that, was 
‘national sales manager of the 
company. 


when you 
think 
there’s nothing 


new under 
the magazine 


KEEP die ks SOLD 


. apply advertising to help the 
salesman hold the line against competi- 
tion—lay the foundation for future sales. 


CLOSE THE ORDER Somebody 


FOR GREATER 
ALES PRODUCTION HERE 


With Advertising (Mechanized Selling) functioning 
properly on Steps 1, 2, 3, the salesman can concentrate 
more of his valuable selling time on the important job 
of producing finished orders. 


gets a 
real idea and 
calls it 


WISDOM 


SPECIFIC PROPOSAL 


Did you ever hear of a salesman getting a raise 
because he had good prospective customers? Yet, 
while the home office expects a salesman to de- 
velop new prospects, it pays him for getting 
orders. 


It takes five basic sales steps to develop a 
prospect into a customer, and one to keep him 
sold. Multiply this by the three or more people 
who have a voice in the average industrial pur- 
chase and it adds up to a lot of calls. And the 
calls your salesman makes for tomorrow’s sales 
may be costing you orders today. 


can “‘mechanize’”’ your sales with Business Pub- 
lication Advertising. Your sales message in 
business magazines—reaching a concentrated 
audience of your best prospects—can introduce 
your line, outline its benefits—build up prefer- 
ence for your product. It can do this part of the 
sales job at pennies per call . . . permit your 
salesman to devote more of his valuable time 
and special talent to making specific proposals 
and closing sales. 

An interesting 20-page McGraw-Hill booklet, 
““Mechanizing Your Sales with Business Paper 
Advertising’, is yours for the asking. Your 
McGraw-Hill man will be happy to give you 
a copy. 


McGRAW-HILL 


PUBLISHING COMPANY, INCORPORATED 
332 So. Michigan Ave. 


“ae App 330 WEST 42nd STREET, NEW YORK 36, N. Y. 
: Chicago 4 


| | Pacific Coast : 
Blanchard-Nichols 
111 Sutter Street 
San Francisco 4 
Blanchard-Nichols 
633 So. Westmoreland Ave. 
Los Angeles 5 


WISDOM MAGAZINE 


Advertising and Editorial Offices : 
8800 WILSHIRE BLVD., BEVERLY HILLS, CALIF. 


They're talking about the most-talked- 

about magazine in America today... 

WIspoM ...the New Picture Magazine 
_ of Knowledge for All America. For 
facts, figures, rates, dates, see these 
MEN OF WISDOM: 


Of course, new leads are vital, and they need 
personal calls. But perhaps not so many. You 


Eastern: 

Sadler & Sangston 

342 Madison Avenue 
New York 17 
Mid-Western: 
Lytle-Webbe Company 
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FOR BUSINESS 


OVER A MILLION MEN IN BUSINESS AND INDUSTRY PAY TO READ McGRAW-HILL BUSINESS PUBLICATIONS 
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The Franklin County GOP organization was the first such political group 
ever to sponsor unique pre-party primary conventions. LIFE covered the story in 
its 2-11-’52 issue. Wm. Schneider, Chairman of the Franklin County GOP Com- 
mittee: ‘The LIFE story had tremendous impact! We received letters and inquiries 
from members of both parties seeking advice on how to hold similar conventions.” 


What happens when [ij hits 


Dr. Howard L. Bevis, 
President of Ohio State Uni- 
versity: “Coverage by LIFE 
carries a good deal of pres- 
tige on our campus. We 
know of its wide readership, 
feel its impact every time 
we re mentioned in LIFE.” 


~ = 


Grandest Band, Ohio State’s famous marching band (120 pieces) salutes the alma 
mater in living script. The core of enthusiasm for Ohio State football is centered in 
the Journal Quarterback Club, a group of 700 men from all walks of life. Karl Pauly, 
former head of the club, now “‘Emeritus Signal Caller” of the Columbus Quarter. 
backs, says, “‘When LIFE ran a story about our club (11-1-'48), our waiting list for 


Dr. Clyde Williams, Pres., Battelle Me- 
morial Inst., industrial research organiza- 
tion: “LIFE’s coverage of our activities 


‘using Schlieren photography techniques 


(Apr. °50) brought important inquiries.” 


Gov. Frank J. Lausche of Ohio: “LIFE 
has a place in my schedule since it keeps 
me up to date on vital things that are hap- 
pening.’ Mrs. Lausche says, ‘It isn’t P¥i-” 
day if the new LIFE isn’t in our home.” 


~~ 


membership went up by the hundreds. We received inquiries from all over the coun- : 
try asking for advice on how other cities and towns could set up their own quarter- 
back or touchdown clubs. LIFE’s story must have sparked clubs everywhere. We 
wouldn’t have guessed that anything could increase the already tremendous inter- 
est in Ohio State football in Columbus, but the LIFE article accomplished just that.” 
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John W. Galbreath, nationally known 
realtor (LIFE, 1947) : ““LIFE’s ‘Modern Liv- 


Bud and Vivian Shively, above, were 
co-featured in a LIFE article about OSU, 


(1949). Now happily married, they say, ing’ section has a tremendous influence in 
“LIFE made celebrities of us! We heard housing. LIFE not only reports the latest 
from college students all over the U.S.” in modern living, it literally sets the trend.” 


There’s a saying “Everyone in Columbus has two jobs; his 
own, and managing the Ohio State ‘Buckeyes.’ This preoccu- 
pation with the pigskin is understandable since OSU is famous 
for its great football teams. Yet—there are many other things 
which mark the city as unique. 


There are major industries and thriving businesses. The 
citizens are enormously energetic, have an intense civic pride. 


Georgia Bowen is a dwarf. She is also a humanitarian 
and devotes her time and home to the care of foster 
children; postpolio, cerebral palsy and other difficult 
cases. 

LIFE printed Mrs. Bowen’s deeply moving story in 
April, 1955. Since that time, many nice things have 
happened to Mrs. Bowen. Let her tell you about it 
herself: 


“The LIFE story made me realize how generous, 
warm and understanding people really are. | was posi- 
tively overwhelmed. I received hundreds of telephone 
calls, even worried about the heavy mail my poor 
mailman had to bring. 


“To date | have received many gifts of money. A 
woman in Denver sends me $10 every month. A New 
Jersey dentist has taken over the mortgage on our 
home. A contractor is going to repair our house and 
put in a new playroom and bath at no charge. A 
butcher sends us whatever leftover meat he has every 


Saturday night. 


“But the nicest thing of all—since the article ap- 
peared, the child welfare board has received many 
more requests for foster children.” 


*Source: A Study of the Household Accumulative Audience of LIFE, by Alfred Politz Research, Inc. 
(A LIFE-reading household is one in which any member aged 20 or over has read one or more of 13 issues.) 


LI F E 9 Rockefeller Plaza, New York 20, N. Y. 
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Dr. Roy Burkhart, First Community Church, Columbus: “One picture and 
caption in LIFE (1-1-°51) gave the Community Church movement throughout the 
country an inspirational boost. One town was moved to build its own Community 
Church. Other churches wrote us for help and advice. As a result of the LIFE 
story, we now mail printed material to some 1,500 churches all over the country.” 


COLUMBUS ° 


And in this bustling state capital, people are as politically 
astute as any you will find anywhere in America. 


Here, as in every other community across the nation, where 
LIFE is read in 3 out of 5 households,* LIFE influences the 
lives of people. In business, in politics and in other everyday 
doings—LIFE plays a vital part. In their own words, let a few 
Columbus residents tell you of LIFE’s effect on their lives. 
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Boerner Lubin Harlan Wittigschlager Merkert 


BROKERS, SALESMEN, GUYS AND DOLLS—The gentlemen in the 
picture above are meeting with Charles W. Lubin, president 
of Kitchens of Sara Lee, Chicago, to complete plans for na- 
tional distribution of Sara Lee products. They are Howard 
Boerner, H. C. Boerner Co., New York broker; William T. 
Harlan Jr., Esco Associates, Washington-Philadelphia-Balti- 
more broker; Edward Wittigschlager, frozen foods sales 
manager for Sara Lee, and Eugene Merkert of Food Enter- 
prises, New England broker. Passers-by in New York’s 
Times Sq. at high noon, Oct. 26, were served slices from “the 
world’s largest wedding cake,” baked by Sara Lee. The 
event helped open the New York showing of “Guys and 
Dolls.” It reenacted similar scene, involving a Broadway 
wedding, in the movie. 


Longmore Rechnitzer Johnson Reid 


ANNIVERSARY OFFICERS—Marking its 50th anniversary, the Canadian 
Assn. of Advertising Agencies elected Einar Rechnitzer of MacLaren 
Advertising as president for 1955-56. Other officers are D. E. (Doc) 
Longmore of McKim Advertising; Elton Johnson, Locke, Johnson, 


and W. H. (Pete) Reid, Spitzer & Mills. 


Nickel Nunn Campbell Switzer Shetterley 


RELAXING—Advertisers and agency men caught informally at the Assn. of National Ad- Procter & Gamble Co.; William Mandel, Block Drug Co., Robert Breckinridge, Pepso- 


Glassmire 


LEARN BY DOING—Admen turn chef at Beaumont, A. Reeser, Norman M. Focht, copywriters, and Dan 
Heller & Sperling, Reading, Pa., to learn first-hand Zitomer, artist. Mrs. Sarah Arbuckle, home econo- 
about the electrical products they advertise for Met- mist for Metropolitan Edison, supervises the cook- 
ropolitan Edison Co. Pictured here preparing a ham’ ing. At a later session, they learned the ways of 
steak dinner complete with pecan pie are Robert’ electric washers, dryers, freezers, water heaters and 
R, Glassmire, art director; Arthur Benning, Robert refrigerators. 


Mandel 


LOOK, MA, HANDS—A handy visual television gimmick has been de- 
vised by Olmsted & Foley, Minneapolis, for Clover Leaf milk. The 


giant glamorized cloverleaf with human arms is used daily by 
newscaster George Grim on his local news programs over KSTP-TV. 


fe 


Benning Zitomer Reeser Focht Arbuckle 


Breckinridge Abrams Grinstead Beard Hyde Harrington 


vertisers meeting in New York by AA’s camera were P. W. Nickel, Bissell Carpet dent division, Lever Bros., and George Abrams, Revlon; Wayde Grinstead, Clinton E. 


Sweeper Co., and Wes Ninn, Standard Oil of Indiana; Steve Campbell, Andrew Jer- Frank Co., and David Beard, Reynolds Metals Co.; Gordon E. Hyde, D’Arcy Advertis- 
gens Co., Lawrence Switzer Jr., Sheraton Corp. of America, and Robert Shetterley, ing Co., and Ralph H. Harrington, General Tire & Rubber Co. 


Pease Morris Buck 


be 


ANA MEETING—At the 46th annual meeting of the Assn. of National Advertisers the Carpet, with Ward Maurer, Wildroot Co.; David Tibbott and George Oliva, National ; 
camera caught these ad execs and agency men: Ed Pease, of General Electric’s clock Biscuit Co.; Russell H. Colley, ANA consultant, and W. B. (Pete) Potter, Eastman Ko- 
& timer department, with Seymour Morris, N. W. Ayer & Son; Morden Buck, Mohawk dak Co.; Howard Bloomquist, General Foods, and Edwin Ebel, GF marketing v.p. 


Maurer 


Tibbott 


Oliva Colley Potter Bloomquist Ebel 
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THE FAWCETT 
| WOMEN'S GROUP 
ee ene. Choo 
MORE YOUNG WOMEN 
IS 
PER DOLLAR 
THAN ANY OTHER TOP 
SCREEN-ROMANCE 
COMBINATION 
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“Halloween Wochet’ Brande. Monroe. Gatte no Wid! Wit! wad 


THESE ARE THE FACTS: (1) Get a woman young and she’s yours for life. (2) More 18-25’s 
here per dollar than any other top screen-romance group. (3) More households with young- 
sters under 5. (4) Greater readership vitality—delivered bonus 3d quarter in excess of 


250,000. (P.S.) When you're buying young women—and the low-cost, low-duplication screen- 
romance groups—buy horizontally, select the best books from the top of the best-groups . . . 
and you can’t miss TRUE CONFESSIONS and its screen-sister, MOTION PICTURE. Fawcett 
Publications, 67 W. 44th St., New York « Chicago « Detroit « San Francisco « Los Angeles 
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in fashions, for example... 


e@ Sixty blue-chip stores requested “in” on LOOK’s 
latest fashion promotion— sight unseen 


e From New York’s Henri Bendel to California’s 
I. Magnin, the praise is still pouring in 


e “The Continental Look” points up LOOK’s lead- 
ership in creative merchandising that sells 


Once again, LOOK sets the pace in merchandising. This 
time in the field of fashion, where fresh, bright new ideas 
are as welcome as customers. 


When word was dropped to the trade that LOOK’s “The 
Continental Look” promotion was being planned, 60 of 
America’s top department stores asked to be included— 
sight unseen! LOOK’s fashion staff hadn’t yet gone to 
the Paris showings. The participating designers hadn’t 
made their copies. The manufacturers hadn’t cut the 
goods. Still, guided by the success of LOOK’s “Print 
Bride” promotion and the 19% million readership of 
the magazine, John Wanamaker and Carson-Pirie & 
Scott and I. Magnin and Garfinckel (the list reads like 
a “Who’s Who” ) —all 60 leaders wanted “in.” 
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The rest is history. The stores and manufacturers are 
unanimous in acclaiming the event. And—as an out- 
growth of the promotion—at least 100 radio and televi- 
sion stations from KTVW to WJNO have picked up and 
played up “The Continental Look.” 


; The success of just this one promotion in one field clearly 
demonstrates the power LOOK exerts throughout the 
retail market . . . where the sales are made! 


What can LOOK merchandising do for your product? 
Let’s arrange a date to give you all the fascinating facts 
and figures. Just write to Dick Harmel, Merchandising 
Mgr., LOOK, 488 Madison Ave., New York 22, N. Y. 


LOOK? 


Drug: Some 3,500 retailers and 32 national 
advertisers tied in with the latest of LOOK’s 
semi-annual drug events, based on “The 
Complete Medicine Chest” theme. A com- 
plete report on the success of this promo- 
tion is available on request. 


Food: So far in 1955, 36,000 food stores 
from coast to coast have tied in with three 
big LOOK promotions. These stores ran 
1,700,000 lines of local newspaper ads, 
through which LOOK advertisers got mil- 
lions of additional reader impressions. 


Liquor: During the coming Christmas sea- 
son, hundreds of liquor stores will send to 
their best customers hundreds of thousands 
of special brochures highlighting LOOK- 
advertised brands. These brands are assured 
of strong dealer support. 


? Menswear: Fifteen hundred leading mens- 
wear stores will capitalize on LOOK’s Val- 
entine’s Day promotion. A recent study 
shows that menswear retailers rank LOOK’s 
merchandising aids over those of Life, 
Collier’s and The Saturday Evening Post. 


Appliance: More than 2,000 appliance out- 
lets will tie in with LOOK’s second annual 
“Make It a Great Day for Mother” promo- 
tion next Mother’s Day. Advertisers still 
have time to participate in this storewide 
selling jamboree. 


Automotive: LOOK plans two big 1956 
automotive promotions—one for car dealers, 
the other for parts dealers. In last May’s 
National Safety Check, co-sponsored by 
LOOK, 1,421,000 cars were inspected, with 
one out of five needing parts and repairs. 
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Ruppert Will 
Sponsor Giants 
on TV, Radio 


(Continued from Page 3) 
beer the number one baseball ad- 
vertiser in New York. In past years 
Ballantine has carried most of the 
Yankees schedule, with White Owl 
cigars presenting a few innings. 
Schaefer shares radio-tv sponsor- 
ship of the world champion Dodg- 
ers with Lucky Strike cigarets. 


e Ruppert, which in 1954 dropped 
from 9th to 1lth place among the 
top 25 beer producers, reportedly 
has had hard going this year, de- 
spite increased sales efforts. 

For the first nine months ended 
Sept. 30, Ruppert reported sales 
of $26,097,121 compared with $27,- 
435,422 for the comparable period 
of ’54. Its nine-months net profit 
was $533,029 compared with $835,- 
159 in the like period a year ago. 

No barrelage figures for this 
year are available. In ’54 Ruppert 
dropped to 1,769,000 barrels from 
2,005,000 barrels in ’53. 

Ruppert’s 1955 advertising budg- 
et is estimated to exceed $3,000,- 
000. It puts about 33% of this into 
tv spots, 215% into newspaper 
space, 10.5% into radio, 17% into 
outdoor, 3.5% . into magazines, 
1.3% into business papers and 
13.2% into point of sale materials. 


® The Polo Grounds will continue 
to carry no advertising signs ex- 
cept those of the club’s sponsor; 
this policy was set by Liggett & 
Myers. 

Biow-Beirn-Toigo is expected to 
launch Ruppert’s new baseball ca- 
reer with a new copy approach for 
Knickerbocker. The brewery has 
no other baseball plans at the mo- 
ment but might be interested in 
sponsoring other teams if they be- 
come available. 

Liggett & Myers’ exit from the 
Polo Grounds leaves the cigaret 
maker with a single baseball proj- 
ect—one third sponsorship of the 
Boston Red Sox on radio and video. 
This option has been picked up. 
A mere few years ago Chesterfield 
was backing partial or full spon- 
sorship of ten teams—including 
four minor league clubs—in six 
markets. In 1955 the company 
dropped everything except the 


There are four strong 
markets in northeastern 
Ohio. You can’t cover 


any of the other three 
with The Canton (Ohio) 


Repository.Nor can you 
cover Canton except 
with Canton’s only 
daily newspaper, The 
Canton Repository. 
Complete trading 
zone coverage, de- 
voted readership, 
tremendous adver- 
tising results! 


67.179 evenings 
(Publisher's statement) 


THE CANTON 


REPOSITORY 


A Brush+ Moore newspaper represented 
netionally by Story, Brooks & Finley 


Giants and Red Sox. 


® Lawrence W. Bruff, advertising 
manager of Liggett & Myers, gave 
this explanation for Chesterfield’s 
bowout as the Giants’ sponsor: 
“In the advertising business 
there comes a time when you must 
change plans and spend your mon- 
ey in different ways. This is what 
happened here. We had a very long 
and fruitful relationship with the 
Giants and think the beer people 
will do well with them.” 


_ At this point there is no indica- 
tion where this “summer appro- 
priation” will go. However, Cun- 
ningham & Walsh, agency for the 
cigaret maker, pointed out that 
both the company’s top brands— 
Chesterfield and L&M—have heavy 
radio and tv schedules. 
“Gunsmoke” is presented on 
CBS radio and tv. “Dragnet” is 
still going strong on NBC-TV and 
half of ABC’s Warner Bros. tele- 
cast is sponsored by the company. 
This week NBC’s new -daytime 
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Advertising Age, November 7, 1955 


color drama was added to the line- 
up. Liggett & Myers will carry 
participations on that show four 
days out of five. Some 28 small 
market stations have been added to 
the “Dragnet” hookup for a total 
of more than 160. 

In addition, both L&M and Ches- 
terfield are bearing down with 
radio and tv spots. 


Norman Waters Adds One 
Dayton Rubber Co., Dayton, has 
appointed Norman D. Waters & 


Associates, New York, to handle 
trade and national advertising for 
Dayflex vacuum cleaner hose, a 
product which has never before 
been advertised. 


‘Spot Radio’ Gains Support 

Jim Boerst, publisher of the 
monthly “Spot Radio Report,” 
Larchmont, N. Y., reveals that 13 
more agencies are now furnishing 
him with data for his reports. 
These, plus those already cooperat- 


ing, give him a total of 60 agencies. 


{ 


ee 


No one is more responsive to 
advertising than the man 


who keeps getting ahead 
IN business 
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Advertising Age, November 7, 1955 


N.Y. Stock Exchange Designed Its Ads to Be 
‘Educational,’ But They Pull Like Coupons 


(Continued from Page 2) 
size of its ads (it is now using 600 
lines over two columns and 300 
lines over one column) and (3) a 
marked increase in tie-in ads by 
exchange members. 

No figures are available, he said, 
on the number of responses re- 
ceived by member firms that use 
tie-in advertising. 


Mr. Woodward also pointed out 
that a significant thing about the 
responses the exchange has re- 
ceived is that they are essentially 
by-products of the primary pur- 
pose of the advertising. Its main 
purpose, he said, is educational— 
to broaden stock ownership 
through giving prospective invest- 
ors more basic information about 


investment. 

Mr. Funston, in his report, said 
that the exchange and affiliated 
companies earned a net profit in 


| 
| 


old in September, Mr. Funston said 
50,000 investors have made com- 
mitments to purchase $100 worth 
of a listed company’s stock each 


the nine months ended Sept. 30 of! month under the pay-as-you-go 


$1,066,379, against $181,248 in the 
comparable 1954 period. Advertis- 
ing investment in the first three 
quarters was $850,000, compared 
with $508,899 in the comparable 
months of 1954. 


a Concerning the Monthly Invest- 
ment Plan, which was 20 months 


plan. 
A new market study soon to be 


published, Mr. Funston said, will | 


pinpoint the potential of MIP in 
the 233 major metropolitan mar- 
kets. Previous surveys have shown 
conclusively, he said, that the po- 
tential MIP market embraces prob- 
ably 20,000,000 people. 


SEND 


NOW 


service. 


next media conference! 


for this brand-new proof 
of where you can get 


the most in buying power 


Plan your business advertising strategy with a minimum of guesswork! 
Now you can pinpoint your media selection . . . convert circulation fig- 


ures into active-prospect figures . . . applying directly to your product or 


Wall Street Journal subscribers in every state took part in this big 
study. It covers over 31 major buying classifications. In addition, there 
are important data about the personal means and holdings of Journal 


subscribers. This current and useful information should “‘sit in” at your 


Summerfield 


Renews Battle for 
Postal Rate Hike 


(Continued from Page 2) 
idea. Last year neither the House 
nor the Senate post office commit- 
tee even held hearings on the 
problem, even though Mr. Sum- 
merfield was able to get the Pres- 
ident to back up his position with 
a strongly worded special message. 

Both the Senate and House com- 
mittee are currently conducting 
quiet studies of postal operations. 
House Postal Committee Chairman 
Tom Murray (D., Tenn.) is re- 
ported to be willing to give Mr. 
Summerfield a hearing this winter, 
but there are no signs that the 
Senate committee will go into the 
subject unless it is subjected to 
considerable pressure. 


as While Mr. Summerfield has 
been asking for a 4¢ first class 
letter and 7¢ airmail, there is some 
thought that he may even ask for 
a 5¢ letter this time. After the 
meeting with the President he said 
postal rates are essentially the 
same today as they were in 1932, 
back in the days of the 5¢ cigar 
and 25¢ haircut and the 5¢ loaf of 
bread. 

“The President himself is very 
enthusiastic on this program,” Mr. 
Summerfield said, “and deeply 
conscious of this deficit financing 
which has served to help embar- 
rass our problem of trying to bal- 
ance the national budget.” 

In addition to higher first class 
rates the program also involves a 
30% increase in publisher’s sec- 
ond class, and a 14%4¢ bulk rate for 
third class, instead of the present 
1¢ bulk rate. 


Rogers Enterprises Expands 

Roy Rogers Enterprises, which 
represents all branded merchandise 
operations for the cowboy star, 
has opened New York offices at 
350 Fifth Ave. The new office 
will be under supervision of Con- 
rad Krebs, promotion manager of 
the company, but headquarters 
will remain in Hollywood. More 
than 425 items of Roy Rogers and 
Dale Evans merchandise are now 
being produced by 47 companies, 
with retail sales for 1955 estimated 
at $35,000,000. 


they all know the 


best place in Cleveland 


“Hotel Cleveland, sir?” 


Whether vou arrive 

by plane, train or car, 
the friendliest place to 
stay is Hotel Cleveland, 
where airport limousines 
make their first stop. 


You can have your advance copy of “The Wall Street 
Journal Index to Subscriber Buying Power” by return 
mail... or promptly after your phone call. Loaded with 
meaningful information, compiled right from the start 


No room charge for children 
under 14 when registered 
with an adult. 


ee 
Eiwt 


SONNABEND OPERATED HOTELS 
Distinguished American Landmarks 
CHICAGO: Edgewater Beach Hotel 
BOSTON: Hotel Somerset 


| NEWYORK CITY: Ritz Tower Hotel 
CLEVELAND: Hotel Cleveland 


to be of use to business advertisers! 


Circulation: 376,426 
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A new television program named Captain Kangaroo 
is leading the small fry of America each morning into 
their own world of fantasy and delight and holding 


them completely enthralled for an hour. 


After only a few weeks on the air, we flatly predict 
that this remarkable hour of children’s entertainment 


will soon lead all competition between 8 and 9 a.m. 


Its opening performances won rave notices from the 
critics —“‘a smasheroo,” “‘a durable gem of a kidoodler,” 
‘an extraordinary session for pre-schoolers that is fit 


fodder for humanity of all sizes.” 


In fact everybody is crazy about Captain Kangaroo: 
parents, parent-teacher associations—and above all 
the children themselves. ‘To them he is the Pied Piper 


of modern times. 


As an advertiser you cannot afford to overlook this 


genial showman whose pockets bulge with everything 


that children love. If you want his eager, acquisitive and 
swiftly-multiplying audience in your pocket, your best 


course is to follow this great morning leader on 


CBS TELEVISION 


Since the chances are 
you'll be away from your 
television set when the 
Captain is on the air, 

we will be delighted to 
show you a television 


recording of the program. 
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Sell Your Products From 


Direct Selling 
Mail ADS 


Order 
We Show You How 


Do you want the right ads 
and suitable newspapers, 
magazines and trade pa- 
pers for your particular 
product and proposition? 
Experience counts. Put 
our 33 years knowledge 
to work for you. Appoint 
us to plan your campaign. 
No matter where you are 
located place all your ad- 
vertising orders through 
us at publishers’ rates. Let 
direct selling mail order 
ad specialists help make 
your advertising dollars go 
further. If you want sound 
advice and guidance, 


Consult 


MARTIN 


Advertising 


AGENCY 


15 East 40th St., Dept. 78 
New York + LE 2-4751 
ESTABLISHED 1923 
Where Businesses Grow 


Buffalo Radio, TV 


‘Stations Return to 


Air After Strike 


BuFFALO, Nov. 3—WGR and 
WGR-TV resumed program opera- 
tions late yesterday after settle- 
ment of a strike by 87 employes, 
including technicians and produc- 
tion personnel. Broadcasts were 
resumed a few minutes after the 
strikers ratified terms of a new 
one year contract. 

Programs on the two stations, 
operated by WGR Corp., had been 
suspended after signoff at 1:05 
a.m. Tuesday. The 87 employes, 
covered by four separate agree- 
ments with the company, struck 
to back up contract demands. They 
are represented by Local 25, Na- 
tional Assn. of Broadcast Em- 
ployees & Technicians, CIO. 

Edward M. Lynch, international 
representative of the union, said 
the new agreements provide an 
average general wage increase of 
$6.25 a week. 

Salaries of some employes will 
be raised as much as $30 weekly 
because of upgrading in job clas- 
sifications, Mr. Lynch said. 

Terms of the pact also include 
improvements in life insurance 
program and severance pay pro- 
visions. 


Northwest Boosts Nichols 


Jack Nichols, sales promotion 
manager of Northwest Orient Air- 
lines, St. Paul, Minn., has been 
named assistant advertising direc- 
tor. 


Carden to ‘Progressive’ 

James Carden, formerly with 
Farm & Ranch, has joined the 
eastern sales staff of Progressive 
Farmer. 


ER eae 5 ar fae ae vr ae 


Three More Mills 
Hike Newsprint 
Prices $3-$4 


(Continued from Page 2) 
quoting $4 a ton advance for 
newsprint on non-returnable cores 
and $4.50 on metal-tipped return- 
able cores, effective Nov. 15. Prior 
to Sept. 1, Powell River sold news- 
print on non-returnable cores, ac- 
cording to the American News- 
paper Publishers Assn. On Sept. 1, 
the mill started to use returnable 
cores as well. When non-return- 
able cores are used, ANPA says, 
the weight is added to weight of 
newsprint and wrapper and 
charged for, but returnable cores 
are not included in the charge. 
This is the first case reaching its 
attention, ANPA says, where a 
differential in price is made be- 
cause of the type of core used. 


® R. M. Fowler, president of the 
Newsprint Assn. of Canada, has 
issued a warning of a newsprint 
shortage. American consumption 
during the last three months, he 
says, has been at an annual rate 
of 6,750,000 tons. U. S. 1955 con- 
sumption, he warns, will have to| 
be limited to 6,400,000 tons, plus | 
whatever can be taken from stocks. | 
Canadian mills, he says, are op- 
erating at more than 102% of 
1955 rated capacity, and are doing | 
everything possible to meet unex- 
pected demand from customers in 
Canada, the U. S. and overseas. 

An interesting sidelight on the 
current situation is shown in U. S. | 
Department of Commerce figures | 
on imports and exports of news- | 
print through the first eight 
months of 1955. Import tonnage 
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dropped from 86,613 tons in that|columns. Many newspapers have 


period of °54 to 83,765 tons this 
year, while exports of domestic 
newsprint jumped to 152,749 tons 
through August, '55, from 80,317 
tons in the like period of ’54. 


® Recently reports have increased 
that small circulation daily and 
weekly newspapers are being hard 
hit by the newsprint situation. For 
example, the Gleaner & Journal, 
Henderson, Ky., has gone to tab- 
loid size to conserve newsprint. 
Four suburban papers issued by 
Press Publications in Illinois have 
been forced to hold down the size 
of all editions because newsprint 
on order many weeks has not been 
delivered. 

ANPA is making a study of the 
increasing trend of member news- 
papers to reduce the pica width of 


already reduced their column 
width from 12 to 11% or 11% 
picas and have gone to a nine- 
column format to get more type on 
a page. 

While no increases in advertis- 
ing rates or newsstand prices have 
been made here, most of the big 
metropolitan dailies, as reported 
a week ago, are considering the 
necessity of such moves in the 
near future. 


SPAIN 


Do you need povermeins or PR con- 
tacts in Spain? 


Advertising Agency owner from 
Madrid will be in New York from 
November 7 to 15. — be glad to 
talk business with 

Box 589 ADVE TISING AGE 
480 Lexington Ave., New York 17, N.Y. 


The NEWS of the ROCKIES 


First nine months we have carried 
40.8% of the retail linage in Denver— 


at the highest retail milline rate. 
(Media Records) 


A Serige Howard Hewsnavet _YENVER 
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PARTRIDGE & ANDERSON COMPANY 
712 Federal Street, Chicago 5—Phone HArrison 7-3732 


for Electrotypes, Mats, Plastic Plates, and R. 0. P. Color Mats 


CONCENTRATING ON SERVICE 
FOR EXACTING ADVERTISERS 
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Furniture Mart 
Plans to Open to 
Foreign Exhibitors 


Cuicaco, Nov. 1—This city may 
be the scene of an international 
trade mart next May, if the Amer- 
ican Furniture Mart succeeds in its 
plan to expand the domestic home 
furnishings market here to foreign 
manufacturers. 

Lawrence T. Whiting, president 
of the mart, announced his inten- 
tion to approach the owners and 
managers of display space with his 
plan at a luncheon yesterday for 
the press and consuls general of 
more than 47 countries. 

Thomas Coulter, chief executive 
officer of the Chicago Assn. of 
Commerce, applauded Mr. Whit- 
ing’s plan, emphasizing that such 
a trade fair would be another 
feather in Chicago’s cap. 

Mr. Coulter told the group of 


thousands of items representing 
crafts and skills unknown in this 
country, made available here, 
would find a ready market.” 


® The decision to attempt an ex- 
pansion of the domestic home fur- 
nishings market, Mr. Coulter said, 
reflects the growing importance of 
Chicago as an air and sea port. 

The eventual opening of the St. 
Lawrence Seaway and Lake Calu- 
met port, together with newly 
opened O’Hare Field, will greatly 
increase the wholesale and retail 
business in the Chicago area, Mr. 
Coulter predicted. 

By 1975, he said, about $10 bil- 
lion will be invested in additional 
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THRUL-OUT GREATER LOS ANGELES 


FOSTER — KLEISER 


OUTDOOR DEBUT—Slenderella International, New York, is launching 

an experimental outdoor campaign in the Los Angeles and San 

Francisco markets, timed with the opening of several new salons 

on the West Coast. The displays utilize the high fashion approach 

featured in Slenderella’s print campaigns. Management Associates 
of Connecticut is the agency. 


‘Fishing Tackle’ to Bain 


Telepix Appoints Ryan 
John Ryan, formerly with Conde 
foreign emissaries that “countless| Nast Publications, has joined the 


lywood. Mr. Ryan formerly was 
with Abbott Kimball Co. and at) 
one time operated his own public | 
sales staff of Telepix Corp., Hol-| relations business. 


representative of Fishing Tackle 
Jack Bain Co., New York, has |Trade News and Fishing Tackle 
been appointed eastern advertising | Buyers Guide, Wilmette, III. 


WATER! 


bring (soda) water! 


In fact, bring any old kind of drinkin’ liquid you 
happen to sell. It’s for a kind of fire, and yet not 
exactly, either . . . in fact, it’s a thirst — a terrific 
thirst multiplied by half a million COUNTRY 
AND WESTERN JAMBOREE readers. Comes 
from whoopin’ and dancin’ at the same time . . . 


\ =. Te. really is a good deal like a fire. 
Write today For Facts and Rate Card! 
Country and Western JAMBOREE! 


By the publishers of DOWN BEAT 
2001 Calumet Ave., Chicago 16, Ill. © | 


Radio y Articulos Electricos — Elaboraciones y Envases — La Tienda — 


mm, ® maher Down Beat — Up Beat — Country and Western Jamboree — Record 
P| publication 
Radio ¥ Articules Electricos Catalog File — Bebidas Annual Directory 


Whirl — Music — Beverages — Bebidas — La Farmacia Moderna — 
Publishing since 1934 


industrial facilities; annual retail 
trade will be up to $9.5 billion over | 
the present $7.1 billion and whole- | 
sale volume will reach $22 billion, | 
compared to $16.5 billion this year. | 


Keystone Elects 8 Affiliates 


Keystone Broadcasting System 
has elected eight new affiliates, 
bringing its total to 867. The new 
affiliates are KLMR, Lamar, Colo.; 
WFRP, Savannah, Ga.; WAYE, 
Dundalk, Md.; WNLA, Indianola, | 
Miss.; KBGF, Great Falls, Mont.; | 
WBFD, Bedford, Pa.; WMFS, | 
Chattanooga, Tenn., and WOSH, 
Oshkosh, Wis. 


Gar Wood Boosts Zahniser | 

Gar Wood Industries, Wayne, 
Mich., has appointed Ralph W. 
Zahniser manager of its sales pro- 
motion and advertising. Mr. Zahni- 
ser has been with the company 
since 1951. The company also has | 
named Harold C. Clark, with the | 
company since 1952, sales manager 
of its Findlay division. 


Hoyt Adds Miami Office | 


Charles W. Hoyt Co., New York, 
has opened an office in the Cham- 
ber of Commerce Bldg., Miami. 
John R. McAtee has been elected a 
v.p. of the agency and will manage 
the new office. He formerly oper- 
ated his own Miami agency, which 
has been merged with Hoyt. 


Ziv TV Names Musnik 

Bernard Musnik has resigned as 
v.p. in charge of eastern sales for 
Crosley Broadcasting Co. to be- 
come a sales executive with Ziv 
Television Programs, New York. 
He will work with New York} 
agencies to develop new business. 


Josephson, Gulick Adds One 

Rich-Troy Mfg. Co., Clifton, N.J., 
manufacturer of Bal-O-Matic leak- 
proof faucet inserts, has appointed | 
Josephson, Gulick & Cuffari, Mont- 
clair, N.J., to handle its advertis- 
ing. The company formerly han- 
dled its own advertising. 


‘Esquire’ Boosts Wesley 

Walter Wesley, formerly a mem- 
ber of the Chicago sales staff of 
Esquire, has been appointed man- 


ager of Esquire’s Detroit office. 


SEATTLE-—PLUS-—The Seattle Times 
equals a real buy these days... 


Even a quick glance at the national break- 
downs on population increase, on spendable 
income, retail sales, and so on, will show 
that Seattle is on the move—as a prime 


market for almost anything you're selling. 


Then take a look at the media figures. 
Historically, The Seattle Times leads in 
circulation and advertising linage. It is the 
accepted newspaper and your number one 


media buy in this rich market. 


Ghe Seattle Gimes 


SEATTLE’S ACCEPTED NEWSPAPER 
Represented by O’Mara & Ormsbee, Inc. 


New York « Detroit « Chicago 


¢« Los Rnites ¢« San Francisco 
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KANSAS CITY IS SOLD on 


POSTERS 
BULLETINS 
SPECTACULARS 


NOW AVAILABLE... New Rotary Bulletin 


Toronto Copy Club Bows 

. Toronto advertising men have 
formed the first Canadian copy di- 
rector club, the Toronto Copy Di- 
rector Club. Membership is open 
to ad executives whose primary 
duties are direction of copy. Copy- 
writers will be invited to join as 
associate members. First officers 
are Michael A. Hicks, Locke, John- 


(STALLUP) 


};son & Co. Ltd., president; George 
}| Belcher, J. Walter Thompson Co. 
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| Ltd., v.p.; Neil Craig, Vickers & 
|'Benson Ltd., treasurer, and John 
Curran, MacLaren Advertising Co. 
Ltd., secretary. 


BBDO Elects Bristow V. P. 


Jack M. Bristow, an account su- 
pervisor with the Buffalo office 
of Batten, Barton, Durstine & Os- 
born, has been elected a v.p. of the 
agency. He has been with BBDO 
since 1948. 


advertising de 


Your advertising in the Star Weekly gets clearer, 
sharper, finer printing than ever before on the most 
modern equipment in Canada . using our own 
special quality-controlled printing inks, and the finest 
super-calendered rotogravure paper. 

Good artwork pays in advertising. That’s why you 
invest good money in it. And that’s a reason why you 
should see and compare the extra dividends your 
ak advertising dollar earns when invested in Star Weekly 
Rotogravure. Check a few specimen copies today. Let 
w your own eyes tell you the difference. 


lor printing 


worth more 


Bak 


In the past year Canadians spent over five and a half 
million dollars to read the Star Weekly—more than was 
paid for any other national publication by readers— 
more, indeed, than was paid by advertisers themselves 
for space in the Star Weekly. 

This evidence of reader interest is mighty important 
to you as an advertiser, too. The Star Weekly is wanted, 
paid-for reading everywhere in Canada—in every 
English-speaking community where you can do a 
sales job. You can do it better (and more beautifully) 
in the Star Weekly’s handsomely printed pages. 


Published at 80 King St. West, Toronto 


Montreal Advertising Office, University Tower 


U.S. Representatives: Ward Griffith Company Inc. 


Magazine Drive at 
Evanston High Is 
Tops Among Schools 


EVANSTON, ILL., Nov. 1—The 
Evanston Township High School 
has just completed its annual mag- 
azine subscription drive, partic- 
ipated in by most of its 2,500 stu- 
dents, and has reported that as 
usual the volume of production 
was close to $75,000. The campaign 
was from Oct. 24 to 31. 

The Chicago suburb is believed 

by magazine subscription execu- 
tives to have first place in the na- 
tion in magazine sales by schools. 
Most large cities do not participate 
in campaigns of this kind, and the 
chief activity is in smaller and 
suburban communities. 
E.T.H.S. started this plan in 1935 
with $939 worth of business, The 
total has steadily risen, until now 
more than 19,000 individual sub- 
scriptions are handled. The school 
averages 32% gross commission 
from these sales, and distributes 
approximately $6,000 in prizes to 
the students, the remainder of the 
net of about $19,000 going for 
school improvement purposes. 

Linton Melvin, a civics teacher 
who has been supervising the drive 
for the past ten years, handles de- 
tails in his spare time, a remark- 
able feat considering that this 
school deals directly with publish- 
ers, except for a small amount of 
miscellaneous business placed 
through catalog subscription 
houses. 


® School subscription sales are re- 
garded by magazine circulation ex- 
ecutives as representing an un- 
usually desirable type of business, 
free from the disadvantages of 
much field selling. Three com- 
panies, Curtis Circulation Co., 
Crowell-Collier’s school sales divi- 
sion, and Catholic Digest, concen- 
trate on the school market, organ- 
izing and conducting campaigns in 
which students are enlisted to han- 
dle solicitations. It is said that ap- 
proximately 15,000 schools partic- 
ipate in drives of this kind, 
resulting in short-term canvassing 
of many of the communities of the 
country in behalf of magazine sub- 
scription sales. 

The individual companies which 
conduct school selling campaigns 
sell not only their own but other 
magazines as well. However, their 
lists are limited, usually including 
about 90 titles. This is the main 
reason why Evanston, like a few 
other schools, prefers to sell all 
magazines and to deal with pub- 
lishers direct. 

The Audit Bureau of Circula- 
tions sets up a special classifica- 
tion to list the volume of subscrip- 
tion sales through school solicitors, 
this having developed into an im- 
portant source of business for 
many publications. 


SAAA Chapter Elects 


John E. McGary, exec. v.p. of 
Brennan Advertising Agency, has 
been elected president of the 
Houston chapter, Southwestern 
Assn. of Advertising Agencies. 
Other new officers include Bill 
Zimmerman, president, Zimmer- 
man Advertising, v.p.; Donn Tee, 
research director, McCann-Erick- 
son, secretary, and E. C. Berthold, 
v.p., Charles Crosson & Co., treas- 
urer. 


Bauer Adds Tripp to Name 
Adrian Bauer Advertising Agen- 


cy, Philadelphia, has changed its 
name to Adrian Bauer & Alan 
|'Tripp Inc. Mr. Bauer continues as 
‘chairman of the board, and Mr. 
Tripp as president. The agency has 
‘appointed as director of creative 
writing services Mrs. Joan Lam- 
bert Aiken, formerly public rela- 
tions director of McKee & Albright, 
Philadelphia agency which closes 
this year (AA, Aug. 15). 
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When a man, or a magazine, stands head and shoulders above the crowd 
the reason is creative genius. In a word, “Leadership”. Frank Lloyd Wright 
possesses these qualities to an astonishing degree. He has deeply influenced 
American architecture and living in the 60 years of his career. 


In November, the entire issue of House Beautiful is devoted to showing how 
Frank Lloyd Wright’s genius has contributed to the beauty of modern American life. 
And it has created these milestones in publishing history! 


* FIRST MILLION DOLLAR ISSUE 
* BIGGEST CIRCULATION DISTRIBUTION—835,000 COPIES 


" 247 AD PAGES—LARGEST IN HISTORY OF SHELTER MAGAZINES 


950 ADVERTISERS 


1,117 ADVERTISEMENTS 


= 388 PAGES THICK im 


LEADERSHIP 
RECOGNIZED 


I is the recognition of editorial leadership, issue after issue, year after year, 
which attracts growing numbers of advertisers and readers alike to House Beautiful. 
House Beautiful’s editorial leadership includes such additional 

publishing milestones as: 


House Beautiful’s Annual Pace Setter Houses— Each year the Pace Setter House | 
sets the standards against which all new houses may be judged in + 
America’s goal for better living. , 


House Beautiful’s Revolutionary Climate Control Program—Showing how j 
your house and your garden can tame the extremes of local climate. i 


House Beautiful’s Food and Appliance Program—The most influential and 
up-to-date food program in present-day publishing, which pioneered the 
streamlining of complicated classic dishes by using modern appliances 
and techniques, also created the Chain Cooking concept, 


discovered and crusaded for quantity buying and quantity cooking 
as the liberator of women’s time. 


House Beautiful Firsts— Originated firsts such as the sit-down sink, 
the rolling work-counter, the built-in refrigerator, and the retirement house. 


House Beautiful’s Style Forecasts—Startlingly accurate style forecasts 
pertaining to color and pattern in home furnishings, based on 
best-seller market research. d 


House Beautiful’s dynamic editorial environment commands reader loyalty 
and reader response unsurpassed by any other magazine in any field. 

Your advertising in House Beautiful will 

harness that reader loyalty and response for your products. 


Line up with the leadership of House Beautiful—the one magazine 
that sells both sides of the counter. 
Annual average over 650,000 upper-income families 


3'4 million men and women readers 
Over 50,000 subscribers in retail trades 
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This talented New Yorker gets a bang 
out of “making her day,” but she doesn't 
keep her nose to her figures all the time. 
No, sir. For when she isn't in the market 
or on the floor or in the stockroom she’s 
in the swim-—living a life of fun. She's like 
most Americans these days, now that 
fun’s the fashion and full lives mean more 
than fat bank accounts. And she’s one of 
the more than 650,000 fun-loving, on- 
the-go and on-the-spend New Yorkers 
who buy the Journal-American every 


evening (and take it home where the ads 


are read and the decisions made to buy). 
The Journal-American, you know, is the 
paper in New York deliberately edited for 
people who pack their lives with fun. 
And these people, you know, are the 
ones who spend the money (not neces- 
sarily the ones who are in the stock 
market up to here or have the most heir- 
loom jewels). No wonder the Journal- 
American has had a far bigger adver- 
tising linage gain from New York retailers, 
in the past 22 months, than any other 
New York paper. 


York it’s better in the evening... 
and it’s best in the 
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‘Put Wings on 
Your Feet’ with 


Prunes: Ad Jingle 


San Francisco, Nov. 3—Aimed 
at the younger housewife and at 
families with young children, a 
nationwide campaign has _ been 
launched by Botsford, Constantine 
& Gardner, San Francisco, to make 
America prune conscious. 

The 1955-56 California prune 
campaign is now under way in nine 
key U. S. markets, concentrating 
on the heath benefits of prunes. It 
is a campaign different from those 
of other years in that it features 
a change of face, a change of me- 
dia, and a more concentrated em- 
phasis on the health angle. 

During early planning sessions 
between the California Prune Ad- 
visory Board and BC&G, it was 
agreed to “broaden the market for 
prune consumption” by increasing 
the number of cities where prune 
advertising would be carried and 
by boosting the actual number of 
selling messages involved. 

“To accomplish this,” AA was 
told by Stanley G. Swanberg, 
agency v.p. and top man on the ac- 
count, “we decided that greater 
trade influence and larger space 
could be achieved with large, b&w 
ads in r.o.p. newspapers.” 


® In the nine markets selected, 
the agency decided to use as prin- 
cipal media the Boston Globe, Bos- 
ton Herald-Traveler, Camden 
Courier Post, Chicago Daily News, 
Chicago Tribune, Cleveland Plain 
Dealer, Cleveland Press, Detroit 
News, Detroit Times, Los Angeles 
Examiner, Los Angeles Times, 
New York News, New York 
World-Telegram & Sun, Oakland 
Tribune, Philadelphia Bulletin, 
Philadelphia Inquirer, Pittsburgh 
Press, San Francisco Call-Bulletin, 
San Francisco News, San Jose 
Mercury News and the Trenton 
Times. 

Ads based on outline action pho- 
tos were prepared for the newspa- 
per ads. 

Typical of these ads is one 
showing a Huckleberry Finn type, 
complete with tattered hat, bare 
feet and fishing pole. The headline 
asks: “How long since you felt 
like this?” The copy presents 
health as a wonderful, youthful 
possession in the driving force 
needed for life. 


® Used as the major copy theme 


CONSOLIDATED 


SEES ANYTHING YOU WANT 
TO KNOW in English language 
newspapers, as an advertise- 
ment or a news item... We 
read practically all the daily 
and over 6000 weekly news- 
papers. We've been doing it 
quickly, professionally and inex. 
pensively since 1886. 


CONSOLIDATED CLIPPING BUREAUS 


SOUTH DEARBORN STREET, DEPT. 12 
CHICAGO 5, ILLINOIS 
170 FIFTH AVENUE, NEW YORK 10, N. Y. 


ay 1) VS i 
Buker Green Brogger Van Hooydonck Swanberg Woodward 
LAUNCHERS—This group gathered at a Los Angeles breakfast getting 
the prune campaign under way: Jack Buker, v.p., Stanley Swan- 
berg, exec. v.p., and Gertrude Van Hooydonck, of Botsford, Con- 
stantine & Gardner; Harold Brogger and Martin Woodward, Cal- 
ifornia Prune Advisory Board, and Lewis J. Green, of Food Mart 
News. 


of the entire campaign is the 
phrase, “Get that top of the world 
feeling, eat California prunes.” It 
is carried through on radio with a 
musical jingle sung to a jazzy tune. 
Announcements vary in length, 
but each begins with the jingle: 
“Get that top of the world 
feeling 
Eating California prunes. 
For health and verve, be sure to 
serve 
California prunes. 
Prunes give energy, pep to spare 
and wings to your feet; 
So get that top of the world 
feelin’, 
Eat California prunes.” 


a “This jingle,” Mr. Swanberg ex- 
|HEALTH MOTIF—This is one of the 


plains, “contains all of the ideas 
the California Prune Advisory 
Board is trying to get across in its 
effort to go beyond the ‘strictly 
laxative’ approach to prune sell- 
ing.” 

The recorded jingle is always 


Advertising 


followed with a live announce- 
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the Culjfornia wenthy fruit 


ee 


newspaper ads for prunes stressing 
the health-inducing properties of 
the product. 


ment which stresses the current 
reasons for eating this dried fruit: 
“Yes...eat California prunes 


Again 


for the first Il months of 1955 and for the 


past 44 consecutive years more advertisers 


used more space in FIELD & STREAM than 


in any other sportsman’s magazine. For 


leadership —in readership and advertising 


linage — it’s FIELD & STREAM. 


oe 9 7” 
America’s Number One Sportsman’s Magazine 
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it ... they’re so good, and they’re! 


so good for you! Prunes are extra| | 


rich in iron, minerals and vitamins 
H ... the life giving nutrients you 
need to enjoy that top of the world 
} feeling.” 

] Subway and 
prepared by BC&G put equal em- 
phasis on the “top of the world 
feeling” and the implication of 
youthful energy. 

In bright colors, with a sunny 
yellow background, the posters 
show such photographs as a girl 
figure skating, a man playing 
tennis, and, always, on the bottom, 
a brightly colored dish of a prune, 
cottage cheese and apricot salad or 
a bowl of breakfast prunes. 

For fall through spring, ’55-’56, 
the board’s $287,000 budget breaks 
down into $89,000 for spot radio 
in nine markets; $182,000 in b&w 
newspaper ads, involving eight 
1,000-line ads in two papers in each 
of the nine markets, and $16,000 
for transit station posters. 


in-store posters, 


“For the fall campaign,” Mr. 


How long 
since you felt 


Sim thet top of ee ward ferting 


@ PRUNES 


2 me a ate 


YOUTH PITCH—Newspaper ads for 

the Prune Advisory Board were 

created by Botsford, Constantine 
& Gardner. 


Swanberg told AA, “we’ve dropped 
tv in favor of the radio announce- 
ment schedule. This radio copy co- 


incides completely with the news- 
paper copy, rather than promoting | 


any special item. 


| 

=s“Generally,” Mr. Swanberg con-| 
tinued, “the pattern is use of two 
radio stations in each of the nine | 
markets for a total of nine weeks— | 
four this fall, the remainder from 
Jan. 9 through April 22—with 
‘newspaper ads appearing during 
‘the same period.” 

Following are the stations being 
| used and the number of announce- 
'ments weekly to be heard on each 
station: 

New York, WRCA (15), WABC 


(15); Philadelphia, KYW (26), 
WIP (43); Detroit, WWJ (20), 
WXYZ (24); Cleveland, WTAM 


(21), WERE (24); Pittsburgh, KQV 
(20), WWSW (24); Boston, WNAC 
(20), WHDH (12); Los Angeles, 
KMPC (26), KFWB (38); San 
Francisco, KNBC (22), KCBS (17); 


Chicago, WMAQ (21). 
The entire campaign will be 
backed up by trade advertising in 


ume | California Grocers’ Advocate, Food 
Mart News, Food Trade News, 
Grocer Graphic, Grocers Journal 
‘Grocers’ Spotlight (Michigan and 
‘Northern Ohio editions), Pacific 
Coast Review, Southern California 
<~|Grocers Journal and Yankee Food 
"| Merchant. 
= =| In addition, the agency reports 
additional supporting advertising 
- |in institutional magazines such 
“ las American Restaurant, Fountain- 
ae SSS > SS Sa Restaurant Edition, Chain Store 
wr we “" | Age, Diner, Drive-In, Food Service, 
i|Hotel Monthly and _ Institutions. 


ares & 
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= x 
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{|@ Mr. Swanberg directs work on 
the campaign in his capacity as 
/exec. v.p. of the agency. He is 

assisted by Ray Jewell, manager; 

Harold Brogger, assistant adver- 
tising manager, and Martin Wood- 

-~~--~ | ward, promotion manager—all 
with the prune board. 

On the creative side of the cam- 
paign, for the agency, are David 
Botsford Jr. and Gertrude Van 
Hooydonck, with Bill Pearce on 
layouts and Todd Walker handling 
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PRUNE TUNE—This musical bit was 

created for the California Prune 

Advisory Board by Song Ads, Hol- 
lywood. 


Total Advertising Linage for January Through November 1955 


photography. 

Messrs. Swanberg, Brogger and 
Woodward have just returned to 
San Francisco from a tour of all 
of the California prune marketing 
areas throughout the U. S. The 
*55-"56 advertising plans were un- 
veiled at a series of brokers’ break- 
fasts held in the campaign cities. 


Chicagoans ‘Take the Cake’ 
in Sara Lee Promotion 

Nearly 1,000 of Chicago’s lead- 
ing citizens “took the cake” when 
they received gift Sara Lee choco- 
late cakes delivered by the compa- 
ny last week to kick off the intro- 
duction of its fourth product. In 
addition to ads in all four Chicago 
newspapers, the company has 
bought all available tv evening 
spot time as well as saturation ra- 
dio spots on several stations and 
is featuring the new chocolate cake 
on its 340 outdoor boards in the 
Chicago area. 

Kitchens of Sara Lee, Chicago, 
also markets a coffee cake, pound 
cake and cream cheese cake. Cun- 
ningham & Walsh is the agency. 


Jost Joins Ted Bates 


William J. Jost, formerly an ac- 
count executive with Geyer Ad- 
vertising, has joined Ted Bates & 
Co., New York, as a merchandising 
executive. 


Field & Stream . 
Outdoor Life . . 
Sports Afield . . 


SOURCE: FOR JAN.-OCT., PRINTERS’ 


. 333,893 Lines 
. 330,285 Lines 
. 285,311 Lines 


FOR NOV., AS REPORTED BY PUBLISHERS 


Field<Strea 


383 MADISON AVENUE, NEW YORK 17, N. 
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Who offers 
"The World Now" 


- around the 
clock? © 


See Advertising Age, November 14 
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FOOD RUSH” DAYS 
—=—=——= _—'IN SOUTH BEND! 


Important food merchants know a good thing when they see 
it. That's why they've been “staking new claims” all over South 
Bend, Indiana. Since the first of the year National Food Stores 
have opened their first and second store in South Bend. Kro- 
ger has opened another giant super market. The largest Inde- 
pendent has doubled in size. Why? Look at income and sales 
figures for the South Bend Market. You'll see why the “Rush” 
ison. Write for free market data book. 
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The South Bend, Ind. Market: 


Cite a 


Franklin O. Schurs — Editor and Publisher 
STORY, BROOKS & FINLEY, INC. + NATIONAL REPRESENTATIVES 
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It's Different Nowadays: the Retail Clerk 
Has Lots of Neat Displays to Do His Work 


NEw YorkK, Nov. 1—Self service 
in stores has practically outdated 
the personalized sales talk, and 
alert merchants are compelled to 
rely more and more upon point of 
purchase material to tell their 
story, Carl J. Begemann, director 
of merchandising for the American 
Safety Razor Corp., said yesterday. 

“No longer is the sale of goods 
accelerated by the personal recom- 
mendation, demonstration or sales 
pitch of the sales clerk,” Mr. Bege- 
mann said at a meeting of the Na- 
tional Assn. of Tobacco Dealers. 
“The merchant must rely more and 
more upon point of purchase mate- 
rial to do the job for him.” 

He added, “Unfortunately many 
retailers need a lot of education on 
what it can do for them. They must 
be weaned away from the idea that 
they are doing the manufacturer 
and wholesaler’s salesmen a favor 


Who's Sitting For Whom ? 


The figure at the far left is sitting for the five 
at the right, and for a dog “baby” sitter, he has 
steady work in a nearby Metropolitan Worcester 
County Market town. 


For advertisers there are plenty of other unique 
figures to watch in this market —an Effective Gazette looks good. 


Source: Sales Management Survey of Buying Power — 1955 
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Buying Income of $889,498,000 (higher than even 
the record breaker of 1954.), and a national rank- 
ing of 28th in Food Sales and 25th in Hardware 
Sales for instance. From wherever the advertiser 
sits, advertising in the Worcester Telegram- 


by putting up point of purchase 
material. The retailer needs those 
‘silent salesmen’ to awaken the 
impulse and convert it into a sale.” 


® Using the current Gem “Slim-V” 
razor display as an example, Mr. 
Begemann offered a checklist of 
the major factors which must enter 
into the makeup of a successful 
piece of point of purchase material. 
They were: 

1. It must attract attention by 
color, copy, lighting and placement. 
Surveys, he said, reveal that almost 
70% of all sales are unplanned, 
“impulse”’ sales. 

2. It should show the product in 
use. When features of the product 
are dramatized and emphasized, 
the prospect learns something. 

3. It must add to prestige of the 
product and of the retailer. 

4. It must be easy for the retailer 
to use. 

5. It should stimulate related 
sales. 

Wholesale salesmen must find 
techniques to get the retailer to co- 
operate, Mr. Begemann empha- 
sized. “Trade on his ‘what’s in it 
for me’ attitude,” Mr. Begemann 
said. 

“Show him that smart use of 
point of purchase material pro- 
duces for him by giving him more 
sales, faster turnover, a _ certain 
prestige, better store appearance 
and free silent salesmanship.” 


® Mr. Begemann stressed the im- 
portance of being “less of a hit and 
run order taker and more of a 
merchandising counselor.” 

“The retailers want you to post 
them on important tie-ins. And 
most of all they would like 
prompting in arrangement of stock, 
pricing and display setup,” he 
said. “Sell profits instead of mer- 
chandise.” 


Hamilton Has New ‘Get Tough’ 
Policy on Fair Trade 

Hamilton Mfg. Corp., Columbus, 
Ind., maker of Cosco kitchen stools 
and other furniture pieces, has 
launched a stepped-up drive to en- 
force its fair trade policies. The 
company is bringing several hun- 
dred court actions against retail- 
ers who have been selling under 
fair trade prices. 

A total of 66 suits against as 
many retailers has already been 
instituted in New York State su- 
preme court. Each action asks for 
$10,000 damages and an injunction 
restraining the dealer from selling 
Cosco items below fair trade 
prices. 


Prestone Sponsors Godfrey 


National Carbon Co., New York, 
division of Union Carbide & Car- 
bon Corp., has requested, and been 
granted, three insertions—Oct. 12, 
Oct. 26 and Nov. 9—on “Godfrey 
and His Friends” (CBS-TV) to ad- 
vise the public that now is the 
time to put in Prestone anti-freeze. 
After this seasonal promotion, the 
time will revert back to the reg- 
ular Wednesday night sponsor, 
Kellogg Co. 


Lowe & Hall Buys Davis 


Lowe & Hall Advertising, Green- 
ville and Asheville, S. C., has 
purchased W. H. Davis Advertising 
Agency, Asheville, from the estate 
of the late W. H. Davis. Accounts 
of the Davis agency will move to 
the Asheville office, recently 
opened by Lowe & Hall (AA, 
Oct. 24). 


John Harper Joins D’Arcy 

John W. Harper, formerly with 
Leo Burnett Co., has joined the 
Chicago office of D’Arcy Adver- 
tising Co. as chief time buyer on 
the Standard Oil Co. (Indiana) 
account. 
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There’s never been anything like weeKpAy! 


WEEKDAY marks a fascinating departure from all previous patterns 
of daytime radio programming! It is brought to America’s millions 
of homemakers by hosts Margaret Truman and Mike Wallace, and co- 
hosts Martha Scott and Walter Kiernan. 


Every bit of WeEkpay is tailor-made for Her Majesty, Mrs. Home- 
maker — whose interests are as broad as the whole world: 

e She'll enjoy WEEKDAY’s fresh new kind of dramatic entertainment: 
an absorbing short-story heard in its entirety each day, and serializa- 
tions of best-selling books, both fiction and non-fiction. 

@ She'll learn more about the things that interest her most, from an 
unusual group of experts. Most of them are men—men whom she rec- 
ognizes as authorities: Richard Willis on Beauty; Jim Beard on Food; 
John Peter on Home; Meredith Willson on Music Appreciation; Bert 
Bachrach on Men’s Apparel; Ashley Montagu on Education; and 
many, many others. 

e She'll get a new, intimate slant on headline personalities—through 
refreshingly different interviews with the wives of celebrities. 


PREMIERE, NOVEMBER 7th © 


e She'll find her household chores are lighter, pleasanter — with 
WEEKDAY’s easy-to-listen-to music, And she'll look forward to each 
day’s different top performing star. 

e She'll hear a different kind of hourly news report. From all over 
the world, events will be made more meaningful because they’re in- 


terpreted from her own point of view as a woman. 


WEEKDAY will be a relaxed and rewarding accompaniment to the daily 
activities of America’s housewives. And WEEKDAY is about to become 
a regular part of the buying pattern of America’s advertisers. Never 
before has it been possible to reach such a concentrated mass market 
so flexibly and economically. weekpay’s Charter Clients will have 
two extra bonuses—the profitable association with an explosively ex- 
citing programming development, and the special savings possible 
through the Introductory Dividend Plan. Your NBC representative 
has all the facts. Call him today about 


. ie, 
WEEKDAY 


on the NBC RADIO NETWORK « service «¢ @ 
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Give Your Salesmen a Coat of Mail! 


Salesmen average 16 orders per 100 calls 
from } through advertising; 38.4 


orders from leads after literature is 
sent VS 9.2 on cold calls. WE BUILD 
BARRAGES TO BOLSTER SALES! 


hat yr = Wott 2 Sl 


Leo P. Bott, Jr., 64 E. Jackson, Chicago 


Nt 


td SEE a eS Se ee 
% ee r a ae oe 


OSCAR L. KAISER 


New YorK, Nov. 3—Oscar L. 
Kaiser, 65, retired southern ad- 
vertising representative of Good) 
Housekeeping, died last week, less 
than a month after his retirement, 
following thirty years of service 
with Hearst Magazines. 


NATION'S LARGEST TRADE TERRITORY 


EL PASO— 


is the Capital City 


of the Nation's largest 


Trade Territory 


The £1 Paso Cimes 


AM INDEPENDENT NEWSPAPER 


MO@RNING AND SUNDAY 


El Paso Herald-Post 


A SCRIPPS-HOWARD NEWSPAPER 
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SIDNEY PERKINS 


Tacoma, Wasu., Nov. 1—Sidney 
Albert (Sam) Perkins, 90, pub- 
lisher of two daily newspapers in 
this state, and friend of six US. 
Presidents, died in his home here 
yesterday. Mr. Perkins was pub- 
lisher of the Bellingham Herald 
and the Olympia Olympian. 

He once owned seven newspa- 
pers including the News and Led- 
ger in Tacoma. Born in Boston, Mr. 
Perkins came to the Pacific North- 
west in 1886. He was a personal 
friend of Presidents McKinley, 
Theodore Roosevelt, Taft, Harding, 
Coolidge and Hoover. He was 
nicknamed Sam by President Taft 
in 1911. 


A. J. PUTMAN 


DALLas, Nov. 1—A. J. Putman, 
58, publicity and promotion direc- 
tor for KRLD and KRLD-TV here, 
died suddenly Oct. 24 in a Dallas 
hospital following a brief illness. 

Mr. Putman, better known 
throughout the trade as “Put,” had 
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been a member of the KRLD Corp. 
for eight years. 

He previously had been asso- 
ciated with the advertising depart- 
ment of the Dallas Times Herald. 
Prior to joining the Times Herald, 
he worked for the Branham Co., 
national representative of KRLD 
and the Times Herald. 


W. WALTER BRITT 


Marron, S.C., Nov. 1—W. Walter 
Britt, 50, advertising manager of 
the Marion Star, and associated 
with the newspaper for a quarter 
of a century, died here Oct. 29 af- 
ter a month’s illness. 


OLIVER M. DRUMMOND 


Boston, Nov. 2—Oliver M. 
Drummond, 70, advertising sales- 
man here since 1920 of Woman’s 
Home Companion, died Oct. 27. A 
native of New England, he joined 
the Boston office of Crowell-Col- 
lier Co. after a number of years as 
a sales representative of Narra- 
ganset Machinery Co. 


VICTOR A. SHOLIS, Director 
NEIL CLINE, Station Mgr. 
Represented Nationally by Harrington, 


Righter & Parsons, 


Associated with The Courier-Journal 


& The Lovisville Times 
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But in Louisville... 


WHAS-TV Programming pays off! 


BASIC CBS-TV Network 


*We ought to know. . 
built model that’s an engineer's delight. 


‘ 
LJ 


. we have a custom 


""WHAS-TV NEWS" 
6:15—6:30 P. M. 

Monday through Friday 
(Market's only daily newscast 
with exclusive local newsreel.) 


Your Sales Message Deserves 
The Impact of Programming of Character 


‘KARL J. HANSEN 

New York, Nov. 3—Karl J. 
Hansen, 55, president of Davidson- 
Hansen, display advertising com- 
pany, died yesterday of a heart 
attack at his home here. Born in 
Denmark, he was an art student 
and came to this country in 1922. 
He worked as a commercial artist 
and later entered the agency field, 
where he became art director of 
Rex Advertising Agency here be- 
fore going into display advertising 
work. In 1941 and 1943 his land- 
scape oils were exhibited in one- 
man shows. He was knighted in 
1952 by King Frederik, of Den- 
mark, for his work in promoting 
Danish-American friendship and 
cultural relations. 


RALPH H. MINTON 


PHILADELPHIA, Nov. 1—Ralph H. 
Minton, 54, member of the promo- 
tion department of TV Guide, died 
Oct. 26 at Bryn Mawr Hospital, 
following a heart attack. Before 
joining TV Guide in 1953, Mr. 
Minton had been with the Phila- 
delphia Inquirer. From 1944 to 1950 
he was promotion and publicity 
director of radio station WIP here. 
Earlier he had been circulation 
promotion manager of the Phila- 
delphia Public Ledger and the 
Evening Ledger. 


Carstens Succeeds Redden 
in Magnavox Ad Post 


Magnavox Co., Fort Wayne, Ind., 
has appointed Karl H. Carstens 
advertising manager, succeeding 
Ellis L. Redden, who resigned as 
director of advertising and sales 
promotion last 
week. Thomas C. 
Wyatt, assistant 
to Mr. Redding, 
also has resigned. 

Mr. Carstens, 
who will be re- 
sponsible for all 
Magnavox ad- 
vertising activi- 
ties, has been 
Magnavox’s re- 
tail advertising 
manager for the 
past two and a half years. Direction 
of the Magnavox sales training 
program, formerly handled by Mr. 
Redden, has been added to the 
duties of Stewart Roberts, director 
of merchandising and assistant 
sales manager. 


Karl H. Carstens 


PERSONAL 


If the advertising 
party who is interested 
in bigger sales in the 
31% billion dollar Vari- 
ety Store Market will 
contact us he can reach 
the largest buying and 
ordering audience in 
the field . .. 9,000 more 
Variety Store readers 
in the “Workbook” of 
the variety stores... 
VARIETY STORE 
MERCHANDISER. 


¥ 


192 LEXINGTON AVE., N. Y. 16, N.Y. @ MU 3-5362 
185 NO. WABASH AVE., CHICAGO 1, ILL. @ ST 2-1883 
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To sell more tickets to women, TWA introduced a woman, Mary Gordon .. . 


in the No. 1 magazine for women, Ladies’ Home Journal 


In 1952— when the other airlines were merely ad- 
vertising for passengers—Trans World Airlines 
began to advertise for women passengers. 


They decided that every woman should be ap- 
pealed to as a woman... and bya woman... 
and in feminine surroundings. In the most 
influential women’s magazine. So TWA intro- 
duced Mary Gordon in Ladies’ Home Journal. 


TWA soon discovered the power of establishing 
a personal relationship with their women cus- 


tomers. At the same time, they discovered the 
power of the Journal’s personal relationship 
with millions of women readers. 


Results to date: An increase of 38% in women 
passengers on TWA! 


This personal relationship between women and 
the Journal has long meant success for the 
Journal and its advertisers. It has put the 
Journal in first place among all women’s maga- 
zines—in circulation, and in advertising revenue. 


As personal spokeswoman for TWA, Mary Gordon in key U.S. 
cities handles a heavy schedule of women’s club appear- 
ances—telling women where to go, what to see and shop 
for, what to wear and how to pack. TWA finds that 
selling to women takes this special approach . . . ‘‘ Because 
women look for personal as well as practical rewards.” 


“Ladies’ Home Journal is an ideal medium for our advertising,” 


says Ralph S. Damon, 
President of Trans World Airlines, Inc. 


““We introduced Mary Gordon, TWA’s 
travel advisor, as a symbol women 
could believe in. So it was natural that 

we should pick the magazine women 
believe in. The power of woman- 
to-woman editing and woman- 
to-woman advertising work 
hand-in-hand in the Journal.” 


As advertising spokeswoman for TWA, Mary Gordon explains 
TWA services in women’s language. To introduce new Club 
Lounge on TWA’s Super-G Constellation, friendly “living 
room”’ decor and atmosphere are emphasized. Other femi- 
nine service points stressed: TWA’s meals, comfort, fashions 
in hostess uniforms. 


"In Ladies’ Home Journal, our ads get terrific response,’’ says 
James C. De Long, General Advertising Manager of TWA. 
“When we say ‘Ask Mary Gordon’ in the Journal, thousands 
of replies pour in. Sometimes women even telephone Mary 
Gordon for last-minute travel advice.”’ - 


Never underestimate the power of the No. 1 magazine for women... 


“JOURNAL 


A CURTIS PUBLICATION 
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KANSAS CITY IS SOLD on 


POSTERS 
BULLETINS 
SPECTACULARS 


NOW AVAILABLE... New Rotary Bulletin 


(GIALLUP) 


Hammack Heads Polypix Co. 


Charles C. Hammack, advertis- 
ing director of DeVry Technical 
Institute, Chicago, since 1939, has 
been named president of Polypix 
Co., Chicago, developer of a new 
low-cost process for quantity re- 
production of transparency en- 
largements. 


Fradkin Gains One 


Fradkin Advertising, New York, | 
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has been named to handle adver- 
tising for Jolan Sales Co., New 
York, subsidiary of Amira Prod- 
ucts, manufacturer of Staydry 
Panty. Richard & Gunther former- 
ly handled the account. 


Alvin Willner Promoted 

Alvin Willner, secretary and as- 
sistant treasurer of Bozell & 
Jacobs, New York, has been named 
assistant to the president. 
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WOWO is the only single medium that covers 
southern Michigan, eastern Indiana and 
western Ohio. 

The 4,000,000 people living here make it 
one of America’s major markets. Last year’s 
retail sales totalled almost $4,000,000,000. 

And to give you an indication of how 
WOWO covers it—the latest 26-county Pulse 
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This is 
“The 4,000,000 Market Between’’ 
—and it’s WOW0's 
exclusive territory 
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gives WOWO 476 firsts out of the total 476 


weekly quarter hours. 


You should know more about ‘“The 4,000,000 


Market Between.”’ 


Call Tom Longsworth, Anthony 2136, Fort 
Wayne, Indiana, or Eldon Campbell, WBC 
National Sales Manager, MUrray Hill 7-0808, 


New York. 


RADIO 


BOSTON—W8BZ+WBZA 
PHILADELPHIA—KYW 
PITTSBURGH—KDKA 
FORT WAYNE—WOWO 
PORTLAND—KEX 


WESTINGHOUSE BROADCASTING COMPANY, INC. 


TELEVISION 


BOSTON —W8BZ-TV 
PHILADELPHIA—WPTZ 
PITTSBURGH —KDKA-TV 
SAN FRANCISCO—KP!X 


KPIX REPRESENTED BY THE KATZ AGENCY 
ALL OTHER WBC STATIONS REPRESENTED BY FREE & PETERS, INC. 


But Naturally! 
Joint Drive Pairs 


Turkey & Stuffing 


| Los ANGELES, Nov. 2—The Al- 
| bers Milling Co. division of Carna- 
tion Co. and the Turkey Advisory 
Board of the National Turkey Assn. 
will jointly hold an inside-and-out 
|'Thanksgiving promotion designed 
to (1) sell stuffing to move turkeys 
and (2) sell turkeys to move stuff- 
| ing. 
| This is the third year of the pro- 
motion, which covers the 11 west- 
ern states, Hawaii and Alaska. This 
year it is based on a new recipe for 
Albers corn bread turkey dressing, 
made with Albers yellow or white 
corn meal. Last year Carnation In- 
stant Wheat cereal was featured. 
The tie-in will be backed with 
advertising by Albers in more than 
70 newspapers, plus a campaign of 
food editor and grocery trade pub- 
licity. The publicity will feature 
Gracie Allen, of Carnation’s 
“Burns and Allen” tv program. 
Point of purchase material in- 
cludes photographic soft sheet ban- 
ners in color and full-color parti- 
tion pads which carry the recipe. 
Ingredients of the dressing include 
high profit items from the produce 
and other departments, making the 
promotion store-wide. 


= The turkey association shares 
in the production costs of retail 
merchandising materials and also 
is conducting a mail promotion to 
association contacts, poultry grow- 
ers, buyers and meat merchandis- 
ers. 

Two supplementary promotions 
are being handled by Albers. The 
first is a drive for a turkey left- 
overs recipe, made with Carnation 
Evaporated Milk. Carnation will 
promote this recipe in Life and in 
commercials on “Burns and Allen” 
(CBS-TV) and “Whispering 
Streets” (ABC Radio). 

The second supplementary pro- 
motion is tied to Albers’ flapjack 
mix. This is presented to the food 
trade as another means of boosting 
high profit store traffic. It is based 
on a special deal, which works as 
' follows: 

For a 10-case display of flapjack 
mix, Albers will reimburse the 
grocer for one 12-lb. turkey at re- 
tail (or 12 pounds in credit to be 
applied on a larger bird) which 
'the grocer has given to a customer 
-at an in-store drawing. Limit on 
the offer is for four such birds for 
40 cases displayed. 


® The drawing can be held at 
‘any time in the Thanksgiving 
and Christmas seasons. A mer- 
chandising kit includes a large 
two-color display piece, a supply 
of entry blanks for the drawing 
and three sizes of newspaper mats. 
Customer purchases are not re- 
quired. 

In addition, Albers will adver- 
tise the offer of a non-breakable 
turkey baster, plus four turkey lac- 
ing needles, for $1.00 and the “Old 
Miner” trademark from Albers 
flapjack mix. This offer will be 
advertised in newspapers in major 
cities in California, Arizona, Ne- 
vada, Oregon, Idaho, Utah, Wash- 
ington and Montana as well as on 
the “Annie Oakley” tv show in ma- 
jor western markets and on local tv 
participations in smaller markets. 
| Erwin, Wasey & Co., Los An- 
| geles, is the agency for Albers. The 
‘turkey association is represented 
by Lee & Associates, Los Angeles. 


Shampaine Names Bloch 
Shampaine Co., St. Louis, manu- 
facturer of hospital equipment, has 
appointed H. George Bloch Adver- 
tising Co., St. Louis, to handle its 
advertising. Palan Advertising Co., 
which recently was dissolved, for- 
merly handled the account, 
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pur YOUR | 

PRODUCT HERE 
— — popping 
realistically out 
of store windows, 
counters, back- 
bars, into your 
customers’ minds 
and sho 


ADVERTISERS, AD AGENCIES, DISTRIBUTORS 
BE FIRST IN YOUR FIELD TO USE 


GOODSTIX 


vacuum-formed transparent, py 
Bi alk __ a ee Bese a 


CS 00 TRANSPARENT, SELF-STICKING DISPLAYS 
NOW NACUUM- -FORMED IN EYE-POPPING 


SDI 


NEW 3-dimension, durable plastic displays will explode all your point-of-sale posting and sales records! 


ss 
CONVEX OUTSIDE WINDOW AND DOOR EYE-STOPPERS 
| a ae 71 


— CONCAVE SH 


————————— 
ADOW BOX INTERIOR DISPLAYS= —— 


; 
” 
Fun eeeeseeer” 


See eee 


~ GOODSTIX 

“DEEP-DRAW” 
vacuum - forming 
process ‘“‘punch- 
es'’ your product 
‘way out front— 
makes it stand out 
a full one-and-a- 


NO OTHER DISPLAYS MADE CAN MATCH NEW VACUUM-FORMED 3-D GOODSTIX 
FOR ATTRACTING ATTENTION, RINGING UP CASH SALES, AT LOW COST! 


Goodstix transparent plastic, self-adhering dis- 
plays, in their flat applications, have hung up 
sensational postings and sales records for hundreds 
of products. Far and away the most effective 
displays on the market today! 


NOW COMES GOODSTIX VACUUM-FORMED 
3-DIMENSIONAL DISPLAYS 
— with their startling, realistic “pop-out” punch 
— to add tremendous extra selling wallop to the 
most important part of your advertising budget 
— your point-of-sale dollars! Just check these 
amazing advantages: 


EASIEST POSTING DISPLAYS YOU EVER SAW 
— dealers love these eye-stoppers! Goodstix can’t 
block visibility in or out. They’re made of crystal- 
clear, “see-through”, flexible plastic. 


PULL TAPE — PRESS — THEY’RE UP! 
And they stay up, not just days but weeks! Goodstix 
pressure-sensitive adhesive strips hold displays 
tight anywhere. Unaffected by weather . . . you can 
even wash over them! 


AVAILABLE IN ANY SIZE 
from product label size to 24” by 36” sheets! 


CONVEX OR CONCAVE FORMING 
— Convex for window displays . . . Concave for 
“shadow boxes”, or to show internal views of 
your product. 


DAZZLING FULL COLOR 
— EVEN DAY-GLO! Goodstix give you the bril- 
liant eye-stopping, full color printing you want. 
Use the same kind of line or wash art, or color 
photos, you use in your regular ad campaign! 


PUTS YOUR PRODUCT, 
TRADE-MARK, PREMIUM, PRIZE IN 3-D 
. features whatever you want to get extra point- 
of-sale results! Goodstix makes it so realistic, 
customers can’t forget you! 


AMAZINGLY INEXPENSIVE 
— Goodstix cut wastage . . . increase postings like 
magic ... and boost sales sky-high, too! With the 
added sales power of third dimension, they’re the 
cheapest, most effective displays you can buy! 


SEEING IS BELIEVING! 
You can’t fully appreciate the eye-catching 
“surprise” in these new Goodstix 3-D transparent, 
self-sticking displays until you actually see them 
for yourself! So... 


WRITE, PHONE, WIRE TODAY — FOR FREE SAMPLES! GET COMPLETE SPECIFICATIONS, QUOTATIONS, TOO.NO OBLIGATION! 


PRODUCTS CORPORATION 


263-273 William Street, Englewood, N. J. 


Telephones — New York: Wisconsin 7-4435 — New Jersey: ENglewood 3-0610 


Complete service — from ideas, art, printing, to shipping — all under one roc: 
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ALCOA PLANS $15 MILLION 
FOIL PLANT! 


fall . ae 
Y NATIONAL TEA CO. PLANS 
NEW WAREHOUSE! 


but a NEW $112 MILLION COURTHOUSE 


STARTED! 
PROGRESS im 


Sree, i 


» PYNAM/ 


circulation, lineage — 
IA FIRST in all lowa in ad- 
DAVENPORT, IOWA! 


vertising lineage! 


DAVENPORT NEWSPAPERS §& 


The MORNING DEMOCRAT 
The Evening DAILY TIMES 
The Sunday DEMOCRAT & TIMES 


Represented Nationally by Jann & Kelley, Inc. 


ARB Plans Own TV 
Homes, Station 
Coverage Survey 


New York, Nov. 3—American 
Research Bureau this week threw 
its hat into the ring as a candidate 
for sizing up the number of tv 
homes and the station coverage sit- 
uation for the U.S. 

Last month A. C. Nielsen Co. 
became candidate No. 1 with the 
announcement of a proposed radio 
and tv set ownership and station 
coverage study for 1956 (AA, Oct. 
17). This followed a still earlier 
announcement by the tv circulation 
committee of the National Assn. of 


homes in WGN’ 


Complete Market Saturation Plan has proven it can sell your 
*Nielsen Coverage Service 


Chicago Office: 441 N. Michigan Ave., Chicago 11 
Eastern Sales Solicitation Office: 
220 E. 42nd Street, New York 17, N. Y. for New York City, Philadel 


11,717 TONS OF FLOUR!! 


Mr. Flour Miller—Just one five pound sack of your flour sold in a month to the radio 
s area would mean more than 11,717 TONS sold per month!* 


WGN reaches more homes than any other advertising medium in Chicago, and our 


hi 11 
A Clear Channel Station .. ss wel 
Serving the Middle West 50,000 Watts 
720 
MBS On Your Dial 


Rg 
phi and + 


products to these homes. 


Representatives: Geo. P. Hollingbery Co. 


Los Angeles—411 W. 5th Street * New York—500 5th Avenue ¢ Atlanta—223 Peachtree Street 
Chicago—307 N. Michigan Avenue ¢ San Francisco—625 Market Street 


For your best buy in Chicago television, it's WGN-TV—" My Little 
Margie” and “Stu Erwin Show” available weekday mornings. 


A deta 
% ives aaa 
b fede Lape By, 


Radio & Television Broadcasters of 
plans for a continuing study of tv 
set ownership and coverage start- 
ing in 1957. 

ARB has started sounding out 
networks and agencies for reac- 
tions to a coverage study embrac- 
ing more than 3,000 U.S. counties. 
This survey would be based on a 
probability sample of more than 
500,000 personal interviews. Out 
of these findings would come coun- 
ty-by-county estimates of (1) 
number of television families and 
(2) station reception and fre- 
quency of viewing for the entire 
country. 


® ARB has not set any definite 


time table for itself; this depends ; 


on commitments from clients. If 
one or two networks signed to buy 
the study, which will not include 
radio, the research company could 
begin work as early as January, 
with data to be delivered in eight 
to 12 months. 

Regardless of whether ARB 
turns out to be the industry choice 
to provide over-all coverage data, 
the company will go ahead with 
plans for its second annual Abilene 
to Zanesville metropolitan area 
coverage study next year. 

Due in February, this report will 
cover 250 markets. It will show: 
(1) percentage of the total families 
that have tv sets on a county basis; 
(2) stations they can receive; (3) 
percentage of total tv homes view- 
ing a particular station as many as 
three times in the past week and 
(4) station watched most and next 
most before 6 and after 6 p.m., 
local time, for each area. 


Arlett-Keating Adds Two 


Arlett-Keating, San Francisco, 
has been named to handle adver- 
tising and public relations for 
KYA, San Francisco. Trade pub- 
lications will be used. The agency 
also has been named to handle ad- 
vertising, publicity and public re- 
lations for Associate Travel Serv- 
ice, San Francisco. The company 
will promote its nightly flights 
from San Francisco to Reno. News- 
papers, radio and direct mail will 
be used. 


Gerth-Pacific Names Snap 


Gerth-Pacific Advertising Agen- 
cy, San Francisco, which has 
moved to larger quarters at 251 
Kearny St., has appointed Donald 
T. Snap an account executive. Mr. 
Snap formerly was an account ex- 
ecutive with Rippey, Henderson, 
Kostka Co., Denver. 


Jack Bard Elected V. P. 


Jack Bard, director of media 
and media research of Weiss & 
Geller, Chicago, has been elected 
a v.p. of the agency. 


Advertising Age, November 7, 1955 


Wilkins Heads New 
Motivation Research 
Division at D-F-S 


New YorK, Nov. 3—Dancer- 
Fitzgerald-Sample will announce 
next week the establishment of 
an agency section on copy and 
motivational research. The section 
will be headed by Arthur Wilkins, 
formerly with Young & Rubicam. 

Working with Mr. Wilkins will 
be Dr. George H. Smith, professor 


rs 


Norman Heller Arthur Wilkins 


of psychology at Rutgers and au- 
thor of “Motivation Research in 
Advertising and Marketing.” Dr. 
Smith has been an exclusive con- 
sultant to D-F-S on motivational 
research for some time. A third 
member of the new section will 
be Norman Hel- 
ler, instructor in 
marketing and 
psychology at 
Rutgers and New 
York U. 

Dr. Lyndon O. 
Brown, v.p. in 
charge of me- 
dia, merchandis- 
ing and research 
at the agency, 
called the move 
“an expansion 
and reorganization.” He said that 
experience in copy and motiva- 
tional research in recent years 
disclosed that “certain carefully 
designed research methods can 
make substantial contributions to 
the work of our creative staff.” 


Dr. G. H. Smith 


for ADV. & SALES PROM. 
STEREO KIT 


VIEWERS 
AND SLIDES 
@ Compact, Folds 
Flat to Wallet Size. 
@ Your Sales Message 
Imprinted to Order. 


BESTCRAFTS6wev. Nv.c- 12 


Algonquin 4- 


MEREDITH Zadeo aad Vdbewisicon STATIONS 
affiliated with Better Homes and Gardens and Successful Farming magazines 
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‘KANSAS CITY _ SYRACUSE © 


Channel | 5 
cBsS 


620 kc. 


Represented by 
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‘Channel 8 
Gime. 


KATZ AGENCY INC. 


910 ae | 
ABC 


590 kc. : 


JOHN BLAIR & CO. 


Channel 6 


BLAIR TV, INC, 
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How to publish 


52 best-sellers a year 


Go after the people who interest Americans the most. 

Get the top reporters, the master storytellers, the most 
newsworthy personalities, and the most popular illustrators 
and cartoonists. Have America’s most skillful editors give them 
direction and guidance. And, most important of all, get first 
choice of their work—no matter what it 
means in time, effort or cost. 

If you do this week after week, year 
after year, you will have a magazine like 
The Saturday Evening Post. Its list of 
contributors reads like Who’s Who.* 


It is the most eagerly anticipated, most \v 


qe Matueday Evening 


IOS 


~ 
November 5. 155 


avidly read, most enthusiastically 

responded to magazine in America today. 

It gets to the heart of America. , 
It outdraws its nearest competitor at 

the newsstand by a decisive 50° margin. 


*7 U.S. Presidents, 5 Vice Presidents, 14 Nobel Prize 
winners and 73 Pulitzer Prize winners have written for 
The Saturday Evening Post. 


NEWSSTAND SALES 


Audit Bureau of Circulations 
January 1—June 30, 1955 


1,500,000 


POST = LIFE = LOOK COLLIER’S 


a 


4 “This may be the Godfrey story : 
4 Soe ! 
to end all Godfrey stories! 
—says ARTHUR (himself!) GODFREY — 


“I certainly hope so, anyway. I’m so_ ‘It and I have just finished a ‘talka- 
tired of reading all the Godfrey fables thon.’ You can start reading what 
that I’ve decided to tell all the facts. we've got to say about Godfrey in 
See that tape recorder in the lower _ this week's Post. But I warn you, you 
right-hand corner of the picture? In may be surprised. Any resemblance 
the hands of Post editor Pete Martin, between this story and what you've 
it’s the best Boswell a man ever had. _ read before will be purely coincidental!" 


th, Matusias by ate 


OST 


SEE AND HEAR THE ARTHUR GODFREY PROGRAMS ON CBS RADIO AND TELEVISION 
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Conne-Stephens Productions 
Bows in California ) 

Conne-Stephens Productions 
Inc., a new creative television pro- 
ducer, has been incorporated in 
California for $1,000,000 and has 
been given permission to sell a 
first issue of 300,000 shares of $1 
par value stock. The company, 


|which headquarters 
‘Service Studios, 


in General 
Hollywood, will 
produce its own tv shows which 
will be distributed by William 
Morris Agency. Scheduled to be- 
gin production Dec. 5 is an anthol- 
ogy series of 26 films, and the) 
company announced it already has | 
acquired a number of other prop-| 


> 
- 


CHICAGO NEW YORK 
1323 S. WABASH « 341 W. 44th ST. 


erties for telefilming. 

Officers of Conne-Stephens are 
William Stephens, president; Har- 
Try Maizlish, owner of KFWB, 
Hollywood, v.p.; Donn Tatum, for- 
merly Pacific Coast director of | 
ABC-TV, v.p.; Jerome Weber, 
secretary and counsel, and Alice 
Blackburn, treasurer. Edward R. 


'Conne is chairman of the board. 


The company has retained Alex 
Evelove as public relations counsel. 


New S.F. Adclub Bows 


A new advertising organization, 
the Copywriters’ Club of San 


Francisco, has been organized to 
\“further the professional standing 
‘of the advertising copywriter.” 
Temporary officers elected are 
Raymond R. Menzel, N. W. Ayer 
& Son, president; Lester A. Fried- 
man, Brisacher, Wheeler & Staff, 
v.p., and Robert C. Dolman, Mc- 
Cann-Erickson, secretary-treasur- 
er. Membership has been limited 
to 50, selected from the men and 
women copywriters of recognized 
‘Bay Area agencies. 


YOU belong in a tabloid... 


Hardware and 
Housewares 


...to fully sell the hardware trade 


HARDWARE & HOUSEWARES is the fastest growing! It does 
the best selling job for you because hardwaremen rely on its live news, 
the latest on new products and trade trends — all presented 


in any easy-to- 


read style and tabloid format. 


Add to these editorial advantages the fact that only HARDWARE 
& HOUSEWARES assures your ad top visibility. Every ad you 
place is near news — there are no “buried” ads, ever. It adds 

up to tremendous readership in 37,000 “plus” individual hardware 
stores with a strong conviction to buy. 


Ask your HARDWARE & HOUSEWARES representative 
to give you the full story of why smart advertisers know it’s just good 
business to have HARDWARE & HOUSEWARES selling for them. 


8th Floor, 
Daily News Bldg., 
Chicago 6, Illinois 


Hardware 


ousewares 


Hawkes Armstrong Runnels 


FOLGER FELLOWS—The Bureau of Advertising, ANPA, swears that 

three oversize scrapbooks here were needed to show hundreds of 

newspaper helps given last spring’s ad drive for Instant Folger’s 

coffee. Campaign used as much as 10,000 lines in each of 400 news- 

papers. Looking at records are Robert M. Hawkes of the BofA; 

Bruce Armstrong, of Cunningham & Walsh, and Robert Runnels, 
media manager of J. A. Folger & Co. 


be announced in the December is- 
\sue of Esquire, which reaches 
newsstands Nov. 8. The magazine 
said the fee for charter member- 
ship will be $5 the first year. 
|Thereafter it will be $6 yearly. 


‘Esquire’ Plans 
Esquire Club, a 
‘Spending Market’ 


New York, Nov. 1—Esquire | 
is announcing this week the for-|a It added that the club will be 
mation of the Esquire Club, | “a spending market,” since studies 
through which executives can es- | of Esquire readership indicate that 
tablish international credit. Mem-|(1) more than 30% of its sub- 
bers will get credit at restaurants |scribers have incomes ranging up- 
and other outlets—and eventually ward from $10,000, (2) 47% travel 
at retail stores, jewelry stores, car on business, (3) 20% spend four 
renters and florists. Goal of the| weeks on vacations, (4) nine out 
organization is to obtain 500,000 of ten subscribers dine out an 
user-members. average of six times a month. 

The magazine said that to enlist 
user-members (as distinguished Monthly Becomes Weekly 
from retailers) it would start with Scholastic Teacher, monthly 


lists of Esquire and Esquire’s Ap- journal of education published by 


parel Arts readers. | Scholastic Magazines, becomes a 


Retailers and others patronized | See 
: weekly beginning Nov. 10. Rate for 
by user-members will be known as la b&w page will be $650 instead 


‘associate members. They will get. : : 
‘Esquire Club insignia and plaques. of $700 oppo The circulation 
These associates also will be guar- guarantee ts 90,000. 
anteed payment within 48 hours of| __ - 
charges incurred by user-members. ‘Forum’ Adds ‘Parade’ 

The club said it would deduct a | The Forum, Fargo, N.D., will 
small percentage of the cost—ex- start distributing Parade Jan. 8, 
clusive of taxes and tips—for serv- | 1956. The Sunday supplement will 
ices. then be distributed by 51 newspa- 

Complete plans for the club will pers. 


ae 


\ need expert lighting for 


motion pictures 


. tv shows 

| q e 
La special events 
{a ° ’ 
bag conventions 
t . e 
ef displays 
be 
bes Then call Jack Frost, one of the largest 
e suppliers of temporary lighting equip- | 
i ment in the U.S. and Canada. Jack Frost oe 
: has handled the lighting of gigantic 


movie sets, TV productions, convention re 
displays and countless association shows : 
from coast to coast. os 
Complete Rental Equipment Service in- 4 
cludes, installation and removal at one 


| 
| 
low cost. ‘ 
i 


free estimates pl 
Write for Free Catalog of Equipment 


iv JAC 


en Department AA 
h 234 Piquette Ave., Detroit 2, Mich. 
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IN NEW PACKAGE—Old Smuggler 
Scotch is being imported in a new 
Royal Scot bottle by W. A. Taylor 
& Co., New York, the distributor. 
A special holiday drive starting in 
mid-November in six major mar- 
kets will use newspapers, outdoor 
and magazines. Charles W. Hoyt 
Co. is the agency. 


Papers, Outdoor 
Ads Announce New 
Old Smuggler Bottle 


New York, Nov. 1—W. A. Tay- 
lor & Co., U. S. distributor of Old 
Smuggler Scotch whisky, will 
break newspaper and outdoor ad- 
vertising in mid-November in six 
major markets to feature the new 
Royal Scot bottle in which the 
brand will be packaged hereafter. 

In addition to outdoor posters in 
Los Angeles, San Francisco, Dallas, 
Houston and Chicago, plus com- 
plete newspaper coverage in New 
York, the following magazines will 
be used: Atlantic Monthly, Es- 
quire, Harper’s, The New Yorker, 
Time, Town & Country and U. S. 
News & World Reports. 

Imports of Old Smuggler in the 
new bottle are expected to be ade- 
quate to permit general distribu- 
tion to-liquor stores in time for 
the holiday buying season. 

Greg. Wedell, president of the 
company, emphasizes that the 
new Royal Scot bottle is not a 
Christmas decanter, but that it is 
the permanent bottle for Old 
Smuggler from now on. It is of 
clear glass so that the true color 
of the whisky is seen. The quality 
and flavor are exactly the same 
as in the bottle previously used. 

Charles W. Hoyt Co. is the 
agency. 


In ‘56 Brand Names 
Day Will Grow to 
Brand Names Week 


SAN Francisco, Nov. 1—At a di- 
rectors meeting last week Brand 
Names Foundation extended the 
traditional Brand Names Day to 
Brand Names Week, to be cele- 
brated beginning April 16, 1956. 
The foundation loses nothing in the 
process, however, for Brand Names 
Day will be marked in the course 
of Brand Names Week. It will 
fall on April 18. 

In 1955 an estimated $12,000,000 
worth of space and time was con- 
tributed by all media for use by 
the foundation in demonstrating 
public benefits to be derived from 
brand competition and brand ad- 
vertising. 


Beals Furniture to Snow 


Thomas P. Beals Furniture Co., | 


Portland, Me., has appointed Cory 
Snow Inc., Boston, to handle ad- 
vertising and sales promotion for 
its colonial maple bedroom and 
dining room furniture. Trade pub- 
lications and direct mail will be 
used initially, to be followed by 
consumer magazines. 


‘Wine Institute Plans PR Drive 


California’s director of agricul- 
ture has authorized. the Wine In- 
stitute, San Francisco, to launch a 
special public relations program on 
behalf of California premium 
wines. Don W. McColly, Wine In- 
stitute president, is now seeking 
presentations from qualified — 
lic relations companies with ex- 
perience in the specialized pres-_ 
tige field and with direct or strong | 
affiliated representation in New| 


| York and Los Angeles. | 


KCEN-TV Increases Rates | 
KCEN-TV, Temple-Waco, Tex.,| 


has issued a new rate card, effec- | 
tive Nov. 1, 1955. One-time rate) 
for 1 hour Class A time goes from | 
$250 to $300; 1 hour Class B from 
$187.50 to $225 and l-hour Class C | 
from $125 to $150. The station re-| 
ports its set count has increased 
approximately 40%—to more than 
130,000 sets—since its last rate re- 
vision in December, 1954. 


EVERYTUINGS ™ = 
NEW ~ Mew CREANS 


| Just announced—$3,000,000 expansion 
at the New Orleans plant of the Kaiser 
Aluminum and Chemical Corp. Port- 
and oil-rich New Orleans waxes indus- 
try-rich, too—has seen $737,465,29| 
investment in new and expanded in- 
dustry in the postwar years! 


The Times-Picayune sesacr "Samoa 
NEW ORLEANS STATES 1 284.582 .......----. DAILY 


Represented by Jann & Kelley, Inc. A.B.C, Publisher's Statement Ist qtr. 1955 


SAN DIEGO 


APPLIANCE 
SALES ARE 


IGGER 


YONKERS, NEW YORK a. a 
MINNEAPOLIS, MINNESOTA. . . . + «+ «+ « 50,656,000 
KANSAS CITY, MISSOURI 9 eer «(ff Gn 
SEATTLE, WASHINGTON . . . . .« « « « + 46,475,000 
DALLAS, TEXAS i ee ee es os eee eee, 
DENVER, COLORADO. .... . | . 36,403,000 


SAN DIEGO, CALIFORNIA $54,756,000 


In San Diego — both large and small appliance 
dealers are beating last year’s record sales...and 
are leading fellow dealers in other major markets. 
There is a definite correlation between national 
and local appliance advertising in the San Diego 


REPRESENTED NATIONALLY BY 


Union and Evening Tribune — and record-beating 
appliance sales at the retail level. May we show 
you examples? Write direct to our national 
advertising department — or contact your West- 
Holliday man. 


THE WEST-HOLLIDAY COMPANY, INC. 


THE MOST 
IMPORTANT CORWER 
IN THE U.S.A. 
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Merle Thorpe, 75, 
Business Analyst, 
Ex-Editor, Is Dead 


WASHINGTON, Nov. 1—Merle 
Thorpe, business man, lecturer and 
pioneer in business journalism, 
died here yesterday, on the eve) 
of his 76th birthday. He had been 
ill with lung cancer for the past) 
five months and was hospitalized 
for two months. 

For 28 years, from 1916 to 1944, 
he was editor of Nation’s Business, 
published by the 
U.S. Chamber of 
Commerce. Un- 
der his direction 
it emerged to be- 
come the first 
great publication 
of general circu- 
lation concerned 
with the interests 
and workings of 
business and its 
relationships with 
government. 

At an age when most men retire 
he resigned from Nation’s Busi- 
ness in 1944 to start a new career 
as a member of the board of Cities 
Service Co. and director of its busi- 
ness development. In this capacity 
he commuted almost daily by air 
to the Cities Services offices in 
New York from 1944 until the on-| 
set of his final illness. Service 
Magazine, which he founded as a 
house organ for Cities Service, 
won many awards and much com- 
mendation. 


Merle Thorpe 


® Merle Thorpe had already com- 
pleted successful careers as a 
newspaper man and a teacher of 
journalism, when his energetic 
drive brought him to Nation’s 
Business in 1916. This was an era. 
before the arrival of business 
weeklies or even monthlies con- 
cerned with business problems. 

Mr. Thorpe was convinced the 
need existed, if business subjects 
were handled in a readable man- 
ner, without sacrifice of thorough- 
ness or accuracy. 

From his earlier careers he had 
acquired a sound understanding of 
the economics of publishing, and 
he sensed an opportunity at Na- 
tion’s Business, which at that time 
was chiefly a house organ for 
members of the U.S. Chamber. 
Chamber officials may have been 
somewhat surprised at his willing- 
ness to take the post on a com- 
mission basis. 

Soon after his arrival, however, 
it became evident that he would be 
none the worse off for the arrange- 
ment. Within a short time the. 
pages were opened to advertising, 
and the circulation department. 
reached beyond the Chamber 
membership in seeking readers. 


# Doubling in brass as chief of 
the magazine’s business adminis-_ 
tration, he watched the circulation | 


*YONNE SAYS:— 


EFFECT 


figures closely and was constantly 
aware of progress in terms of read- 
ership and advertising. 

His fame as a public speaker on 
business subjects contributed to 
the spectacular success of Nation’s 
Business in the 1920s. As a forth- 
right exponent of the role of busi- 
ness in the economy, he was in 


During the Coolidge and Hoover 
eras he was often consulted on 
| Sovernment policy, and he served 
as director of President Hoover's 
first Federal Employment Relief 
Organization. In the same era, he 
served as an early radio commen- 
_tator, broadcasting weekly on busi- 
ness matters. 


great demand before conventions | 


and business groups. It is said that 
he averaged more than 50 speeches 
a year, mainly to groups which in- 
cluded potential subscribers. 


'® He was convinced that the New 
'Deal would lead to dictatorship. 
One of his most dramatic efforts 
to expound this belief brought him 


Advertising Age, November 7, 


into conflict with one of his favorite 
writers, Rudyard Kipling. 


In Mr. Thorpe’s estimation, Kip-. 


ling’s “The Mother Hive” seemed 
to be the perfect allegorical de- 
scription of the bureaucratic men- 
ace. But when he proposed to re- 
print it in its entirety in Nation’s 
Business, Mr. Kipling refused per- 
' mission. 

After Mr. Thorpe protested that 
everyone should have the oppor- 
tunity to read the story, including 
those who do not buy books, Mr. 


= ig erent 
= 


1955 


| Kipling finally consented, but he 
refused to accept any royalties. 

Late in the 1920s, according to 
acquaintances, Mr. Thorpe was ap- 
proached by Chamber officials who 
‘felt the commission arrangement 
was entirely too much to his ad- 
vantage. At their insistence, he 
agreed to settle for a substantial 
annual salary. 


® Here again, the arrangement 
was to his advantage. Soon after 
the new arrangement was com- 


results when you advertise 


Fire and disaster! Frequently a grim spectacle, often a 
grievous misfortune to the victim . 


OF YOUR 
ADVERTISING 
ON GROCERY SALES 


With a simultaneous 10 week Grocery Store 
Inventory .. . . write or call for details. 


Note: —in the five years we have been mak- 
ing Grocery Store Inventories, we have | 

checked many classifications . . . your product | 

may be included. Ask for reports of the surveys. 


“Bayonne cannot be sold from the outside’’ 


THE BAYONNE TIMES 


BAYONNE, NEW JERSEY 
BOGNER & MARTIN 


Nationally 
Kepresented by 


damage. 


In advertising their own businesses, insurance and finan- 
cial firms are prudent buyers. They want action 
monstrable value for their advertising dollars. Specifically, 
20 insurance and financial companies are advertising their 
specialized services directly to management men who read 


r .. but the hazards have 
been reduced to a minimum for the nation’s businessmen. 


Progressive insurance and financial firms provide up-to-date 
protection against potential economic as well as physical 


to business in 


Nation’s Business—including 12 new advertisers since Jan- 
uary 1954, an increase of more than 100 percent. 

These advertisers place a high premium on the look-ahead 
editorial viewpoint of Nation’s Business. It generates a re- 
ceptive mood for new ideas . . . for active thinking on long- 


range fundamentals such as insurance and investments. 


se 


with protection against 


Among Nation’s Business 750.000 subscribers are 550.000 
presidents, owners and partners—the basic decision-makers 
in their own enterprises. 


These are the men most concerned 
fire. theft, disaster — with welfare 


of employees — with financial investments . . . and they make 
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pleted, the great depression wiped | 1879, he was in the class of 1904 at 
out the possibility of commissions Stanford, but was refused a degree 
but Mr. Thorpe’s salary continued when the faculty became irked at 
undisturbed. his pre-commencement play lam- 

Despite the depression and the pooning the _ university _ staff. 


From 1907 to 1910 he was pro- 
fessor of journalism at the Uni- 
versity of Washington, where he is 


credited with founding one of the 
‘first schools of journalism in the 


ys RN ams Eeoas hy “20 


: if 


as a contributor on business topics 
to The Saturday Evening Post and 
other periodicals. His many books 
included “Organized Business 
Leadership,” “We Hire a Cook and 


competition of newly established Twenty-two years later the slight U.S. From 1911 to 1916, he was| Congressmen” and with James M. 
weeklies in the business field, Na-| was corrected with the help of the professor of journalism at the Un-| Beck, a volume on the Supreme! San Francisco, Nov. 1—George 
tion’s Business was ready to expand |then Secretary of Commerce, his |iversity of Kansas. While at the | Court, “Neither Pulse Nor Sword.” 


with the revival of the 1940s. Its friend Herbert Hoover. 

expansion was still being curtailed | 

by paper shortages when Mr.|® Between 1903 and 1907 he was a 

Thorpe left in 1944 to begin his reporter with the old Washington 

career with Cities Service. Post; the Post, Havana, Cuba, and 
Born in Brimfield, Ill., Nov. 1,| Seattle Post-Intelligencer. 


University of Washington, he also 
edited the Washington Alumnus, 
and at Kansas he edited the Kansas 
Editor. 


Leigh Joins Kudner 
Douglas B. Leigh Jr., formerly 
an art director of MacManus, John 


Make Car Safety an 
Industrywide Effort, 


Not Circus: Romney 


Romney, president of American 
Motors Corp., today challenged the 
automotive industry to wage a con- 
certed frontal attack on accident 
|hazards by forming an automotive 


A prolific writer, he was a con- | & Adams, has joined Kudner Agen- ‘safety research institute. 


tributing editor of Collier’s as well 


cy, New York, as an art director. 


US 
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the buying decisions on insurance and finance. 
Nation’s Business readers initiate, specify and approve 
decisions regarding office equipment, industrial sites, ma- 
chinery and equipment, materials and supplies . . . goods 
and services that help their operations to become more 
efficient and profitable. As one major insurance company 
wrote... “Nation's Business is an entree to successful busi- 
ness organizations.” Other leading advertisers are discovering 
... action-in-business results when you advertise to business 


in Nation’s Business. New York — Washington — Chicago — 
Detroit — Cleveland — San Francisco— Los Angeles. 


iIness 


Insurance and Finance 


advertisers 


AMERICAN CRED 


HARDWARE MUT 
HARTFORD FIRE 


HOME INSURANC 


NORTH AMERI 


AND BEANE 


OF NEW YORK 
NEW YORK LIFE 
OLD AMERICAN 


PHOENIX OF H 


OF AMERICA, 
TRAVELERS INS 


UNITED STATES 


750, 


of o 
the 


can 
Of) REAGY FOR 4 SOOST Hm BLED -. 
Three arficies explain how increasing 
income wil Change selling metheds, 


Nation’s Business 
(January-November 1955) 


AETNA INSURANCE GROUP 


IT INDEMNITY 


COMPANY OF NEW YORK 
BLUE CROSS COMMISSION 
BLUE SHIELD COMMISSION 
COMMERCIAL CREDIT COMPANY 
EMPLOYERS MUTUALS OF WAUSAU 


FIRST THRIFT AND LOAN ASSOCIATION 


UALS 
INSURANCE COMPANY 


E COMPANY, THE 


INSURANCE COMPANY OF 


CA 


LAWRENCE WAREHOUSE COMPANY 


MERRILL LYNCH, PIERCE, FENNER 


MUTUAL LIFE INSURANCE COMPANY 


INSURANCE COMPANY 
INSURANCE COMPANY 


ARTFORD, THE 


PRUDENTIAL INSURANCE COMPANY 


THE 
URAKCE COMPANY, THE 


FIDELITY & 


GUARANTY COMPANY 


000 PAID CIRCULATION 


Including 75,000 executives 


rganization members of 
National Chamber of 


Commerce and... 675,000 
other leaders of the Ameri- 


business community who 


paid for their subscriptions 
at the annual rate of $6.00. 


The highway toll confronts the 
nation with a problem of such 
magnitude and importance that it 
demands intensified cooperation by 
‘all passenger car manufacturers to 
‘supplement the competitive meas- 
ures they are taking separately in 
‘the field of passenger safety, Mr. 
‘Romney said. He made his remarks 
‘at a meeting with dealers from 11 
western states. 


® Mr. Romney urged that passen- 
ger car safety be removed from the 
\“competitive and publicity area”’ 
‘into which it has recently drifted, 
in favor of an industry-wide ap- 
‘proach to the problem. 

| The institute’s purpose, he ex- 
plained, would be to aid all com- 
panies by securing accurate data 
on two basic points—accident sta- 
tistics showing what happens to 
passengers and vehicles when col- 
lisions occur and controlled tests 
of available vehicle design and 
possible future design. 

Another purpose would be the 
education of the public in the 
proper use of safety devices and at 
the same time avoiding excessive 
claims or expectations from the 
use of such devices. 


Dates Join Duncan Hines Line 

The newest product to join the 
Duncan Hines line of food products 
is Duncan Hines imported pitted 
dates. Packed by Pinder Products 
Co., Chicago, under license by 
Hines-Park Foods Inc., Ithaca, 
N.Y., distribution is slated to begin 
immediately through regular trade 
channels. The dates are packed in 
6%-0z. and l-lb. boxes with cello- 
phane wrap. 


King Korn Opens 3 New Stores 

The King Korn Stamp Co., Chi- 
cago, has opened three new re- 
demption centers for King Korn 
stamps in Indianapolis, Danville, 
Ill., and Mansfield, O. The centers 
will be stocked with premium gifts 
offered by the company. 


ie 


Sales Idea #3 by PIONEER 


Qualatex 


ADVERTISING 
BALLOONS 


imprinted 
with your message 
as give-aways 
for store openings 


Good Housekeeping 


5 aovrence 


and Roliprut Surgical Gloves 
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‘Circle’ Names Russomanno 
Albert Russomanno, with Fam- 

ily Circle for six years, has been 

promoted to eastern sales manager. 


Business Papers 
Asked to Popularize 
‘People’s Capitalism’ 


WASHINGTON, Nov. 1—Theodore 
S. Reppiier, president of the Ad- 
vertising Council, has appealed 
to business paper editors to help 
popularize the term “people’s cap- 
-italism” as a standard which west- 
ern nations can hold before the 


BACK * DATE * MAGAZINES 
More than 2,000,000 in stock 
MAIL AND PHONE ORDERS FILLED 

MIDTOWN MAGAZINE SHOP 


1105-6th Ave. (bet. 42 & 43 Sts.) 
New York 36, N. Y. * BR 9-2897 


when time is important—get 
newspaper mafts from 


peoples of the world as an alter-} 


native to communism. 


Mr. Repplier, who has returned | 
\from six months travel abroad on) 


an Eisenhower fellowship, told the 
National Conference of Business 
Paper Editors that, “when all is 
said and done, a primary job of our 
propaganda is to make clear to the 
distressed and confused people of 
the world that there is a choice 
between communism and the dole- 
ful thing they know as capitalism. 
We must make clear that there is 
a third way, and that in this third 
|way lies hope of a decent life for 
jall mankind.” 


'®™ He said “people’s capitalism” as 
‘it has evolved in America is a new 
social system which is not a sys- 
‘tem at all. 

| “We have produced a_ great 
product which is nameless—a 
‘shameful situation which at times 
has nearly lost us the propaganda 
war.” 

He rejects such coined words as 
“consumerism” because “the tax- 
payers of America, long-suffering 
though they are, could never sup- 
ply a sufficient volume of adver- 
tising to popularize a newly- 
minted word in all the world’s 
languages. 

“And even if it could be pop- 
ularized,” he said, ‘“‘the communists 
would taunt us that it was nothing 
but capitalism in disguise.” 


® Conceding that capitalism as 
much of the world knows it “has 
been no bargain,” he argued: 
is no answer to pretend that we in 
America do not have capitalism. 
“The answer is to face the issue 
squarely. Every time the Soviet 
propaganda machine thunders 
against capitalism, our obvious cue 
is to thunder back that a com- 
pletely new kind of capitalism has 
come about which is neither colo- 
nial nor feudalistic. Further, this 
‘dynamic new capitalism is already 
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GLASS SPREAD—This color spread runs in the November issue of Liv- 

ing for Young Homemakers for the Libbey Glass division of Owens- 

Illinois Glass Co. It will be followed by color pages in House Beau- 
tiful, House & Garden, Life and The Saturday Evening Post. 


doing those things for its people 
that under communism have re- 
mained empty promises for 35 


| years.” 


Philco Reassigns Marketing 
Executives; Adds Division 
Philco Corp., Philadelphia, has 
appointed Frederick D. Ogilby, 
who has been v.p. of the tv division 
since 1952, v.p. of marketing of the 


|corporation in a reshuffling of ex- 
“Tt | 


ecutive personnel in the marketing 


division. Other new appointments | 


include James M. Skinner to v.p 
and general manager of the tele- 
vision division; Henry E. Bowes 


to general manager of the home, 


radio division; Gibson B. Kennedy | 
tv merchandising manager of the | 
tv division, a new post; John L. | 
Goldschmeding to manager of elec- 
tric range sales, and J. S. Frietsch, 


Sales promotion manager of the tv 


division in addition to his similar 
duties for the home radio division. 

Philco has formed a new auto- 
motive division to direct the manu- 
facture and sales of Philco radios 
and other products to the automo- 
bile industry. William H. Chaffee, 
formerly v.p. and general manager 
of the radio division, heads the 
new division. 


Blair-TV, Hoag-Blair Appoint 
Shirley Hewitt, formerly execu- 
tive secretary to the president and 


.| office manager of Blair-TV, New 


York station representative, has 
been named executive assistant of 
the company. James C. Dodgson, 
formerly with WHIO, Dayton, and 
KTAR, Phoenix, has joined Hoag- 
‘Blair, New York, affiliated tv 
representative for stations outside 
the major markets, as an account 
iexecutive. 
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Se ee oe a ee 


bell and roses 
swing in and out 


* Created and Produced by 
“a Sigrist Display Advertising, 
Chicago, Illinois 


...sell more WHISKEY * 


This bell-ringing display is attracting holiday attention 


for Four Roses — and chiming 


in with plenty of sales, too! 


Just another example of the unusual animation possible 


with Hankscraft display motors. You'll find many 


other famous names in action, 


because nothing attracts 


attention like motion. Operates for weeks without 


maintenance—and on ordinary flashlight batteries. 


FREE BOOK — of detailed information and 


drawings on all the Hankscraft display 


motor models, special applications, and free engineering service that will help you 
plan the most effective animation for your display. 


THE 


HANKSCRAFT COMPANY 


Reedsburg, Wisconsin 


Sales Offices in these principal cities: 
CHICAGO °* PHILADELPHIA ° 
DALLAS * TORONTO (Ontario) °* 


THE HANKSCRAFT COMPANY 
Reedsburg, Wisconsin 


MINNEAPOLIS * 
SAN FRANCISCO (Erlach Lee Company) 


NEW YORK 


Dept. AA-11 


Please send me FREE manual on Hankscraft Display Motors. 


Name 


Company 


Street Address 


Zone 


State 


City 


1955 
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Cartoonist, Humorist Join Forces, Offer 'McGraw-Hill Book Elects 5 Kravitz to Lewis & Martin been appointed director of sales of 


V. P.s in New Executive Plan Lou Kravitz, formerly v.p. in| Lewis & Martin Films Inc., Chicago 


‘Gagvertising’ to Gag-Starved ( ? ) Ad World McGraw-Hill Book Co., New Charge of sales and advertising of ‘film studio, which recently moved 


PHILADELPHIA, Nov. 2—‘‘Gagver- 
tising,” a new approach to broad- | 
cast spot announcements, which | 
works just about as it sounds, is’ 
being offered to tv stations by RTV 
Syndicate, recently organized here. 

The feature—called “That’s for 
Sure”—is made up of a series of 
illustrated gags, with space and a 
cue-in for a local ad. 

Gagvertising is the creation of 
Franklin P. Jones, who writes the 
witticisms, and Jerry Doyle, Phila- 
delphia Daily News cartoonist. 

The tv feature, say its authors, 
provides a “sure-fire transition” 
into the advertising message. 

In promotional material, now 
being sent to agencies around the 
country, RTV provides an example 
of its service: 

“That’s for Sure! The easiest way 
to grow hair on a bald head is by 
being a baby.” The ad transition 
follows: “And this is for sure, 
e..5” 


w On the other side of the sample 
tv drop card is RTV’s promotional 
pitch. 

RTV says “That’s for Sure” is 
“versatile enough to be used as a 
spot, station break, ‘thought for the 
day,’ sign-off or part of a pro- 
gram—with or without audio.” It 
can be sold to an advertiser or 
used by the station itself for its 
own promotion, say Messrs. Jones 
and Doyle. 

Tentative release date for Gag- 
vertising is Jan. 1, provided the 
number of station subscribers as 
of Dec. 1 is sufficient to provide 
RTV with a profit. 

“That’s for Sure” is printed 
black on gray, on 8x10” cards. A 
dozen cards are considered a sup- 
ply for a week. The first mailing 
to subscribers will include 48 
cards. Follow-up mailings will 
contain 24 items, to keep subscrib- 
ers two weeks ahead. 

Author of “That’s for Sure” gag 
lines, Mr. Jones also is the cre- 
ator of “Put It This Way,” a col- 
lection of humorous paragraphs 
now in its ninth year in The Sat- 
urday Evening Post. He also writes 


Encore Cigarets 
Enter TV Picture 


New York, Nov. 2—Television 
sales support for Encore cigarets in 
New York and Philadelphia, fea- 
turing half-hour shows and spot 
announcements, has been started 
by U.S. Tobacco Corp. 


In New York, Encore is spon- 
soring “Fabian of Scotland Yard” 
on WRCA-TYV, Saturday nights at 
11:15 p.m. “Favorite Story,” heard 
from 7 to 7:30 p.m. Saturdays, is 
the top program sponsored in Phil- 
adelphia. Extensive spot schedules 
run over the same two stations, 
mostly featuring Encore’s new 
“cigaret case” package. 

The company plans to enlarge 
this program by market areas “in 
the near future.” Kudner Agency 
handles Encore. 


Needham, Louis Names Two 


| THAT'S FOR SURE! and directors. John W. Taylor will 


Ken Snyder, formerly television 
department director of Stockton- | 
West-Burkhart, has joined the tel- | 
evision-radio department of Need- 
ham, Louis & Brorby, Chicago. 
John C. Halliday has been ap- 
pointed assistant media director 
in the New York office of Need- 
ham, Louis & Brorby. He formerly 
was with Ogilvy, Benson & Mather, 
and earlier was with Hicks &| 
Greist and Fletcher D. Richards. 


Kruse to ‘Aero Digest’ 

Kenneth A. Kruse has been ap- 
pointed midwestern advertising 
manager of Aero Digest, with of- 
fices in Chicago. He formerly was 


with Research & Engineering. 


York, has elected five new v.p.s|Filmack Studios & Trailer Co., has|to 1431 N. Wells. 


manage the company’s college and 
The easiest way to grow heir one beld heed... technical education departments. | 
Harold W. McGraw Jr. will head | 
the trade department and continue! §& 
his responsibility for the compa-| | A ” 
‘ny’s advertising and promotion. 


...4by | Arthur B. Collins will be respon-_ ~4 
being © beby | sible for the budgeting, accounting, ff : Well known... 
‘and order service departments. 2 — 
AND THIS IS FOR SURE, TOO... ‘Robert E. Slaughter will be in) | A a Really appreciated... 
YOUR AD MESSAGE WERE | CHATEe Of the Gregg division and 


the text-film department. Emerson | 
GAG MAN’‘S MEDIUM—T his is one of Brown will manage the school de-| 


the dozen-a-week tv spots of gag- | Partment. a? | 
vertising which RTV Syndicate, | Pes G. Sane” besten - 
Philadelphia, is offering to stations. , “© COMPANY, S sa or tga bps 


* ” + 
the five executives puts into effect > ~ is THE WORLD'S PREFERRED 
the “Thought for the Day” in the @ new plan of executive adminis-_ \Seeee COGNAC BRANDY 


Philadelphia Daily News. In addi- tration under which all depart- 


tion he is a partner and publicity ments, with the exception of the ; : ; 
| director of Gray and Rogers, Phil- trade book department, will report) §& % 84 PROOF * Schieffelin & Co., New York 


adelphia. | to Edward E. Booher, exec. v.p. 


Labels, packaging, Hisplays, brochures, calendars, 
booklets. Every part\of your promotion program 
scientifically designed to/work full-\ime at the point-of-sale. 


Package designers with/proven successes in many fields of 
marketing. Display ¢xperts with perlormance records for 
creating in-store salesmen that work\for retailer and 
manufacturer as a tefim. A quality-control system that 
assures every phase/of production to \your satisfaction; 
includes bronzing, eywbossing, varnishirg. A guarding 

of schedules no lesg than holy. 


Is this how you wa@nt\your next promotion program handled? 


Consult Consoliddted.|It costs no more to put your whole 
program into the hands of SALES-AID ENGINEERS. 


Representative 


is. 


n 


CONSOLIDATE 


throughout 


or 


the United States Lithagraphing Corporatio 


Picts ait: Siero 


CARLE PLACE, LONG ISLAND, N. Y. 
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Silver Maker Offers $1,000 
for Restaufant Slogan 


| International Silver Co., Meri- 
den, Conn., has started a 60-day 
‘contest asking 200,000 restaurant 
owners and executives to come up 
with a slogan that will do for the 
restaurant business what “Say It 
With Flowers” has done for flo- 
rists. Top prize is $1,000. 

The winning slogan will appear 
in a series of large-space ads to be 
run in the future by General Foods 
'Corp., H. J. Heinz Co., Kraft Foods 
‘Co., Standard Brands, Interna- 
tional Silver and other restaurant- 
supplier companies. Endorsing the 
contest is the National Restaurant 
Assn. 


Hildebrand to Testing Institute 


Mrs. Helen Gabryel Hildebrand, 
formerly head of the _ technical 
service department of Stewart 
Dougall & Associates, has joined 
Home Testing Institute, New York; 
independent market research or- 
ganization, as production super- 
visor and office manager. 


—$$—__ 
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40 Negroes 


Ebony tests new recipes 
in this all new “food laboratory” 


preder 


ee 


- See 


JOHNSON PUBLISHING COMPANY, INC. 


SHICAGO: 1820 5. Michigan Ave. + CA 5-1 


) NEW YORK: 55 W. 42nd St. « LO 
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‘Lassie’ Will Sell 
Savings Bonds to 
Kids in New Drive 

WasHIncTon, Nov. 3—Lassie, the 
canine tv star, stole the show here 
this week, as the Treasury Depart- 
ment’s savings bond division held 
a two-day sales meeting to talk 
over E and H bond promotion 
plans for 1956. 

Lassie and other members of the 
cast of the “Lassie” program were 
,on hand to dramatize a stepped-up 
‘savings program for school chil- 
‘dren, which will be backed by an 
‘elaborate “Lassie” promotion. 
| Under-Secretary of the Treasury 
Randolph Burgess officially re- 
ceived the material developed by 
the “Lassie” organization. Later, 
Lassie and the members of her 
troupe were honored guests at a tea 
at the Burgess home in George- 
town, where the guest-list included 
the grandchildren of President Eis- 
enhower and the children of Vice- 
President Nixon and of Cabinet 
-members. 
| The two-day sales meeting 
‘brought together leaders from busi- 
‘ness, banking, labor, industry, 
farming, women’s organizations 
and advertising and promotion, as 
_well as the Treasury’s state and re- 
gional sales directors. 


8 The “Lassie” promotion, which 
|was unveiled for the first time, is 
expected to help build the enroll- 
|ment of school children in the bond 
| program from 6,000,000 to 7,500,000. 
| Probably the most elaborate 
| Single-shot promotion of its type, it 
is built around a 20 minute 16 mm. 
film which was donated to the 
Treasury for loan to _ schools 
through state bond offices. 

Besides the production and 
prints, the “Lassie” film contribu- 
tion includes 250,000 “Lassie” 
posters, a million school savings 
thrift certificates and 500 publicity 
kits for the promotion. 

The film was produced by Robert 
Maxwell Associates for Television 
Programs of America and the 
Campbell Soup Co., sponsor of the 
series on CBS, with the coopera- 
tion of BBDO and Stone Associates. 
William B. Murphy, president of 
Campbell Soup Co.; Milton Gor- 
don, president of TPA, artd Robert 
Maxwell, president of Robert Max- 
well Associates, participated in the 
initial showing of the film today. 


® On hand with Lassie this week 
were Tommy Rettig, the boy star 
of the series, and other members of 
the cast. The program for them in- 
cluded a breakfast at the Statler 
Hotel with officials of the savings 
bond division and a press confer- 
ence followed by a luncheon for 
200 at the Perpetual Building 
Assn., launching the promotion in 
the District of Columbia schools. 
At the luncheon, “Lassie” re- 
ceived District of Columbia license 
tag No. 1, from a district commis- 
‘sioner, and a blanket emblazoned 
| with the savings bond Minute Man 
i\symbol for services rendered. 


McDevitt Adds Three 


George A. McDevitt Co., publish- 
ers’ representative, has appointed 
three persons to its staff. They are 
Ralph Mockenhaupt, formerly with 
Leo Burnett Co., to work in Chica- 
go; Robert Davis, formerly with 
the Norfolk, Va., Newspapers, 
to work in Pittsburgh; and John 
Greenslade, last with NBC, to 
work in New York. 


N. C. Adclub Elects Marsh 


Hal R. Marsh, superintendent of 
agencies of Jefferson Standard Life 
Insurance Co., has been elected 
president of the Greensboro, N.C., 
Advertising Club. He fills the 
vacancy created when former pres- 
ident Elden Tuttle left Greens- 
boro to join Progressive Farmer 
Publications, Birmingham, Ala. 
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‘Finally Somebody Has to Get Out an Ad’... 


ss THE NATIONAL NEWSPAPER OF MARKETING | 


Leo Burnett Tells ‘What I Have Learned’ About 
Writing Ads and the Advertising Business 


By Leo Burnett, 
Chairman, Leo Burnett Co., Chicago 
When the day’s last meeting is over, 
And the v.p.s have left for the train, 
When account men are at bars with the 
client, 
And the space men have switched off 
the brain, 
We shall work, and, by God we shall have 
to— 
Get out the pencils and pads, 
For finally, after the meetings—someone 
Must get out the ads! 


There are those who romp with the chil- 
dren, 
Or spend some time with the wife, 
There are those who catch trains right 
on schedule, 
And lead the suburban life, 
There are admen who live just like people, 
And are known to their daughters and 
lads, 
Though we envy the life they are leading, 
Still—someone must get out the ads. 


Oh, it’s night after night we ruin dinner, 
And although our wives reprimand us, 
Somehow we keep right in the rat race 
And somehow the wives understand us, 
For no matter the departments and ex- 
perts, 
The slide rules and business school 
grads, 
All the surveys, reports and researches, 
Can’t stay down and get out the ads! 


* Ba me 


But after all isn’t ad-making 
For print, radio and tv, 

The best possible life for an adman, 
The full life for you and for me? 

Let others have gray suits and homburgs, 
We'll stick to black pencils and pads, 
The life, core and heart of our business, 

You’re right—it’s making the ads. 


Although my parody of Kipling may 
carry a plaintive note of martyrdom, my 
remarks here today intend to inspire 
rather than depress. 

Much has been said and written about 
the man with a pencil by better men 
than I am, but with the battle of the 
researchers raging all about us, I con- 
sider this a timely opportunity to con- 
tribute anything I can to a better under- 
standing of the creative function of 
advertising in the modern selling 
scheme of things. 

My remarks will be a rather rambling 
collection of things I think I have learned 
about this fascinating business. 

I am often asked how I happened to 


At both the central regional conference and the annual eastern conference 
of the American Assn. of Advertising Agencies last month, one of the high- 
lights was a talk by Leo Burnett, which he titled, “Finally Somebody Has to 
Get Out an Ad,” and which he characterized as “a rather rambling collection 
of things I have learned about this fascinating business.” We reprint it here 
in full text because we suspect that it will prove interesting and instructive to 


everyone interested in advertising. 


get into this business. I didn’t. The busi- 
ness got into me. So, although many of 
the things I say may be old stuff, you 
can be sure they are things I really feel. 

As the cost of advertising increases, ad- 
vertisers are naturally looking for ways 
to predetermine the rightness of their ex- 
penditures before signing the estimates for 
time, talent and space and putting their 
initials on copy, layouts, scripts and 
story-boards. 

We don’t hear much today about Town- 
send’s 27 points, but on all sides we are 
surrounded by new research techniques 
to study the unpredictable thing called 
human behavior, both before and after the 
fact. 

Much of this is valuable, but on the 
whole it has tended to create an atmos- 
phere of tenseness, and the creative end 
of our business is afflicted with what I 
regard as a severe case of anxiety neu- 
rosis. 


w In this atmosphere, true creative ability 
tends to be frustrated and stifled in a be- 
wildering maze of conferences, statistics, 
reports, indoctrinations, orientations and 
tightly chiseled copy platforms. 

As a result, it seems to me that in their 
natural anxiety for predetermined re- 
sults many advertisers are walking right 
past basic principles, which have been 
around for a long time, or after having 
gone as far as possible with research, 
either shy away from really great and 
daring ideas or pull their punches in the 
execution of them. 

This is just as true of the agency as it 
is of the client. In its anxiety to serve, 
the modern agency naturally trends 
toward a standardization of thought and 
formalization of procedures which make 
for sterility rather than fecundity on the 
creative side of the house. 


w My over-all advice under these condi- 
tions is to relax a little and to differenti- 
ate between pure hunch, which every ad- 
vertiser is naturally scared to death of, 
and conditioned intuition which is a com- 
posite of judgment, experience, know]l- 
edge, a God-given sense of timing, and 
sheer inspiration. 

This kind of creative thinking is en- 
titled to new respect and can become the 
sharpest of all competitive weapons by 
the advertiser who has the imagination 
to use it and the courage to pour it on 


when he finds something that clicks. 


® Oure business once revolved entirely 
around men with pencils, men with an 
inbred selling instinct, a nose for ideas, 
clarity of thought, and a great gift for 
human expression. These men put on the 
map some of the greatest brands in this 
country. Decades before motivation re- 
search was even heard of, these men were 
really practicing it, singlehanded. 

My prediction is that men and women 
of like qualities, aided by intelligent re- 
search intelligently interpreted, and mod- 
ern marketing knowledge, can bring to 
our business a new recognition of the cre- 
ative spark, and it is high time they were 
given the respect they deserve. 

The man with the pencil when most 
sorely needed is all too likely to be in a 
meeting. 


® I know that many a writer with a fam- 
ily to support must have wondered wheth- 
er he could go farther in the advertising 
business by pounding a typewriter or 
pounding the table. Far too often the 
thinking can be dominated by the chap 
who vocalizes easily and has the most 
resonant voice. 

Conferences are often valuable, and it 
is not necessarily true that five people in 
a room are five times as stupid as any one 
of them. The only creative conference 
worth a damn, in my opinion, is one in 
which everybody in the room starts from 
the same base of fact, a consuming ap- 
petite for ideas, no matter how wild they 
may first appear, and a humble respect 
for them. 


® I have learned that producing outstand- 
ing ads is a process of profligate waste- 
fulness of people’s time, skills, and some- 
times their feelings. 

I have learned that many of the things 
we are proud of were arrived at, not in 
an atmosphere of sweetness, light and en- 
thusiasm, but rather in one of dynamic 
tension, complicated by offstage mutter- 
ings. 

One of our copywriters, momentarily 
frustrated, recently wrote a beautiful piece 
of satire on a meeting of our own plans 
supervisory committee. It purports to re- 
port the proceedings of Sept. 24. It goes 
like this: 


“First ad presented was headlined 
‘Somewhere West of Laramie.’ Mr. 


Leo Burnett 


Burnett said the ad didn’t tell him 
what happened in Laramie, and Mr. 
Young said he didn’t care. Mr. Young 
remarked that the ad just ‘lay there’ 
and that it was ‘flat.’ Mr. Greeley 
pointed out that an appeal to customers 
who lived west of Laramie was severely 
limiting the market for the product, 
and Mr. Coulson concurred, adding, 
further, that Laramie wasn’t a major 
market area. Mr. Banks said it had no 
tv outlet. 


“Mr. Young suggested that the headline 
read ‘Now—Somewhere West of Bos- 
ton.’ Mr. Heath amended this to read, 
‘Now—At Last—Somewhere West of 
Boston,’ and, after further study of 
marketing data, it was provisionally 
agreed that the headline should read, 
‘Now—At Last—Somewhere West of 
the Boston Metropolitan Area.’ Mr. Ty- 
ler also suggested that the copywriters 
try and work out some alternate heads 
with some surprise in them. He sug- 
gested, ‘Somewhere East of Portland— 
Oregon, that is!’ 


“Mr. Armstrong also suggested that 
the graphic show the product life size, 
with children. Mr. O’Kieffe remarked 
that we ought to try it on color tv.” 


® Yes, something must be done about 
meetings. The man with the pencil sits 
through far more meetings than he should, 
but I have learned that the creative meet- 
ings which send him back to his pad or 
typewriter with the greatest zeal are often 
those which provoke the hottest argu- 
ments. 


® In this search for other ways out of our 
anxiety neurosis which may be of practical 
value to the advertiser who is looking for 
more than a hunch, I offer a few dimly 
lighted lamp posts. 

Over the last 25 years, it has been my 
privilege to get acquainted with quite a 
number of highly successful creative men 
in our field. 

If there is any one common denominator 
I have observed in them, it is an almost 
passionate curiosity about things. This 
curiosity expresses itself wherever their 
activities take them, whether it is a coun- 
try auction or the Metropolitan Opera, the 
corner drug store or a World Series, a 
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service station or a political convention. 

In looking for creative people, I am al- 
ways most interested in those who have 
an almost naive curiosity about life. 

It is far easier to write even a good 
speech on advertising than to write a good 
ad, and there is no rule as to what consti- 
tutes a good ad. 

One time I saw a sign in a yard near 
a lake which read, “WORMS WITH FISH 
APPEAL.” I think that was an excellent 
ad for its purpose. I think Julian Watkins, 
with different standards of measurement, 
collected 100 excellent ads. But the search 
goes on and on. 


® In looking for some common denomina- 
tors of good advertising, we have a phrase 
which is used constantly in our shop. It is 
what we call “inherent drama.” 

I have learned that this so-called in- 
herent drama exists in almost every prod- 
uct and service. 

In some cases, such as a new type dome 
car or frozen soup, it is relatively easy to 
find. In other cases, such as a can of peas, 
a package of cereal, a bar of soap, a sack 
of flour, a tank of gasoline, a cigaret or a 
piece of plumbing, you sometimes have to 
dig for it and for ways of interpreting it 
which will lay it before the reader or 
viewer with great simplicity and direct- 
ness, still with engagement and interest 
and, of course, with great believability, 
without tricks or obvious borrowed in- 
terest. 


= It is what the manufacturer had in 
mind in the first place when he conceived 
the product. It is the most direct route to 
the mind of the reader or viewer. It is 
always honest and believable. It is always 
there if you dig hard enough for it, and 
there are always fresh ways of projecting 
it. 

Inherent drama does not necessarily 
deal with the nuts and bolts, but through 
its disarming headline, its illustration and 
its over-all forthrightness it gives the ef- 
fect of news, even in an old product, and 
has about it a feeling of naturalness which 
gives the reader an emotional reward and 
makes him feel good about it. 

By inherent drama, I mean putting a 
piece of red meat against a red back- 
ground to express the virility of meat; I 
mean that a cake is symbolically the high- 
est achievement in the art of baking and 
that this calls not only for appetite appeal 
but for simple, dramatic glorification. I 
mean a red-headed kid wondering what 
has happened to his corn flakes. I mean 
peas that are harvested in the moonlight. 
I don’t mean graphics only. I mean the 
idea, the headline and the personality of 
the ad or the commercial as a whole. I 
mean any and all advertising which starts 
and ends with the product itself, but man- 
ages to make it arresting and compelling 
in the process. 


® How to capture inherent drama and 
thereby sell more goods is not in the 
books, but it is a part of the instinct and 
in the bloodstream of many good advertis- 
ing people. 

The greatest thing to be achieved in ad- 
vertising, in my opinion, is believability, 
and nothing is more believable than the 
product itself. 

Automotive engineers use the phrase, 
“blow-by,” to describe the amount of un- 
burned gases that get by the piston rings. 
Many ads and commercials, in my opin- 
ion, have too much “blow-by.” There is 
very little ignition. 

I wish I could be more explicit. In- 
herent drama is captured not by effort 
alone. According to my observation, it 
comes only after saturating yourself with 
a subject, in what has been called a “mo- 
ment of fortunate lucidity.” 


® To arrive at that fortunate moment, I 
cannot stress too strongly the importance 
of first steeping yourself with a subject 
and letting it percolate. This is one of the 
main points in Jim Young’s excellent book, 
“The Technique for Producing Ideas,” 
which I regard as one of the finest things 


ever written on the subject of advertising. 
[Published by ADVERTISING AcE, $1.25.] 

Contrasted with this, an account execu- 
tive once asked a client for two extra 
weeks to develop an idea. The client, im- 
patient of the delay said, “If you’re going 
to have an idea, have it now.” 


® I have learned that the public does not 
know what it wants and that there is 
really no sure way of finding out until 
the idea is exposed under normal condi- 
tions of sale. I believe it was David Belasco 
who said, “The art of showmanship is to 
give the public what it wants just before 
it knows what it wants.” 

If people could tell you in advance what 
they want, there would never have been 
a wheel, a lever, much less an automobile, 
an airplane, an electric refrigerator or a 
tv set. There would never have been a 
Barnum and Bailey circus, a “South Pa- 
cific” or a modern magazine. Somebody 
with the urge, the inspiration and the 
drive had to think it up and push it 
through. 

That goes for new advertising ideas, too. 
Somebody has to think them up and push 
them through. And somebody has to have 
imagination and guts enough to buy them. 


® I have learned that a sense of timing 
is important in advertising, not only in re- 
lation to competition, but as to what will 
catch on with the public in terms of its 
current moods and interests. 

Cadillac’s famous “Penalty of Leader- 
ship,” written for a specific purpose 
against certain conditions, is an example. 
Although it has stood up over the decades 
as a wonderful piece of philosophy, it is 
doubtful whether an assumptive essay of 
this kind would serve an effective selling 
purpose today. Then again, it might. The 
point is that Theodore F. MacManus had 
an incredibly sensitive sense of timing. 
You can’t research it. You have it or you 
don’t. 


® This is probably the greatest bromide 
of the day, but I have learned the hard 
way that continuity of advertising is one 
of its most essential principles. I am al- 
ways impressed by the comment of John 
Wanamaker who said, “I realize that half 
the money I spend on advertising is wast- 
ed, but the trouble is, I don’t know which 
half.” 

In my opinion, sheer familiarity with 
a brand and a friendly feeling toward it 
says value to the consumer more clearly, 
more convincingly than the word, “value” 
itself. 

It seems axiomatic that you have to 
make a friend before you can effectively 
make him a proposition. This principle is 
recognized by some of the modern dis- 
count houses to a greater extent than by 
some of our leading national advertisers. 


® In our own shop, we know that one of 
the most exciting and believable things 
we can say about a product is that it’s 
“new from Campbell’s,” “new from Kel- 
logg’s,” “new from Pillsbury,” or “new 
from Procter.& Gamble.” (These are in 
alphabetical order and a complete list of 
clients will be furnished upon request.) 

Impact is necessary, of course, but too 
many advertisers are disappointed by the 
results of a single 13-week splash. None 
of us can underestimate the glacier-like 
power of friendly familiarity. The simple 
fact is that the better people know you the 
better they like you and accept your prop- 
osition. 


® I have learned that you can’t have good 
advertising without a good client, that you 
can’t keep a good client without good ad- 
vertising, and that no client will ever buy 
better advertising than he understands, or 
has an appetite for. 

I have learned that a good ad which is 
not run never produces sales. 

I have learned not to write down to the 
reader any more than a successful movie 
or book or a magazine article writes down 
to him. 

Too many ads that try not to go over 
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Pure-Pak ad.) 


prepare to shed it. 


these advertisers get? 


Ever notice how much cleaner milk tastes, protected in glass? 


That's because nothing can get in co spoil the eweort, fresi fle 
against all contamination in pure glas. And don't vou find it keem better, tao? Why dows vou eff 


vour local dairy now and tell them you want all the mw 


CLAS CONTMIER WANOPEE TURERS INSTITUTE, @ PORE HENCE, TEM DOHA 


Some months ago, the previous filler of this space went out of his way to 
take a hefty swing at a paper milk container ad. (Okay, if you insist—at a 


It is entirely possible that, if this stand were still under the old management, 
this ad for the Glass Container Manufacturers Institute of 99 Park Ave., New 
York, might get a nice little pat on the back. However, if you have ever had 
any doubt about the independence of either this column or this newspaper, 


® We think this ad about as ineffective as our predecessor thought the Pure- 
Pak ad—and, strange as it may seem, for just about the same reasons. 

We've tasted milk not only out of paper containers and glass bottles but out 
of tin containers, cold and damp and fresh from a spring house. That was milk. 
Frankly, we haven't noticed that milk tastes cleaner when it comes out of glass. 

The copy says that, in glass, nothing can get in to spoil the “sweet, fresh 
flavor.” Can anything get into a paper container? Copy asks if we don’t find 
it keeps better in glass, too. Answer—not particularly. 


® Then—the copy suggests we call our local dairy now, and tell “them” we 
want our milk safely sealed in glass. Why? Our dairy delivers it in glass right 
now. So do most dairies we know. Only place we get milk in paper containers 
is at our grocer’s or the local delicatessen. 

And let’s be realistic. Who the heck considers it important enough—outside 
of the Glass Container Manufacturers Institute, and its advertising agency— 
to phone one’s dairy and insist it deliver all its milk in glass? How fanciful can 


or when milk comes te put protecgee 


ik vour ferily uses safely sealed in glow 


the reader’s head end up beneath his 
notice. 

Shirtsleeve English is all right, I guess, 
but if you need more than four letters or 
four syllables to express an idea, I believe 
you should use them to communicate your 
thought. The main problem is to start 
with an idea. 

Also I believe people generally have a 
much higher appreciation of really good 
art and photography than we give them 
credit for. 


Although this may seem like a contra- 
diction, I have developed a great appetite 
for earthy, vernacular words and phrases 
and picture words as the quickest way to 
the human mind, provided they don’t 
overshadow the idea itself and provided 
they do not seem cute or contrived. 

I have in the corner of my desk a folder 
entitled “Corny Language.” I do not mean 
maxims, gags or slang in its ordinary 
sense, but words, phrases and apt analo- 
gies which convey a feeling of sodbuster 
honesty and drive home a point. I some- 


times run across these phrases in a news- 
paper story or in chance conversation. I 
chuck them into the folder and one of 
them might show up in an ad years later. 


® I have learned that a really good ad can 
be better and more rewarding than the 
editorial content of the magazine or news- 
paper in which it appears, and I have 
heard people say of certain tv programs, 
“The best thing about that show is the 
commercials.” We in the advertising busi- 
ness are in constant competition with the 
best editors, publishers and producers—in 
concepts and in craftsmanship. Let’s try 
to put them on the defensive and keep 
them there. As a result we shall have bet- 
ter magazines, better newspapers and 
better tv shows. 

I have learned to take a lot of notes, 
particularly in client meetings. In report- 
ing a meeting it is easy enough to jot 
down key points, but my practice is to 
capture the actual words used by good 
salesmen and executives—words which 
they use naturally and instinctively as a 
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In Chicago, it takes 2 — 
to get rolling 


No single daily newspaper reaches even half your Chicago-area 
prospects. It takes Two. For greatest unduplicated coverage, one 
must be the... 


CHICAGO 


SUN -TIMES 


211 W. Wacker Drive, Chicago © 250 Park Avenue, New York 


READERSHIP CONCENTRATED WHERE MOST OF THE BUYING IS DONE! 


REPRESENTED BY: SAWYER-FERGUSON-WALKER CO., LOS ANGELES, SAN FRANCISCO, PHILADELPHIA, DETROIT, ATLANTA * HAL WINTER CO., MIAMI 
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means of selling goods—but which “ven 
the most gifted copywriter couldn't ¢ eam 
up in a month of Sundays. 

I have learned that the reputation of 
artists’ not being good spellers is un- 
founded. I know two who are. 


® I have learned that creative ideas flour- 
ish best in a shop which preserves some 
spirit of fun. Nobody is in business for 
fun, but that does not mean there cannot 
be fun in business. 

When we produce ads or commercials— 
even when we produce weighty docu- 
ments—we are never quite happy unless 
we believe they are fun to read, to look 
at or to listen to. 

By fun, of course, I mean a friendly 
kind of humanness—a minimum of starchy 
shirts, protocol and formalized procedures. 


= Generally I like to look on our own 
shop as kind of a barefoot agency which is 
mentally always trying to put itself into 
other people’s shoes—a working ranch 
rather than a dude ranch. 

I have learned to plan the sale when 
you plan the ad, to try to imagine what ef- 
fect that ad will have when the customer 
gets within the four »valls of a store. 

A small thought in full color still can’t 
live. On the other hand, a big thought on 
any kind of paper or cardboard will pro- 
duce results. 

I have learned to practice what I call 
“constructive dissatisfaction”—keeping at 
a job, doing it over and over again, if 
necessary, until it “feels right.” 

Feeling about an ad or a commercial is 
a composite of all your experience, hunch- 
es, judgment and observations synthe- 
sized through your own head and heart. 
This means that I am never quite happy 
about an ad, even after the client has 
okayed it or even after it appears. There 
is always some part of it that could have 
been done better. 


® I have learned that people should be 
made to want your goods, not constantly 
induced to buy them. In terms of cut 
prices, coupons, combination offers and 
other inducements, one advertiser’s dollar 
is no bigger than his competitor’s, unless 
that inducement is made against the back- 
ground of a superior quality reputation. 
You can never win by fighting expedien- 
cy with expediency alone. 

I have learned that trying to guess 
what the boss, or the client, wants is the 
most debilitating of all influences in the 
creation of good advertising. 

I have learned that it pays to fight for 
concepts and causes that may appear un- 
popular at the moment, rather than fol- 
lowing the course of quick and easy agree- 
ment. The other fellow’s point of view 
must be respected and pure stubbornness 
never wins, but if you have the facts on 
your side and honest conviction in your 
heart, you rarely lose by fighting your idea 
all the way. 


® I have learned to respect ideas, wherev- 
er they come from. Often they come from 
clients. Account executives often have big 
creative ideas, regardless of what some 
writers think. Stenographers and mail 
room boys often come up with good ones 
if they are given the chance. Or they 
might come from a publisher’s represen- 
tative, a printer, or a premium house. An 
idea, like an infant, doesn’t pick its par- 
ent. 

I have learned that the greatest single 
thing to be achieved in advertising is 
believability. 

Good advertising does not just circulate 
information. It penetrates the public mind 
with desires and beliefs. This is an old 
gag, but I am always impressed with the 
fact that very few people can recognize 
a picture of De Witt Clinton, yet, as you 
know, his picture appears on the revenue 
stamp on all cigaret packages. 

A lot of advertising apparently follows 
the rule that if you can’t be smart, be big 

—regardless of the idea, set the headline 
in big type and use big pictures. A lot of 
movie advertising is like that. What seems 


to be a “hard-hitting” advertisement may 
be just loud and distracting. A turned 
page or tuned switch stops the noise. 

I have learned that any fool can write 
a bad ad, but that it takes a real genius 
to keep his hands off a good one. 

I have learned that it is good practice 
to let the guys and gals who contributed 
see the actual ad or campaign before it 
runs. Too often only a few key people 
see it at that stage. 

I have learned that a $200 trade paper 
ad has often expressed the pulse of man- 
agement better than a $30,000 magazine 
page. 

I have learned that the package itself 
is a great advertising medium. 

I have learned to respect the fitness of 
things in advertising—not only in terms 
of good taste but by giving the ad or the 
commercial a personality which is some- 
how becoming and natural for the product 
it advertises. This also makes for believ- 
ability. 


® I have learned that news is news far 
longer than most clients think it is; that 
the public doesn’t know a new fiscal year 
is started; that change of pace has ruined 
many a good campaign which was just 
getting into its stride; that many a smart 
and conscientious agency has been charged 
with laziness when it has come back with 
what is called “the same old stuff.” 

I have learned that a good ad often de- 
serves repetition and frequently does a 
better job the second or third time than 
it did the first time around. 

I have learned that a really good crea- 
tive man is more interested in earnestness 
than in glibness and takes more satisfac- 
tion out of converting people than in 
“wowing” them. 

I have learned through the Advertising 
Council that “what helps people helps 
business,” and that advertisers, media 
and agencies can enjoy important bene- 
fits from lending generous support to 
worth while public service causes. 


® I have learned that one of the great 
crimes of the advertising business is to 
kick a good creative man upstairs. 

Once a copywriter becomes really great, 
he is customarily rewarded with an ex- 
ecutive title and turned out to supervisory 
pasture. He becomes an elder statesman, 
a judicial character who passes down 
opinions rather than hustles up ideas. 
True, life is easier this way and building 
campaigns is hard labor, but it seems 
criminal to me to see great creative abil- 
ity go to seed just as it reaches maturity, 
if I may indulge in a flowery metaphor. 

This prodigal waste of talent is true in 
no other field of endeavor I know. I think 
it may have grown up in the advertising 
field because of a commonly held fallacy 
that this is exclusively a young man’s 
business. In the sense that success can 
come early and that youth is no bar, this 
is true. But to imply that the best think- 
ing in advertising comes from youngsters, 
is a curious myth foisted on the profession 
by middle-aging creative men who want 
out of harness and to pass the hard work 
on to their juniors in such a way as to 
make the young actually rejoice in wield- 
ing the pick. 


® In point of fact, this tenet that creative 
work belongs exclusively to the young, 
may be partly responsible for the real 
weakness in today’s advertising—a lack of 
assurance covered up by a frenetic spate 
of words. Such a verbal reaction is almost 
inevitable when someone who doesn’t 
know enough about his subject is placed 
in the frightening position of mentor of 
the masses. 

I firmly believe that if a man is good 
enough to be a judge of copy, he is also 
good enough to write it. To us, the term, 
“finished writer,” does not mean someone 
who is through writing, but someone who 
is really set to produce great things. 

After all the meetings are over, the 
phones have stopped ringing and the vo- 
calizing has died down, somebody finally 
has to get out an ad, often after hours. 


Somebody has to stare at a blank piece 
of paper. Probably nothing was ever more 
bleak. This is probably the very height of 
lonesomeness. He is one person and he is 
alone—all by himself—alone. Out of the 
recesses of his mind must come words 
which interest, words which persuade, 
words which inspire, words which sell. 


Employe Communications... 


A Timely Nod to 


By Robert Newcomb and Marg Sammons 


(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 


Labor Day, 1955, has come and gone. A 
fairly painstaking examination of the 
September and October employe journals 
has disclosed that only one company 
had the intelligence and gumption to say 
anything about it. The pale editorial col- 
umns deal with noteworthy causes, such 
as means of avoiding the common cold 
and the values of personal freedom. 
Thanksgiving, Christmas and New Year 
editorials will be with us any day now, 
and you know what they will say before 
you read them. 

In Rome, N. Y., headquarters of Revere 
Copper & Brass, the men in charge of 
communications decided some months ago 
to take heed of an anniversary as signifi- 
cant as Labor Day. With 21 local unions— 
Auto Workers, Steel Workers, Machinists 
and others—the company has some real 
recognizing to do. Revere has a single 
general publication called the “Patriot,” 
edited with skill and good sense by Willis 
L. Peck, and each of its eleven divisions 
has a section or insert of its own. Peck’s 
heavy assignment was to prepare—for 
each of the eleven—a localized tribute to 
good labor-management relations. 


s This was no stuffed-shirt tribute by 
Revere management to organized labor. 
It wasn’t a syndicated statement churned 
out at headquarters, pushed under the 
noses of local plant managements for a 
signature. It was a tailor-made product 
in each case, with a joint statement by 
local management and local union offi- 
cials. Each section or insert carried pho- 
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Magic words. I regard him as the man of 
the hour in our business today. 
* *¢ & 

If you have found anything of value in 
this compost heap of experiences and ob- 
servations, you are mightly welcome to it. 
My parting word of advice is to seep your- 
self in your subject, work like hell, and 
love, honor and obey your hunches. 


Organized Labor 


tographs of union as well as management 
people. 

Here is the tag line of one salute, from 
Revere’s Michigan division: “In the con- 
fident feeling that whatever differences 
exist can always be peacefully and equi- 
tably settled through sincere and patient 
effort on both sides, we, the undersigned, 
representatives of management and labor, 
extend cordial Labor Day greetings to the 
people of Revere.” The undersigned were 
two officials of the local company man- 
agement, twelve members of Local 174, 
UAW-CIO, and four members of the Plant 
Guards union. In Clinton, IIl., the presi- 
dent of the local union of the Machinists 
and a company official jointly stated that 
“for several years, cooperation and under- 
standing between the union and Clinton 
management has resulted in an unblem- 
ished record of harmonious relations. Such 
a record requires of both continued pa- 
tience, tolerance and reasonableness in 
reaching agreements that both parties can 
live with.” 


a And so it went, for 11 editions, to all 
the people of Revere. To quote a union 
official in a company paper, to show a 
photo of a union gathering, to pay the 
slightest tribute to labor on Labor Day 
or any other day—these are practices un- 
heard of in many concerns with union 
contracts. 

The skeptics of management will 
charge: “These joint statements are sim- 
ply mumbo-jumbo, since labor doesn’t 
mean what it says.” These skeptics fail 
to remember that management itself is 
often accused of the same thing. When 
two opposing groups sit down and testify 
to the same general viewpoint, it could 
be at least the beginning of wisdom. 


Just Looking. . . 


Quebec—I thought I had seen about 
everything in the way of motels. I had 
sampled them all, from a reasonable 
facsimile of a Borgia’s palace in Texas 
to a Klazzy Kourt in the Ozarks where 
you could hear the folks breathing in 
the room next door. 

But never anything like the one from 
which I am writing this somewhat 
awestruck report. 

The Motel des Laurentides is situated 
about three miles from the center of 
Quebec City. Its big, luxurious lobby 
opens onto swank shops, a very dim 
and chi-chi cocktail lounge, and the 
famous Bastogne restaurant—the finest 
eating place, perhaps, in this city of 
notable bistros. 


® In the Bastogne, or on the pleasant 
terrace in fine weather, you may dine 
in what the folders call—and they 
aren’t exaggerating—an atmosphere of 
continental sophistication. Or, should 
you be too weary after a day of driving 


By Walter O’Meara 


to dress for dinner, you may have your 
drinks and Chateaubriand Bearnaise 
or Homard a |’Armoricaine in your 
motel room! 

The Laurentides happens to be in 
Canada but it gives you an idea of 
what is taking place all over North 
America. 

Where a few years ago cabins along 
the highways advertised running water 
and flush toilets, motels now offer 
automatic electric heat, swimming 
pools, tv in every room, and free con- 
tinental breakfasts to the Cadillac 
trade. 


® This is one of the big changes— 
significant, no doubt, of a new style of 
living—that you notice in rolling over 
the ground routes of the land. A lot 
of such changes somehow don’t show 
up in statistics, nor are they easy to 
detect on long hops between airports. 
But that makes them no less interesting 
—and important. 


_— 
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Advertising 


The mathematics 
of advertising 


When you add creative minds together 


... you multiply ideas 


... you divide the time it takes to solve a problem 


... you subtract a lot of worries about the solution 


Young & Rubicam, Inc. 


* New York Chicago Detroit San Francisco Los Angeles Hollywood 


Montreal 


Toronto Mexico 


City 


London 
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Salesense in Advertising ... 


Is Your Product One that People 
Don't Think of Very Often? 


By James D. Woolf 


(Mr. Woolf is an advertising con- 
sultant who spent many years as 
v.p. in charge of creative activities 

of the western offices of J. Walter 

Thompson Co.) 

Last night, for the first and only time 
in months, our dessert at dinner was 
watermelon. It was red, ripe, juicy, and 
delicious. “Why,” I asked my wife, “don’t 
we have watermelon oftener?” She 
thought for a moment, 
a puzzled look on her 
face. “I really don’t 
know,” she said. “I 
suppose I just don’t 
think of it very often.” 

Certain kinds of food 
products—meat, bread, 


butter, sugar, salt, 
milk, ete—are daily 
necessities, or nearly 


James D. Woolf 


so, and are such ha- 
bitual purchases that shoppers think of 
them almost automatically. But there are 
many other kinds of products that rarely 
enter the housewife’s mind as she plans 
her daily menus. These infrequently- 
bought products are not necessarily costly 
luxuries or unenjoyable to the family; 
they are bought infrequently for the sim- 
ple reason that the housewife seldom 
thinks of them. 

Elmo Roper has reported (AA, Oct. 3) 
to the Wine Advisory Board that vast 
numbers of Americans fail to buy wine 
oftener because they think of it only rare- 
ly. The Roper survey disclosed that many 
millions of people have a high regard for 
wine, enjoy its taste, consider it moderate, 
think it is healthful, and believe it to be 
relatively inexpensive. Despite this very 
favorable attitude, they consume wine in- 
frequently. Mr. Roper says that the major 
reason, in the interviewee’s own words, is 
that “I don’t think of it very often.” 


ws This problem is by no means con- 
fined to watermelons and wine; any prod- 
uct that is not a “habit purchase” has to 
contend with it. It is possible that tea, for 
example, would be enjoyed with greater 
frequency in the home if more people 
only thought of it oftener. Despite the 
general American preference for coffee, 
perhaps more tea would be consumed if, 
say, once a day, week in and week out, 
the housewife were to see or hear some 
such reminder as this: “Today, why not— 
for a delightful change—surprise your 


Tips for the Production Man... 


family with hot, fragrant tea?” (In our 
home we serve tea only when some 
member of the family happens, quite by 
chance, to think of it, and invariably we 
enjoy it.) 

Doubtless there are many reasons why 
certain kinds of products, as well as cer- 
tain brands of certain kinds of products, 
are thought of only rarely by the house- 
wife. One of the most important of them, 
in my opinion, is infrequency of adver- 
tising impact. 

If there were a Watermelon Advisory 
Board, fer instance, and if I were in 
charge of its advertising campaign, I 
would prefer great frequency of remind- 
ership to great massiveness of impact. I 
would not favor infrequent insertions of 
dominant full-color space in an attempt to 
persuade the American people that the 
noble watermelon is a mouth-watering 
fruit. As in the case of wine, here is a 
product for which millions of consumers 
already have a high regard. No, my media 
and scheduling strategy would have as its 
objective maximum frequency of remind- 
ership during the watermelon season; if I 
could afford daily repetition of insertion 
that is what I would buy. If I could thus 
prod several million housewives into 
thinking of watermelon at least once a 
day, I’d feel sure my campaign would be 
resultful. 


es Nowadays, massiveness of impact—the 
BIG SPLASH—is the vogue in many 
agency circles; no matter what the prod- 
uct, no matter what the problem, no mat- 
ter what the consumer’s shopping habit, 
no matter what the competitive situation, 
giant bleed color pages and spreads get the 
call. Nobody, as far as I know, has ever 
proved the infallible wisdom of this 
media procedure; the problem so far has 
defied solution because of its complicated 
character and numerous imponderables. 
The origin of the BIG SPLASH, as in the 
case of all fads and crazes in the adver- 
tising business, is hard to put one’s 
fingers on. 

There are times, of course, when the 
BIG SPLASH hits squarely at the proper 
objective; there are also times when a 
schedule of constant, unremitting repeti- 
tion of remindership is the common sense 
procedure. If your product is one, like 
watermelon, that shoppers don’t think of 
very often, count ten before you put all 
of your money, or most of your money, on 
the BIG SPLASH. 


Copying Machines Are Wonderful 
in the Ad Department 


By Kenneth B. Butler 
(Mr. Butler is head of the Wayside 
Press and of Kenneth B. Butler & 
Associates, Mendota, III.) 

The new high-speed black on white 
copying machines that are beginning to 
appear in well-regulated executive offi- 
ces have a multitude of handy time- 
saving and money-saving uses in the pro- 
duction man’s office. 

There are a number of makes of these 
machines in successful use. The machine 
is compact, portable, quiet, and clean. In 
just a few seconds you may produce black 
and white copies either from black and 


white subjects, color layouts or color 
proofs, printed ads, as well as material 
written or drawn. The machines operate 
in normal office light, and the copies are 
produced dry. 


a While we wouldn’t recommend these 
machines for replacement of work now 
done by photostating, the quality is still 
good enough to well serve many of the 
needs of the production man, with the 
advantage of having the work done in- 
stantly at your elbow, rather than sending 
it out. Reproductions are actual. size. 

To help you visualize the many poten- 


tial uses for these fast machines, here is 
a check-list keyed to the daily needs of 
most production men: 

1. Copy—to make extra copies of pro- 
posed ad copy for executives, department 
heads, legal department, for typesetter, or 
for the files. 

2. Galley proofs—duplicates for dummy 
paste-up, for legal or departmental okay, 
for desk reference. 

3. Layout—copies of photos for experi- 
mental cropping, for pasting up on 
dummy, reproduction of logotypes, trade- 
marks, hand-lettered heads, and other 
components of a layout. Wonderful, also, 
for making duplicate black-and-white 


On the Merchandising Front... 
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copies of layouts to facilitate copy-fitting 
at compositor’s, for engraver, for legal or 
departmental okay, to send out as guide 
for cost estimates, and for sending copies 
of proposed ads or promotion to road men, 
jobbers, and sales outlets. 

4. Completed ads or promotion—rough 
proofs for merchandising purposes, for 
bulletin-board use, and other situations 
where time does not permit preparation 
of regularly printed pre-prints. 

5. Miscellaneous—extra copies of en- 
graver’s proofs, copies of competitors’ 
ads, copies of testimonials, departmental 
bulletins, copies of news clippings or 
publicity items, etc. 


Shipping Cases—What a Chance 
for a Merchandising Lift 


By E. B. Weiss 
Merchandising Consultant 


I have mentioned in several rather re- 
cent columns my conviction that the ship- 
ping case is destined to benefit from new 
merchandising thinking that will break 
with tradition and make the shipping 
case more responsive 
to the requirements of 
modern wholesale and 
retail merchandising. 

However, there is at 
least one aspect of the 
new attention being 
given the shipping case 
that had not occurred 
to me. This is its use 
as an advertising medi- 
um for those in the 
distributing trade who actually handle the 
shipping case. (The use of the shipping 
case as a sort of advertising medium for 
shoppers as, for example, when shipping 
cases are stacked in front of a store prep- 
aratory to being taken into stock, is noth- 
ing new, of course.) 

With respect to the use of the shipping 
case to win the favorable attention of 
warehouse handlers, stock clerks, etc. 
(and leaving aside such of the newer tech- 
niques as the strip-tear shipping cases, 
etc.) a simply fascinating idea has been 
developed by the Allen B. Wrisley Co. It 
could lead to some truly eye-brow lifting 
variations! 


E. B. Weiss 


® The Wrisley company is putting illus- 
trations on its shipping cartons that com- 
bine humor and cheesecake. I suspect that 
cheesecake takes precedent. 

The theory is that the cheesecake—and 
perhaps the humor, too—will attract the 
eye of some wholesale and retail employes 
whose good will is of some importance to 
Wrisley. The illustrations, presumably, 
will put these employes into a pleasant 
frame of mind, and thus make them 
somewhat better disposed toward Wrisley. 

That theory isn’t at all far-fetched. If 
sexy humor is employed effectively on 
the shipping case, I’m certain it will at- 


tract attention from those who handle the 
cases in the channels of distribution. I 
think, by and large, that the attention 
won will be favorable; sex doesn’t take 
very long holidays, especially among those 
physically able to shove cases of merchan- 
dise around. And I would assume that, in 
some small measure, this will bring some 
benefits to Wrisley. 

But if the idea really clicks—then watch 
out. One person’s cheesecake is another 
person’s pornography! 

Moreover, it isn’t at all improbable that 
the idea may be extended into other vari- 
ations. For example, why not apply the 
comic book concept to the shipping car- 
ton? It might be extremely logical. I dare- 
say that the case-wallopers include more 
than one comic book fan! Of course, the 
“boss” might object, because then the time 
saved by a strip-tear feature would be lost 
while the employe reads and re-reads 
the latest instalment of the comic-book 
serial on the shipping carton. 


® In any event, if it weren’t for my deep 
love of that which is new, I imagine I’d be 
tempted to sigh sadly, “And what will 
they think of next?” Maybe somebody 
will get the notion, for example, that, in- 
asmuch as the fashion note is being ap- 
plied to the promotion of merchandise not 
even remotely connected with ready-to- 
wear (soft drinks, for example, and some 
cigaret advertising, too), it might be an 
idea to put gorgeous fashion illustrations 
on the shipping carton. The expectation 
here would be that then the retailer might 
be more inclined to use the shipping car- 
ton as floor display! And, as a matter of 
fact, even the wholesale and retail han- 
dlers of cases might find an allure in the 
fashion illustrations. 

All these things could happen—prob- 
ably will. But I rather believe that a bit 
more of solid accomplishment will be re- 
corded by manufacturers who improve 
their shipping cases with ideas that will 
accelerate wholesale-retail turnover; cut 
down handling time, etc. And yet I’ll ad- 
mit that Marilyn Monroe on a shipping 
case—hmmm! 


Looking at Radio and Television... 


Culture, Ratings and People 


By The Eye and Ear Man 
What ever happened to the least com- 
mon denominator audience? Despite the 
applause everyone gives to NBC and its 
ambitious plans to insinuate culture into 
all programs, the insinuation seems to 


have overpowered both CBS and NBC to 
a degree that tends to jeopardize the ad- 
vertising appeal of mass audience pro- 
gramming. And, as if that weren’t bad 
enough, it is slopping over into the com- 
mercials. 
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n newsstand sa 


That’s what the October 1955 Issue of Sports Afield sold over October 1954... 


and heres why! 


Because Sports Afield doubled the number of editorial pages in its feature section and 
doubled the number of 4-color pages in that same section, too (effective with the October 


issue and for each issue thereafter )—something sensational has happened! 


This was the largest October newsstand sale 


in Sports Afteld’s 69-year history 


And remember, gentlemen, that’s only the beginning. 


PORTS Arie 
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Many of our biggest advertisers have 
flatly refused to move to New York, the 
seat of insinuated tv culture, lest they be 
contaminated by the sophisticated station 
wagon, Connecticut, hard-drinking, hard- 
living set. Detroit, Akron, Pittsburgh, Cin- 
cinnati, etc., remain the feet-on-the- 
ground, hard-drinking, hard-living mid- 
western counterparts, but, with much 
more of a “cross-section of America” view 
of life. 


® Recently on television the viewer has 
been treated to some good and bad gran- 
diose programs. From preliminary rating 
reports, they really lay there. 

1. “Three for Tonight” was a spectacular 
sponsored by General Foods that ran three 
to one behind the ABC fight—a good one. 
The show was popular on Broadway and 
was composed of Harry Belafonte, a Ne- 
gro song stylist specializing in ballads, and 
Marge and Gower Champion, a dance 
team. This act went over big with the arty, 
crafty, gay Broadway crowd, but for the 
great uncultured public—plop. 

2. “The Skin of Our Teeth” was the 
strangest combination of pseudo-culture 
and mass confusion yet perpetrated on the 
great American public. The “Department 
of Utter Confusion” in staging, adapting 
and acting began at once, and without 
doubt, a bewildered audience must have 
stayed with it just to see if their eyes were 
playing them tricks. Here again the rating 
was about half that of its major competi- 
tion. 


= 3. “Cyrano de Bergerac,” a classic theat- 
rical piece, which was very well done in 
the fine old theater manner, attempted to 
effect a compromise between culture and 
good theater and almost succeeded. But, 
to the tired worker in his underwear, with 
his can of beer, this kind of grandiose 
costume play can only be a poor substitute 
for comedy in the Hope-Berle manner. 

4. Noel Coward and Mary Martin, the 
clinker to end all clinkers. The vanity of 
two singers who think they can fill out 90 
minutes alone is incredible. To be sure, 
Mary Martin has a warm personality that 
has proved effective in small doses, but 
Noel is a dated, superficial flash-back to 
the 1920s, who needed American titles and 


G. D. Crain Jr. Says... 


a firm censor. By what right does this 
guy sing songs that contain “wet the cot,” 
“roll in the hay,” “Hell,” and implica- 
tions that a missionary named Harry 
was playing hankie-pankie with a 
bunch of native cuties? Does CBS feel 
that Mr. Coward’s reputation is so 
great that he is beyond the pale of the 
censorship they impose on little old billion 
dollar, blue-chip clients? Well, let me tell 
you, kiddies, the little old ladies just out- 
side of the upper 1% mansions never 
heard of Mr. Coward. Has he ever been in 
a Ma and Pa Kettle movie? Has he ever 
been on Fibber McGee and Molly, or in an 
Autry Western? Nosirree. He just doesn’t 
rate with the mass audience we so dearly 
hope to influence with our simple fare. 
I’ll bet he wouldn’t even be caught dead 
in a Ford. 


®@ It’s okay to blame the stuffy, culture- 
happy networks for this kind of behavior, 
but how can you excuse the commercial 
writers, who seem to be getting caught in 
the same web of being so close to the 
clever, clever, witty, witty sophisticated 
book-reading, art-museum, dance-recital 
lovers and hi-fi classical music mob that 
they lose sight of what makes them a liv- 
ing? 

Go back before it’s too late! Back to 
riding the subways, the buses, the Staten 
Island Ferry, if you must live in New 
York. Walk through the Lower East Side 
or the Bronx. Take a slow train to Bridge- 
port, Easton, New Brunswick, and take a 
good look at your real public—that cross- 
section of humanity which buys the prod- 
ucts sold to everyone in every walk of life. 
Ask yourself how come the “$64,000 Ques- 
tion” is the top-ranking show today. Get 
off that jag of being so cute and clever 
your friends no longer sniff at your borax, 
hard-sell advertising. 

Maybe all advertising agencies should 
have a training course which requires all 
executives in all departments to sell some 
simple item like pork sausage or vacuum 
cleaners door to door. Would that ever 
shake the clever ones out of this insane 
sophistication that leads only to the 
Cartier crowd? Most executives in New 
York, they say, have humble midwestern 
farm origins. Back to the farm, boys. 


This Association Effort Has Paid Off 


Now and then observers of the business 
scene remark that trade and professional 
organizations are so numerous and the 
results of their efforts so dubious that it 
is a serious question whether the expend- 
iture of the time and money their work 
requires can possibly be justified. 

To those who question what organized 
effort can accomplish, I would like to 
point to the Southern Newspaper Pub- 
lishers’ Assn., whose work in the field of 
newsprint production has not only bene- 
fited the newspapers but contributed 
mightily to the industrial expansion of the 
South. 

At its recent convention in Hot Springs, 
Ark., reports were made indicating that, 
by 1957, the capacity of southern news- 
print mills will be 757,000 tons a year. 
When it is realized that the first ship- 
ment of southern newsprint was not made 
by the Southland Paper Mill, Lufkin, Tex., 
until 1940, the development and expansion 
of the newsprint industry in the South 
in that relatively short time seems to be 
almost fantastic. 


® This growth and development are a di- 
rect result of the work of SNPA. The first 
meeting of this association which I at- 
tended was held at Asheville, N.C., in 


1931, and it was here that Dr. Charles H. 
Herty, who is generally credited with 
having laid the foundation for newsprint 
production in the South, reported his con- 
clusions that making paper from yellow 
pine was entirely practicable. 

He was working in a laboratory and 
pilot plant in Savannah, Ga., financed by 
the state of Georgia and the Chemical 
Foundation, and his inspired researches 
and demonstrations proved beyond ques- 
tion that a southern newsprint industry 
was entirely possible. Although many 
newsprint experts insisted that yellow 
pine was not suitable for newsprint man- 
ufacture, Dr. Herty was proved to be 
right. He died in 1937, before the first 
tonnage was produced in a southern mill. 

It sounds simple to say that since a 
thing can be done, there are no problems 
about getting it done. The SNPA not only 
had to solve the technical and engineering 
questions related to newsprint production, 
but to organize, finance and operate an 
actual company producing newsprint. This 
took a lot of time and effort, with the 
association’s committees working at every 
facet of the problem. This meant putting 
their own capital into the operation, plus 
making contracts to purchase the output 
of the mill. Other capital was likewise en- 


listed, and the result of efforts started 
seriously in 1934 was the formation of the 
Southland Paper Mill. 


® The success of this enterprise led to the 
organization of the Coosa River Paper Co., 
whose plant is located at Coosa Pines, Ala. 
Here again it took association effort 
and promotion to get the project rolling, 
with publisher money and paper contracts 
once more playing an important role in 
setting up the company. Kimberly-Clark 
purchased a substantial amount of stock 
also, and was given a contract to manage 
and operate the mill. 

Now both Southland and Coosa River 
are expanding, having made successful 
records in newsprint production and re- 
turns to their stockholders, and it is no 
longer so difficult to interest paper com- 
panies in southern newsprint operations. 
The Bowater Paper Corp. has a mill at 
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Charleston, Tenn.; International is now 
completing one in Mobile, Ala., and Hud- 
son Pulp & Paper Corp. is considering 
adding a newsprint plant to a new mill in 
Palatka, Fla. So the southern newsprint 
industry is off and running. 


® With newsprint consumption continuing 
to rise, because of world-wide increases in 
demand, supply inadequate to meet all of 
the calls upon it, and prices threatening 
to rise still higher, the SNPA newsprint 
campaign has obviously been enormously 
successful. Publishers supplied by south- 
ern mills tell me that the paper is high 
grade and, in the opinion of their press- 
men, superior to the Canadian product. 
And the entire southern community has 
benefited from the establishment of a 
large and important new industry. 

Association work such as this can and 
does pay off in a big way. 
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By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 


In a great Texas store some time ago, 
an ad was thrown in front of me by a 
buyer, who asked: “Why didn’t this 
lousy ad sell chairs? [Not the ad or the 
store represented above.] It was a ter- 
rific buy. The people should have come 
running, but nothing happened.” 

It didn’t take much analysis to find 
the difficulty. For it was right in the ad 
—or at least most of it. Sometimes, the 
cause of a flop is entirely outside an ad. 

The ad above is as strong as the Texas 
ad was weak. Some of this ad’s virtues: 
Human interest; the pics are hard not to 
see and study; great headline ingredi- 
ents are present—benefits and favorable 
adjectives. 


® The store was wise enough even to 
give the dimensions of the chairs. Most 
buyers, hence ad departments, don’t put 
such details in ads. It’s a mistake not to, 
for 10 to 20% of chair prospects need 
a fairly small easy chair on account of 
space limitations. Another 10 to 20% 
have to have an outsize chair—to fit the 


Looking at the Retail Ads 
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spe 
the latest in comfort! our most-asked-for chair today 


POPULAR SWIVEL ROCKERS 

in three wonderful, savings-priced styles 

Just about the biggest cheir valve ever fone 

The swivel rocker! It's @ smart lounge chair, same favorites thet were o fest sell-ovt 

lazing rocker, # turns to the best in July. And re priced for the seme 

ome in. call every day estng for Snead pt styles for your hore, now. 9 @ “ 2: 
’ 


HURON) CMW TOW m treed tenet MURRONT RORTMAMR foe Low wal 


BUY NOW ‘USE HUDSON'S CONVENIENT PAYMENT PLAN OM MAMY PURCHASES OF 125 OR MORE 


ly priced 


‘85 


our 720 


it! And we've just got ¢ new shipment i+ 
The ’ 


3s. Choose from modern tre 


head of the house. With no dimensions 
present, you may lose both those groups, 
as well as those in the middle. 

This ad tells colors of the chairs in 
each of the upholstery fabrics. The flop 
in Texas said: “Nice assortment of dec- 
orator colors.” If there is a way to be 
more diffuse and secretive than that, I’m 
not sure of it. Upholstery was “brocade 
and matelasse.” Try to figure out what 
a brocade or matelasse is in a decorator 
color on a chair you don’t know the size 
of, and then you’ll understand why some 
ads are built to flop. The flop is de- 
signed right into them. 


® This ad claims the chair is an out- 
standing value—and the store’s reputa- 
tion is such as to make the claim be- 
lieved. The ad mentions a sellout of 
these chairs before at the same prices. 
People like what’s popular and success- 
ful. The ad has an urge to action. As a 
matter of fact, this is a working ad. It’s 
a strange thing more stores in more 
cities don’t create working ads habitual- 
ly. 

The ad you see above produced a sell- 
out the first day—and the quantity on 
hand was very large. 
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It Ss Selective! The editors of The American have The American Magazine. Because they believe in The American, 
deliberately written a magazine that would appeal to the self-interest _ they respond to its advertising! If you want a select, responsive group 
of a young, energetic, successful group of family readers. Through _— of family readers—rather than a number of mere glancers—then 
the years, these loyal readers have been conditioned to believe in __ the best investment for your advertising is The American Magazine. 


The American Magazine... It moves goods because it moves people! 


The Crowell-Collier Publishing Company, 640 Fifth Avenue, N. Y. 19, Publishers of The American Magazine, Collier's and Woman's Home Companion 
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Nepotism, Crumbler of Empires, Topples 
Businesses Too, Management Group Finds | 


New YorkK, Nov. 1—It handi- 
capped Carthage in the struggle 
with Rome. It later led directly to 
the downfall of the Roman Empire. 
It was a major evil of the medieval 
church. 

Today it tends to reduce the 


profits and lower the efficiency of | 


American business organizations. 
It is nepotism, the policy of plac- 
ing relatives in positions of author- 
ity, without regard to their merit 
or qualifications. 

When nepotism occurs in a pub- 
licly held corporation, the Amer- 
ican Institute of Management says 
in a report issued today, both em- 
ployes and shareholders suffer. 
The report is based on an AIM 
study of 23,000 companies, 51% of 
which give preference to relatives, 
friends or proteges in appointment 
to executive positions. 


® Citing specific cases, the insti- 
tute notes the histories of two 
major manufacturers of machine 
tools. “Company A at one time 
paced the industry,” says the re- 
port, “largely as a result of patents 
secured by its president and found- 
er. The founder’s sons were 
brought into the company at ex- 
ecutive level. 

“Their effect upon the company 
could not be distinguished during 
the lifetime of the president, who 
dominated the company complete- 
ly. Upon his death, however, when 
one of the sons assumed the presi- 
dency, the lack of administrative 
vigor and ability became readily 
apparent,” the study continues. 

“Within a decade the company’s 
technical leadership in its field had 
been successfully challenged by a 
second company. Company B, 
headed by a president selected only 
for his proved ability and experi- 
ence, rapidly increased its domina- 
tion of the field.” 


= But Company B, it’s explained, 
failed to profit by its competitor’s 
hard-learned experience. Hanni- 
bal-like, it placed the president’s 
sons in executive capacities, while 
Company A, reversing its field, 
dumped the founder’s family, and 
replaced them with capable, pro- 
fessional executive personnel. 

Result? Within another decade, 
the picture had been transformed, 
and non-nepotist A once again 
dominated the field. 

Despite the extent of this evil, 
AIM interviewers found that most 
organizations were not even aware 
of the problem. In fact, says the 
report, executives of companies 
that do not have anti-nepotist pol- 
icies are ready to condemn the 
practice in government as “inef- 
ficient, unethical, enervating and 
immoral...It is exactly the same 
in business,” the report continues, 
“even, perhaps, illegal, since it 
may well violate the legal doctrine 
of the fiduciary nature of an officer 
or director’s relation to the compa- 
ny.” 

Although nepotism is a common 
practice in Europe, says AIM, it is 
alien to American principles. (The 
word comes from the Italian nepo- 
ta, meaning nephew.) Jackson 
Martindell, president of the insti- 
tute, attributes the practice largely 
to the inheritance tax. 


Over!50 different drawings 


of all types of MEN: Pointing, | 


running, walking, laughing, etc. . 
16 pages 5).x8).. Sharp black & 
white proofs ready to clip and 
paste in any layout. enny *2 
Postpaid 
satisfaction guaranteed 
LAMB’S A PT’ SERVICE 
32 Sunnyside Rd. Scotia, New York 


| “Today,” he says, “the owner of 
a large company cannot easily pass 
control to his children, so he some- 
‘times tries to assure positions of 
authority for them whether they 
| warrant them or not. The top posi- 
_tions are thereby inherited, though 
the actual control is not.” 


® Noting that the practice can and 
does lead to struggles for control, 
to stockholder dissatisfaction, to) 
proxy battles, to customer uneasi- | 
ness and to public suspicion, AIM | 
points out three major dangers | 
stemming from it: 

1. An artificial limit is placed on 
choice of men for top positions, 
thus defeating any program of ex- 
ecutive development. 

2. Choice of executives is made 
through criteria not related to the 
interests of the business. 

3. Rights of the stockholders are 
subverted, and the public character 


Runyon 


BRAND NAMES—Roy G. Lucks, president of California Packing Corp., 
learns about the bumper crop of sales expected from name brands 
in 1956 from Everett M. Runyon, general advertising and promo- 
tion manager of his company as well as a director of Brand Names 
Foundation, and Emerson Foote, exec. v.p., McCann-Erickson, and 


Foote 


also a director of the foundation. 


Lucks 


of the company is made secondary | 
to the interests of a family. 


As a direct result, a company 
might 


experience 


difficulty 


Advertising Age, November 7, 1955 


holding employes in the lower 
echelons, since they recognize the 
impossibility of moving to the top. 
The directors, AIM says, must as- 
sume responsibility for the fault 
because they represent the owners, 
and because the “fiduciary nature 
of their posts requires them to put 
the company above their private 
interests and those of their of- 
ficers.” 


Hutchins Adds Trimble; 
Names Tomkinson A.E. 

Trimble Inc., Rochester, N.Y.., 
manufacturer of baby furniture, 
‘has appointed Hutchins Advertis- 
‘ing Co., Rochester, to handle its 
jadvertising and sales promotion. 
Consumer magazines, trade publi- 
cations and direct mail will be 
used. Charles L. Rumrill & Co., 
Rochester, formerly handled the 
account. 

A. Russell Tomkinson, formerly 
an account executive with Horton- 
Noyes Advertising Co., Providence, 
has joined Hutchins as an account 


in executive. 


| 
| 


| 


ocnnnmmenmnt tee 


SHARPENING SALES IN 


At the conclusion of your campaign you are 
furnished a complete report, such as is illus- 
trated here, of all work done for you by Hearst 
Marketing Service. 
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Lawsuit Seeks 
Sunday Closing for 
Dayton Supermarkets 


DayToNn, O., Nov. 1—A suit seek- 
ing temporary and permanent 
court orders to close Dayton area 
supermarkets on Sunday has been 
filed in common pleas court here. 

The suit was brought by John 
R. Ensley, who is an assistant city 
attorney but sued as a private citi- 
zen. Named as defendants were 
Liberal Markets Inc., the Kroger 
Co., Albers, Gershaw’s, Woody’s 
market in West Carrollton, Doro- 
thy Lane Market, the Food Fair, 
Mantias Superette and Owen’s Su- 
per Market. 

The suit charges that Sunday 
openings by the supermarkets are 
in violation of Sec. 3773.24 of the 
revised code of Ohio. The section 
reads: “No person shall engage 
in common labor or open or cause 
to be opened, a building or place 


| quire a person in his employ or | 
under his control to engage in_ 
common labor on Sunday. 
“This section does not apply to 
work of necessity or charity, and 
does not extend to persons who 
conscientiously observe the seventh 
day of the week as the Sabbath, | 
and abstain thereon from doing | 
things prohibited on Sunday.” | 
Dayton area _ supermarkets 
opened Oct. 23, for the first time | 
on a Sunday. Operators said busi- | 
“ness was good, considering it was | 
‘their first Sunday opening. They 
predicted that business would in- 
crease when the public becomes 
accustomed to Sunday shopping. 


A. C. Nielsen Boosts Three 


A. C. Nielsen Co. has promoted 
three account executives in its) 
food-drug division. Elbert B. Kamp 
has been named v.p. of client serv- 
ice in the Chicago office. Jack A. 
Ross and Carlyle M. Wall have 
been appointed v.p.s of client serv- 
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: “Dress Right... 
nglelones You Can't 


ADVANCE PUSH—Wisconsin State Journal, Madison, put together an 
eight-page section to promote fall sales of men’s wear, using as a 
head the slogan of the American Institute of Men’s and Boys’ Wear: 
“Dress Right—You Can’t Afford Not to.” Back cover of the section 
was taken by Ed. Schmitz & Sons, one of the cooperating Madison 


. 


for transaction of business or re- 


ice in the New York office. retailers. The ad’s head reiterated the slogan. 
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Alexander Smith, 
Mohawk Merge, Form 
Masco Industries 


| 
| 


NEw York, Nov. 1—A new giant 

in the carpeting field will be cre- 
ated by the merger of two big car- 
pet makers, Mohawk Carpet Mills 
and Alexander Smith Inc. 
_ Merger plans have been ap- 
proved by directors of the two 
companies, and the merged com- 
| pany will be known as Masco In- 
dustries. 

Assets of the merged company 
will amount to slightly more than 
$100,000,000. 

Combined 1954 sales of Mohawk 
and Alexander Smith totaled 
$93,955,166, compared with sales 
of $68,211,827 for Bigelow-Sanford 
and $62,224,328 for James Lees & 
Sons, which rank first and second, 
respectively, in the carpet industry. 


® Sales of Alexander Smith have 
been declining in recent years. 


INDIVIDUAL MARKETS 


How the Famous Hearst Marketing Service Helps 
Advertisers in Hearst Newspapers Get Top Results. 


The Hearst Newspapers listed here make 
available a Flexible Service, geared to work 
constructively on almost any Sales Problem. 


1. Our work in each city moves under the 


in the campaign. 
direction of your Divisional Sales Manager. 


6. They make store checks of Shelf Stocks 
2. Our Operating Controls are practical | of your own and competitors’ products. 
Tools, in each Market, for handling the mar- 
ket and setting up working sales machinery 


for its City and Suburban Divisions. 


3. We supply Routed Lists of Retailers for 
important retail business classifications. 


7. They install window, aisle, counter and 
shelf displays. 


8. They uncover new outlet prospects and 
report these to your Local Sales Office. 


9. As new problems and needs develop our 
staffs go out to do the things that you feel 
best fit your plans and strategy. 


We have no cut-and-dried pattern. The bet- 
ter we understand your plans the more intel- 
ligently we can work in the many services 


we are equipped to supply. 


4. Groups of trained field men make personal 
calls on Key and Volume Buyers to stimu- 
late interest in your campaign, and the Tim- 
ing of your Highlight Ads. 


5. Their Sales Talks cover your Total Ad- 
vertising Effort—all the forms of media used 


Hearst AADVERTISING SERVICE 


Herbert W. Beyea, General Manager 
959 Eighth Ave., New York 19, N. Y, 
Offices in Principal Cities 


Representing: 


NEW YORK JOURNAL-AMERICAN 
BOSTON ADVERTISER 

BOSTON RECORD-AMERICAN 
PITTSBURGH SUN-TELEGRAPH 
BALTIMORE AMERICAN 


BALTIMORE NEWS-POST 
ALBANY TIMES-UNION 
DETROIT TIMES 
MILWAUKEE SENTINEL 


CHICAGO AMERICAN 
SEATTLE POST-INTELLIGENCER 
SAN ANTONIO LIGHT 

LOS ANGELES EXAMINER 
SAN FRANCISCO EXAMINER 


They dropped from $62,610,705 in 
1952 to $46,038,779 in 1953 and 
$36,984,327 in 1954. 

The merger will be subject to 
review by government agencies. 

Talk of the merger has provoked 
a formal protest to the Justice 
Department from the CIO Textile 
Workers Union of America that 
consolidation would have an ad- 
verse effect upon the competitive 
structure of the woven wool car- 
pet industry. 

The merger agreement stipulates 
that Mohawk shareholders shall 
receive four shares of Masco In- 
dustries for each Mohawk common 
share. Alexander Smith stockhold- 
ers will exchange holdings on a 
share-for-share basis. 

Maxon Inc. is the agency for Mo- 
hawk and J. Walter Thompson Co. 
for Alexander Smith. 


Blight Moves to ‘Better Living’ 


A. Howard Blight Jr., formerly 
with the sales staff of McCall’s as 
a senior salesman, has been trans- 
ferred to the sales staff of Better 


Living. 


Where do 
the ears 
have it? 


See Advertising Age, 
November 14 


“hha GOMER A AL eeS oe oe ORS PRS ee ais Cy RS sd tae we ee oP Ae BA! sya ae Pa 5g dee at, oe a ES te ee Th ea. Hee Wad et ? el SIE ee eee Pa eet We a ae ee Ree Vy a aha oe ee ene dL ee BN eg RE Sty tea oy ea ST 
iw BORE Ss LEI OS Se aie BERNE EE als NR RE PT a Rl gh 4s SE te uu aii tee Ss Ce RS | Oi? GGA Aiud SS aw PAGES Dia eee maa eee ge pai Woh ee A we 
J PPT STC eI Seated «1 OR MOB Ree LAY eg ed Rem Are oy) eRe Er OE CMRI: Be OR ea Seay Ce ait Whee get a WN ATE MenUneL SS RRO TO LAAN i WY SA ROSE pe OBO ge Ae 9 
“a AS tees Cigek es ene Si PM tate Te cba Se et ehiy ng Mat SCRE 4G Wear eo ln ena weeks Sib ermine FER at htt Mioage pe oh Ltn amr a sek. Sa pS rs ba Pte ule Yigg h2 Fe Etat Soha et MeL Pee ck, 
i. F . : . ' ; , ; ‘ j . ‘ . i “s rs Roel ee 
site oe 
5 he 
: 
+ { PO ‘ id 
i = 
q — tae ~ a) ‘ 
i _ ee 
ae F 
, NO) . * 
’ pe On wme-vutoe “f Afferd 
; 4 v ‘aa Himmety t betiers a.” . e 
~ he } : @ har-Meww is chensie 37, F Not Tol™ 
; on dae a oS a 
pets - ’ Lier “ mee em ae 
ae _ “ 2 wh * <oeeeicamneneimen 
" hg Ré nn eee eager 
i : ie 4 ABD en: nee ee ‘ 
= ‘. 2 * ae 
as van? 
% , ie ae 
- - . ‘ 
: Sine 
vy a LY % e 
LOOK i “ é 
=: ‘i IAS . == 
: derek 
ote tare 
ee = — 
' oe ‘ She. ae 
wees = ko ee a : 
ll 
\ 
pO —C;isSCSCSCSCsés | PY 
PR —“C™iSCSCSC‘C‘Cis | 
} LLL LLL LLL LLL LLL LLL LLL ttt 
i 
a 
: | 
| 
| 
| 
| 
} 
| | 
\ | 
' | 
f 
{ ee 
i 
‘ | 
+ 
is | 
; ee 
| 
a 
J 
v 
N — 
} 
| ee 
[ 
; i er 
4 
| 
aie eT eS es 
} 5? ean aaa iat § aa 
| oa ae me 
| . ? 7 Pee 
th Se lle. Se Ss Se 
@ ; 
‘ ee 
fe a e 4 " r Lelie ' - .y Pla Bey oo : ate : 4 ‘ Ka % © ' “4 “4 S : 5 : sf ode Pie AD : . y 4 , : qos 
be eid ' ep ss apie , SD a ag Ss Done t Ae eae fs Sek ape dae Liao Prin eh. OR ie gt pe Sta at os Ao Oy tie ay eee oe ae eo ace at vk AW as A iD cee Mie ae he ed a Ee a C Pek yas 
: cee 1 a ee sine so on a we Oe RNP rds PY ook EM RS ee I oe ga tO ey ris eee Sees bs ad gi sities ain sf eG Se ae CR tee eg ie A ee Pe mee ifthe gee ee Me des, ale wert site Fi ia SM het A cig gl O° Oy TR i MR eae Rl Ns Sa a lek: 
DA ee Shy fC re COR et ON eee ESR Ure ee me” bs Pe eee ta clek ene 2" Sedan RP ate ye sent y Se Meigs oT ae ae Sane ae Pe ge Sea Oe, «RN si Oe ie a em a as ato Rie wae thts, Mahe ery rice tian eh. Pn gee ae Bie font z, 
RE NO siete Pda 2 Saupe Bang ae ts ore Gr ay ameatenl a eran rs Anite targa se, 2 Mapas Cah CN REE PE Soy 
Bg. Stee 8 Se a A ON TA 4 UR ee ae ee Ty SS OR ROMA NE Me eres Tee cue, Oa, Seep srr eae Pay Gece ree ene re th ae GR po ee eM eis oe iB ry SRE ht <i TB aa oe Se en a i a a er 9 oo Nin RL We eas he ab Ape Fa ee aes 
Re OM Bp DoS Gey at aS abef ah iat dk ea Nab eles. MPS PE ye Pas TE pay ae Te oe Ps tae ML oie Le OS = aM RIT VAY ot RCE ote oe Oe 
Py Na Pe ee eo ite oe ee te Pa ed SMTA. SEE Ghat a eee Leto eR ee as SRRENT ES RT Ma AI TTA EAE a oS RN FM BE oe See AT Sa 8. oe eee eR A ee a ae a a a ee eee tg ae tee ee, 
SST ck STS PaCS IMM ASF ORO RE ER IR TEST? GS (RE DT al TE NM ARIS WLR RT ETRE © > PUREST NEC ROR ETE San ALERT TS FO ELLOS YEE PUN PSY RAAT RES ee ae 


SEIS) 
84 Advertising Age, November 7, 1955 
Mactadden Issues Stock common stock of the corporation ; = . 
: Stockholders of Macfadden Pub- | from 280,000 ee of — ra Pismat s New . alae Picture 
lications, New York, have ap-|126 are outstanding, to 1,000, . rks . f 
proved increase of the authorized | shares, both of $1 par value. olar Radio Wo Game Ar Tives in 


in Sunshine—or Out 


Cuicaco, Nov. 2—Admiral Corp. 


_|N.Y., St. Louis 


New York, Nov. 1—The Product 


° ’ h devel t of 
INTERVIEWING anywhere! [RRS geeecaien 
that (1) derives its power from 


nati : td orgamiza- |the sun, (2) requires no tubes or 
Uses id wowine =. ‘ “weed replaceable batteries and (3) con- 
tion provides you with last, eleient | Ci vably could last a lifetime with- 
service on any marketing or opinion (54¢ repair. 


research project—regardless of| The solar receiver, which was 


Pictures advertising game moved 
into New York and St. Louis last 
| week, and for the next 12 weeks 
thousands of contestants will be 
playing Bingo with advertising slo- 
gans and trademarks. 

To play the game, a contestant 


Re 


UNITED STATES INTERVIEWING CORP. 


Chicago 4, Ill. * 


141 W. Jackson Bivd. °* 


terviews are: 


Guaranteed Useable 


and field coverage list. 


WeEbster 9-4000 


scope, location, or content. All in- 


Done Right - Edited - Validated 


developed in the company’s re- 
search and development laborato- 
ries, resembles a conventional table 
radio. 

On one end is an on-off knob by 
which the listener switches from 


Write for free descriptive brochure solar operation to a flashlight-size 


standby battery which is recharged 
by the sun’s rays. The standby cell 
is capable of continuous operation 
for 50 hours without recharging, 
the manufacturer says. 


= The seven-cell 


solar power 


SOLAR POWERED—Betty Moss turns 

switch which operates Admiral 

Corp.’s new solar powered tran- 
sistor radio. 


source is contained in a plastic 
strip mounted on top of the cab- 
inet. This battery provides the ra- 
dio’s primary source of power, ac- 
cording to Ray DeCola, Admiral 
director of engineering, who con- 


THIS NEW ADVERTISING — 
TECHNIQUE in SUPERMARKETS 


... Shuts out competition, gives you 
the last word before the purchase 


Cart-ads reach food and drug product 
shoppers at low cost per thousand — 
while they have buying on their mind. 


—_— 


Today, in the giant supermarkets of Food Fair Stores and Penn Fruit 
Company in the Philadelphia area, more than 1,000,000 people per week 
are being reached through a new advertising technique called Cart-ads. 
Shortly, Cart-ads will be introduced in major food chains across the country. 


Cart-ads places your sales messages right under the nose of the shopper 
. it’s literally inescapable. And Cart-ads’ unique position makes your 
advertisement a billboard to everyone passing by. 


In terms of selling impact, this is the most important news since television. 


out 


70.1% of all supermarket purchase-decisions are made on impulse* — 
This clearly indicates that much of your advertising is offset or cancelled 


by your various competitors’ advertising. 


Cart-ads can give you — on an exclusive basis — not only solid, 
low-cost advertising but the last word before the purchase. 


CART-ADS ARE 60% SOLD OUT NOW AND PRODUCT 
EXCLUSIVES ARE BEING GRANTED. WRITE, WIRE, 
TELEPHONE — GET THE FULL STORY NOW! 


supermarketing corporation 


SALES OFFICE: 


COMMERCIAL TRUST BUILDING » ROOM 1255 


15th and SOUTH PENN SQUARE 
PHILADELPHIA, PENNA. 


GENERAL OFFICE AND WAREHOUSE: 


99 WEST AVENUE 
JENKINTOWN, PENNA. 


ceived the idea for the set. 

The solar battery can be activ- 
ated equally well by a heat lamp 
or by an ordinary 100-watt house- 
hold bulb, Mr. DeCola said. Using 
eight transistors in place of tubes, 
the new radio has the same sen- 
sitivity and long distance reception 
as an average home radio. 

Cloudy days would create no 
problem in providing power, ac- 
cording to Mr. DeCola. The turn of 
a knob cuts in the set’s standby 
battery. 


New Rum Campaign Launched 

Schenley Import Co., New York, 
has just launched a_ whimsical 
magazine and newspaper campaign 
to promote the Carioca Rumba, a 
new drink made with Carioca rum. 
Two-color half page ads will be 
used during the next 12 months in 
Cue, Esquire, Holiday, The New 
Yorker and Social Spectator. In 
addition, 44 daily newspapers in 
selected markets, business publica- 
tions and point of sale material 
will be used. Peck Advertising 
Agency is handling. 


Brown, Hoff Join Shaw 

Allen Stuart Brown and Gordon 
Donald Hoff, both formerly with 
Needham, Louis & Brorby, Chicago, 
have joined the creative depart- 
ment of John W. Shaw Advertis- 
ing, Chicago. 


-matches the products pictured on 
a contest card with the products 
\pictured in weekly two-page ads 
running in the New York News and 
the St. Louis Globe-Democrat. Ov- 
er 16,825 prizes, worth $175,000, 
are being offered, ranging from tv 
sets and mink stoles down to a 
variety of items worth $5. 

In New York, 75 products are 
represented in the contest, and 
zac one will appear on 12,500,000 
cards. In St. Louis, 50 products are 
scheduled. 

The game is being advertised in 
the N.Y. Post, Bronx Home News, 
Journal-American and Newsday 
and over WPIX-TV and WNEW. In 
3t. Louis it is being promoted on 
KWK tv and radio. 


® Contest cards are available in 
a variety of stores—food chains, 
independent drug, paint and ap- 
pliance stores, S. Klein’s, United 
Cigar Stores, Castro Convertible, 
Sachs Quality Stores. Promotional 
packets of window banners, dealer 
tie-in ads and shelf talkers have 
been distributed to each store. 

Operated on a city-by-city basis 
by Product Pictures Advertising 
Co., New York, the game was in- 
troduced in Washington, D.C., in 
April, 1954, as Nancy Sasser’s 
Product Bingo. It was taken over 
by PPAC late in ’54 and since then 
has been played in Chicago, Boston, 
Philadelphia, Los Angeles and De- 
troit. Plans are to repeat this 
schedule every year. 


James York to Screen Gems 


E. James York, formerly with 
King Features Syndicate, has been 
appointed manager of the mer- 
chandising department of Screen 
Gems Inc. Also joining the ex- 
panding department are Robert 
Cooper, supervisor of premium 
merchandising, and Joyce Selznick, 
supervisor of merchandising ex- 
ploitation. 


(*SM ‘55 Survey) 


The Meriden 


RECORD & JOURNAL 
MERIDEN, CONNECTICUT 


National Representatives: Gilman, Nicoll & Ruthman 


YOU’RE ios: IN 


MERIDEN-WALLINGFORD 


Conn. 
Without The 


RECORD & JOURNAL 


You won't cover this $77,281,000* retail 
market with Hartford or New Haven newspapers. 
Only The Record & Journal gives you Meriden- 
Wallingford, and a fat 97°/, market coverage to 
boot. Put your products out front here with— 
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BLACK BOX couorves stuns 


4840 Wast Belmont Ave. @ AVenue 3-0262 @ Chicags 41, SMlinvis 


HENRY F KROEGER, JR.. 
President 


THOMAS'D HOOK, 
Vice President 


STANLEY F FORMAN. 
Secretary 


SOL CUTLER. 
Treasurer 


JOHN THIEDE,. 
Asst. Treasurer 


October12, 1955 


Mr. G.D. Crain, Jr. 
Advertising Requirements 
200 East Lllinois Street 
Chicago, Illinois 


Dear Mr. Crain: 


Since the first issue of Advertising Requirements has been published, we have 
been an advertiser with you, first, I must admit, ona somewhat skeptical 
basis. This attitude of skepticism has gradually changed into one of enthusiasm 
and constant surprise at the excellent coverage which you have attained in the 


graphic arts field. 


We have noticed the interest that your readers display in all the many phases 
of advertising and production and are constantly surprised at the quality of re- 


sponses which we have secured through your book. 


with the cooperation of your circulation manager, Mr. Hartenfeld, 
survey of your readers and discovered that Collotype was 
It has therefore pleased us immensely to 
Collotype printing through our regular 


This spring, 
we conducted a sample 
familiar to very few printing buyers. 
see the gradual broadening of knowledge on 
monthly ads in Advertising Requirements. 


I cannot too heartily endorse your magazine and support its objectives. May it 
continue to grow and increase its stature and recognition. 


Thomas D,. Hook 


Mate 


isin 


ee Lae 


Converting skepticism to enthusiasm 
— its advertisers is a happy occupa- 
tion with Advertising Requirements, 
Through test ads and then regular 
monthly ads, AR advertisers find them- 
selves receiving the kind of response 


and recognition that makes advertising 


profitable. 


Advertising Requirements is the only 
publication devoted to advertising pro- 
ican 

uction, promotion, and merchandising 
—a $3 billion market. For “how-to-do- 


Og 


it 


and “where-to-buy-it” information 
vital to their work, over 21,000 adver- 
tising management men turn to AR 
every month. Their response to adver- 
tising products and services is the sales 
power that converts new advertisers 


(even skeptical, at times) into regular 


advertisers, 
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Maligned, Misquoted Maitland 
Retutes O'Meara Charge 


To the Editor: I, sir, have been 
maligned. I also have been mis- 
quoted, de-quoted, unquoted and 
out-of-context quoted. 

The culprit is your new and 
sometimes scintillating columnist, 
Walter O’Meara. 

The attached will expose the 
depths of his dastardy. 

In line with correct custom in 
such matters I demand equal space, 
equal prominence and, of course, 
equal rates for my refutation. 

MAITLAND JONES, 

Vice-President, Sullivan, 

Stauffer, Colwell & Bayles 

Inc., New York. 

Attached to Mr. Jones’ sad !etter 
was this comment: 

May I recommend to Mr. Walter 
O’Meara a new pair of bifocals for 
exclusive use of his “Just Look- 
ing...” column. 

I am an “otherwise sensible ad- 
man” (I have O’Meara’s word for 
it) who suggested that “it is dif- 
ficult to think of any new adver- 
tising techniques developed in the 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


|Finds Woolf's Criticism 


last 15 or 20 years.” 
By way of answering this simple | 


‘question, Mr. O’M quotes us an. 


1874 quote from one Henry Samp- 
son, viz: “The trade of advertising 
is now so near to perfection that 
it is not easy to propose any im- 
provement.” 

This is an answer? Apparently 
even Mr. O’M felt there was some- 
thing lacking in this be-whispered 
sentence for he, O’M, proposed 
television as a new technique and 
asked, “Isn’t this utterly new form 
of advertising writing to be count- 
ed?” 

In this connection, this otherwise 
sensible adman allowed himself to 
be quoted, “Al has had to learn 
television on top of his task of 
subduing, controlling and being 
able to use all the techniques of 
print copy.” 

Come, come, O’M, name us one— 
just one—new technique of the 
last 20 years! 


Equal space or a little more, we 
grant you; equal prominence, okay; 
but equal pay...who can afford 
to pay two O’Mearas? 
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Do 


= 263,666 own their homes (average mar- z 
_ The 313,889 subscribers mat cane 958,600) : 
z ff 53,361 own resort or country homes — 
2 to THE ROTARIAN olfer a 77,339 own income producing prop- — 


whale of a market for 
building materials, util- 
ities, appliances and 
home furnishings. 


ST TT 


With an average annual income of 
$14,249 each, they can afford to buy 
the best. 

313,889 Average Total Net Paid ABC (Dec. 1954) 


SELLA LLL 


erty 


CUTOUT 


The Rotarian, 1600 Ridge, Evanston, Ill. 


MOM 


‘Pleasing, Complimentary’ 

To the Editor: The recent com- 
ments of James D. Woolf concern- 
ing our advertisement in the 
October issue of Fortune are par- 
ticularly interesting and, as a mat- 
ter of fact, quite pleasing and com- 
plimentary. 

Of course, it is obvious that Mr. 
Woolf’s opinion was stated for rea- 
sons entirely contrary. Fortunate- 
ly, we are endeavoring to accom- 


plish exactly what he insists the ad | ~ 


wiil do. 

This ad happens to be the first 
of a series that will appear in For- 
tune and other business publica- 
tions. Each ad will attempt to at- 
tract as many readers as possible, 
and not capture the attention of a 
specific group or an individual in- 
terested in licensing our refining 
processes. We reach those persons 
successfully through the trade and 
technical publications. 

We believe that most readers 
concerned with petroleum refining 
throughout the world are very 
much aware of Universal’s out- 
standing record in the industry. It 
is the larger segment of our indus- 
trial population—leaders in other 
industries—that do not realize the 
importance of this company’s con- 
tributions to the progress of petro- 
leum refining. 

Mr. Woolf defines our attempt as 
the “oblique approach” in stressing 
the fact that improved petroleum 
processing is too earthy and unap- 
petizing for “Mr. Blue Chip’s 


= | weary taste buds.” Actually, we do 
= |not feel that the topic would be en- 


tirely uninteresting. On the other 


You certainly 


by the clients 


can tell an agency 


can tell an agency 


You certainly 


by the clients 
it keeps. 


Here are the clients of Needham, Louis & Brorby: 


Campbell Soup Company « Cummins Engine Company, Inc. 


¢ Household Finance Corporation 


S. C. Johnson & Son, Inc. * Kraft Foods Company * Macwhyte Company * Monsanto Chemical 


Company * Morton Salt Company « The Peoples Gas Light and Coke Company « Ph 
Company « The Quaker Oats Company « Scovill Manufacturing Company » State Farm 
Companies *« Wieboldt Stores, Inc. « Wilson & Co., Inc. « Wilson Sporting Goods 


enix Foods 
Insurance 


Co. 


NEEDHAM, LOUIS & BRORBY, Inc. Advertisin: 


New York 


135 South La Salle St., Chicago 3, Ill. 


Hollywood 


Toronto 


Advertising Age, November 7, 


e 


1955 


yo? a dub dur, Rats a aw, 


ogANFC IRL, 


dul * 


= AN woolen® 
+ Fake to ¢,, tub | 


SANFORLAN 


ne mnnaet “Cena ements 


i npabermentedgeed 
eae ass 


THREE GUYS—THREE DOLLS—AII in the same boat; that is, September 


issues of Men’s Wear and 


hand, neither do we believe that 
an ad built around an explanation 
of a highly technical process would 
provide sufficient appeal for those 
readers entirely removed from the 
industry. 

May I sum up by saying that Mr. 
Woolf has pleased us considerably. 
We are trying to do an institution- 
al job, and apparently he is of the 
opinion that our first ad will ac- 
complish that purpose. We would 
be most appreciative of his opin- 
icn-about the other five ads in the 
series. 

HARVEY W. BLANKENSHIP, 
Director of Public Relations, 
Universal Oil Products Co., 
Des Plaines, Ill. 

. 2 - 
Calls Direct Mail Best 
for Specialized Markets 

To the Editor: Perhaps, as your 
story says, direct mail may be 
finding a place in the sun through 
the R. L. Polk plan (AA, Sept. 19). 

Your reporter calls direct mail 
the Cinderella among the advertis- 
ing media. I’d like to just ques- 
tion that, since this so-called Cin- 
derella is now used by advertisers 
to the extent of $1,374,000,000 a 
year, according to the Direct Mail 


Mademoiselle, respectively. 


They'd Like to Meet 


To the Editor: Here are two ad- 
vertisers who find themselves in 
“the same boat” in promoting the 
washability of fabrics. 

The “rub-a-dub” nursery idea 
was used by Cluett, Peabody (San- 
forlan process) and Hoosier Fac- 
tories (Jaymar Slacks) in Septem- 
ber issues of Mademoiselle and 
Men’s Wear. 

Our client’s pleased reaction over 
the coincidence was voiced by the 
three young men in their tub 
“We'd like to meet the three San- 
forlan babes!” 

LYMAN C. TAYLOR, 


Jones & Taylor and Associates, 
South Bend, Ind. 


Advertising Assn.—and that tops 
investment in any media outside 
of newspapers. 

The new Polk plan and its 15% 
arrangement will no doubt find 
its niche and may be geared to 
well serve certain types of users 
of direct mail who aim at sections 
of big mass markets. 

But, there is no one best way to 
handle direct mail and probably 
there won’t be one for some time 


to come. It’s the kind of medium 


There’s An 


Tv 


Easier Way 


To Get Attention... 


Sell to men? Sell your customers 
easy way ... the best way! 


to the last. 


just as lively. 


Reach 
1,200,000 reader-buyers, 98% male. Con- 
centrate in THE SPORTING NEWS. Men 
buy it, like it, read it from the front page 
And have confidence in it. 
It's almost as old as baseball itself and 


— . =. —* 
_ Che g, :: Sparling News ) 
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For complete information write .. . 
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Shh, C. SPINK & SON, Publishers” 


2018 Washington Ave., St. Louis 3, Mo. 


BOSTON — CHICAGO — DETROIT — LOS ANGELES 


PHILADELPHIA 


NEW YORK 


CLEVELAND 
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that serves best when it is tailored 
to meet each advertiser’s needs. 

One of the big problems for 
years has been the lack of special- 
ists and the fact that here was an 
area that did not fit into the ser- 
vice fields of many of the top 
agencies. 

That is why so many direct 
mail counseling and creative or- 
ganizations like ours are prosper- 
ing these days. 

Both agencies and advertisers 
use these services. We serve some 
major advertising agencies who 
use our services to provide better 
service to their clients. And we 
work with a number of other top 
agencies in serving clients directly 
and helping to coordinate the 
direct mail and sales promotion 
with the space and other media 
advertising. 

Since one of the major advan- 
tages of direct mail is its ability 
to reach specialized markets 
profitably, it has been our feeling 
that no percentage system is fair 
to the advertiser in providing this 
type of service. I’ll give you an 
example: Recently a manufacturer 
client wanted to reach his retail 
outlets. He just wanted to sell 
several thousand selected retailers. 
But he wanted an aggressive 
direct mail and sales promotion 
program. On a commission basis 
there would never be enough 
money in such a program for the 
planning and creative services 
needed. 

Yet, under our fee retainer basis 
it worked out fine. True, our fees 
ran higher than the total cost of 
printing, mailing, etc., but we were 
able to provide an effective pro- 
gram that worked by bringing in 
extra sales. 

The very nature of direct mail 
makes it a most effective means of 
reaching specialized markets— 
large and small—and to meet the 
needs of most advertisers and 
marketers, we feel that using the 
very best creative talent under a 
fee basis is the only sound method. 


JOAN M. Koos, 


President, Steiner & Koob 
Inc., New York 
© 8 a 


Puts Canada Dry in Place 

To the Editor: I bow to no man 
in my esteem for AA, and thus I 
feel more than a little let down to 
discover a certain inadequacy in 
what we might call the financial 
research subdivision of your edi- 


As part of your story on Coca- 
Cola’s agency switch (excellent 
and thorough coverage, incidental- 
ly), AA carried a box headed 
“Sales, Profits of 4 Major Bottlers.” 
Two of these were indeed major, 
with $243 and $74 million sales 
respectively in 1954. But hard on 
their heels is Canada Dry with $67 
million, yet somehow AA detoured 
around Canada Dry to bestow the 
mantle of majority upon two other 
companies whose sales have not 
yet topped $11 million. Fine com- 
panies, mind you, but the omission 
of Canada Dry might conceivably 
lead some readers to assume that 
Canada Dry is even less major 
than these others. 

Having been privileged to serve 
as agency for Canada Dry for 22 
years now, our files are bulging 
with facts and figures on our 
client’s constant growth. I am 
happy to enclose, for your files, 
the most recent financial statement 
which shows the steady climb of 
their sales from $32 million in 1945 
to $67 million last year. 

ForrEsT WALDO, 
J. M. Mathes Inc., Division of 
Public Relations and Publicity, 
New York. 


The omission of Canada Dry is 
regretted, but a major factor is the 
difficulty of separating Canada 
Dry’s_ sizable bottling business 
from its liquor importing and dis- 
tribution business, which includes 
Johnnie Walker Scotch, Powers 


R. D. Schwartz, 
Manager, Advertising and 
Sales Promotion, Deepfreeze 
Home Appliances, North Chi- 
cago, Ill. 


AA Keeps a Friend 


To the Editor: The 8x10 photos 
of the Egmont Arens package de- 
velopment for Philip Morris are 
appreciated. 

This service is typical of the as- 
sistance I have obtained from Ap- 
VERTISING AGE, and another good 
reason why I expect to remain a 


thought in mind, you may be inter- 


ested in seeing the enclosed book- 
let, STOP SMOOTHLY SAFELY. This 
booklet was printed as a public 
service by the Raybestos Division 
of Raybestos-Manhattan Inc., 
Bridgeport, Conn., manufacturer of 
brake lining and related materials. 

Philadelphia Police Commission- 
er Thomas J. Gibbons regarded 
the booklet so highly that he dis- 
tributed it to 20,000 motorists by 
Philadelphia police during August, 
1955. It is also given to police 
driver-trainees at the Philadelphia 
Police Academy as part of the 


subscriber for a long time to come. 

GEoRGE C. Morris, 
Art Director, J. L. Clark Mfg. | 
Co., Rockford, Ill. 


Raybestos Booklet Does 

Public Service Duty 

To the Editor: We know that 
ADVERTISING AGE has carried a| 
number of provocative articles on 
the need for better roads, better 
driving programs, and safer opera- 


driver-training literature. The 
booklet will be given to each 


87 


copy of the finished mailing piece. | tion of motor vehicles. With this; driver of a city vehicle in Philadel- 


phia. 

Gov. George M. Leader of Penn- 
sylvania, and Gov. Theodore R. 
McKeldin Jr. of Maryland have 
expressed keen interest in the 
booklet on safe braking practices, 
and special copies have been pre- 
sented to them. 

The sTOP SMOOTHLY SAFELY 
booklet is written in an easy-to- 
understand language devoid of 
heavy technical terms so that any- 
one from a young learner-driver to 
an experienced adult can under- 
stand the braking subjects covered. 

FRANz J. SERDAHELY, 

Public Relations Department, 

Gray & Rogers, Philadelphia. 


Sersen’s IMPRINTING, INC. ‘ 


Give us Your HARD Jobs- 
Your Folded and Your Bound! 
IMPRINTING — OVERPRINTING 


Hesapeake 3-2050 
17 N. Loomis St. 


CHICAGO 7 


Irish whisky, Pedro Domecq sher- 
ries, etc. As Mr. Waldo says, Can- | 
ada Dry’s total sales are indeed 
$67,000,000, but the company is not 
willing to say how much of the. 
total is attributable to the sale of 
carbonated beverages and extracts. 
Beverage field observers think that 
more than 50% of the total comes 
from the soft drink business, 


ended ned 


Trade Name Editorial | 
Gets Further Airing | 


To the Editor: In the Oct. 10 is- | 
sue of ADVERTISING AGE an editorial | 
column was written entitled, “The | 
Name Is Sometimes Too Good,” 
wherein I believe this company re- 
ceived some very favorable edi- | 
torial comment. 

I would like your permission to| 
reproduce this article for a mailing | 
to our own distributors and field | 
men. | 
Upon receipt of a letter of per-. 
mission from you, I will go ahead 


torial department. To wit: 


with this plan and will send you a/| 


DOT 
BY 
DOT 
INSPEC 


The best mec 


who, at C M 


with quality 


must be supplemented 
by the hand craftsmanship 
of the finisher 


TLON 


of critical repro@wetiwe areas 
is one of the cim@-@nsrming secrets: 
of making fine photoengravings. 


hanical faeilities 


pt, oe 4 hae 


& H, 


does not compromise 


COLLINS, MILLER & HUTCHINGS, INC. 
333 WEST LAKE STREET, AT WACKER DRIVE 


CHICAGO 6G, ILLINOIS 


America’s Finest Photoengraving 


Plant for Letterpress and Gravure 


a NEW 
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Jack D. Harlow, Northwest representative, 
BRISTOL-MYERS PRODUCTS DIVISION 


“| SHOOT A FAST WIRE 
IF TACOMA IS LEFT OFF 
OUR ADVERTISING SCHEDULE” 


Mr. Harlow says, “Sometimes an ad schedule from our 
advertising department shows a Seattle newspaper on 
the list, with Tacoma left off. When that happens, I 
shoot a fast wire to headquarters insisting that the 
Tacoma News Tribune be included along with Seattle 
newspapers. I know Seattle newspapers do not make 
an impression on the thousands of prosperevs folks in 


the Tacoma 


area.” 


“pana 


“RIIFFFRIN’ 


KIND of deodorant 
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> of Washington 
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Ferguson, Wa 
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, 55.2% 


DRUG 
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in these two 
important markets 


State’s 
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Byoir Award Winner Named company. He was graduated from 

William G. Becker of New York | Rutgers University and received a 
is the first winner of the Carl| master’s degree in public relations 
Byoir & Associates annual trainee- | from the Boston University School | 
ship award offered to public rela-|0f Public Relations & Communica- 
tions college graduates. Mr. Becker tions. His thesis was an analysis of | 
will receive at least one year’s em-| Shareholder proxy campaign ap- 
ployment with the public relations | peals. | 
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DAVENPORT, IOWA 


ra 


SCORES AGAIN! 


ALCOA ADDITIONS TOTAL $62 
MILLION! 


PLANS SET FOR NEW 650-HOME 
ADDITION! 


DAVENPORT TO PROVIDE ADDITION- NEW $100,000 TRAFFIC CONTROL 
AL 1000-CAR PARKING SPACE! SYSTEM PLANNED! 
. » » AND — DAVENPORT NEWSPAPERS ARE... 
FIRST in Quad-City circulation — in Quad-City advertising !ineage — 
in advertising lineage in ALL IOWA! 


The MORNING DEMOCRAT Stone Miller Hill Rhodes 
‘The Evening DAILY TIMES 
he 


Clooney Jennings 
WHO, ME?—According to the release, Rosemary Clooney is here “registering true surprise as Don Jen- 
nings, New York Ford Dealer Assn. chairman, tells her how fast Fords are moving as a result of 
her zingy Ford commercials.” The surprise was registered at the 
Crystal Ball dinner tendered by J. Walter Thompson Co. for Ford 
executives and dealers. Witnesses are JWT copy v.p., Joe Stone; 
Mitch Miller of Columbia Records; Frank Hill, Hempstead, N.Y.., 
Ford dealer, and Carl Rhodes, JWT Ford account representative. 


Sundcy DEMOCRAT & TIMES 
Represented Nationoily by Jann & Kelley, Inc. 


DAVENPORT NEWSPAPERS 


EVERY 
PORTFOLIO ~ 


THAT CALLS FOR 


DIE-CUTTING AND SCORING 


CALLS FOR 


Buckeye Cover 


THAT'S because of the durability 
and the printability of this famous 
cover stock, made of rags and 
finest purified wood pulp. Its 
toughness assures sharp die-cuts 
with edges that will stay sharp, 
even with rough handling. 

This attractive portfolio re- 
cently put out by The Chesapeake 
& Potomac Telephone Company 
of Baltimore, to announce its 
“Maryland Homes of 1956” pro- 
motion, is another good example 
of the unbeatable competition of 
Buckeye Cover and fine printing 
craftsmanship. 

The Dulaney-Vernay Company, 


who printed this job, chose 


double-thick Buckeye Cover, 
Standard White, Antique finish. 
The printing is by offset lithog- 
raphy in two colors—black and 
sapphire blue. 

In specifying Buckeye Cover 
for your mailing piece, folder or 
catalogue, you can choose from 
standard white, the dramatic new 
Hi-White and 14 beautiful, clear 
colors, 4 weights, 9 finishes. 

* 

You can depend upon the print- 
ability of Buckeye Cover by any 
method—letterpress, silk screen, 
offset, gravure. THE BECKETT 
PAPER CO. Makers of Good Paper 
in Hamilton, Ohio since 1848. 


Railway Express Has 
Fast New Service 
in 10 Midwest Cities 


Cuicaco, Nov. 2—Railway Ex- 
press Agency yesterday inaugur- 
ated an expedited depot-to-depot 
\rail service between Chicago and 
nine key midwest cities. 

The new courier-type service, 


cial Expedited Depot Service), 
permits commercial shippers and 
receivers, as well as the public, to 
send and receive urgent shipments 
of merchandise and other rush 
material at railroad stations on a 
regular basis. 

The new service will operate be- 
tween Chicago and Milwaukee; 
Quincy, Ill.; Fort Madison, Ia.; 


Paul; Springfield and Decatur, II1., 
and St. Louis. 


® Carried at regular express rates, 
SPED shipments will be available 
for pickup immediately on arrival 


Kansas City; Minneapolis and St. | 


at the destination station within a 
matter of hours after dispatch. 
Telephone advice to consignees 
that shipments have arrived and 
are available for immediate pickup 
is a feature of the new service. 

It will now be possible for mer- 
chants and suppliers in these cities 
to put special or out-of-stock items 
or merchandise in the hands of 
their customers the same day or 
the next morning. 


which is identified as SPED (Spe-| 


Blaine-Thompson Appoints 

Jae Gewirtzman, formerly as- 
sistant publicity and fashion direc- 
tor of Martin’s, Brooklyn specialty 
shop, has joined the public rela- 
tions department, commercial divi- 
sion, of Blaine-Thompson Co., New 
York agency. Milton Kimmel has 
been advanced to associate art di- 
rector of the agency. 


Rep Names Jim McEaneney 
Jim McEaneney, formerly with 
Weed & Co., has joined the New 
| York sales staff of Everett-McKin- 

ney, radio and tv station represen- 
| tative. 


Year After Year— 


Golden Belt Retail Sales . . . 
$974,245,286 


(30% of N. C. Total— 
5.3% Gain Over 1954) 


* 


Complete coverage 
of this growing 
agricultural- 
industrial market — 


_. > eee 137,586 
E&S...... 147,632 


Sunday ... . 132,453 
(ABC, 3/31/55) 


Represented by 
The Branham Company 


Busy, Growing Market 


Raleigh Retail Sales . . . 


(Met. area) 


$173,549,895 


(3rd In N. C.— 
9.9% Gain Over 1954) 


(Not estimated figures. Actual gross re- 
tail soles, N. C. Dept. of Revenue, 12 
mos. ending 6/30/55) 


oe: 


News and Observer | 
MORNING & SUNDAY i 
THE RALEIGH TIMES 


Evening 
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5,480,000 May 
Buy 1956 Cars, 
C-C Survey Shows 


New York, Nov. 1—Automobile 
manufacturers can anticipate an 
estimated 5,480,000 new car sales 
in 1956, it is disclosed in the 19th 
annual automotive survey conduct- 
ed by Crowell-Collier Publishing 
Co. This does not include cars 
bought by business and govern- 
ment agencies. 

Safety promotion has made its 
impact on the car-buying public, 
according to Ray Robinson, Crow- 
ell-Collier research director. Some 
82% feel that cars are safer today 
than they used to be because of 
improvements like better brakes, 
wider windshields, stronger bodies, 
safety tires, better roadability and 
steering. 


® Here are some of the special 
features new car buyers would 
like to have on their autos next 
year: Automatic transmission, 
69%; power brakes, 46%; power 
steering, 40%; power seats and air 
conditioning, each 20%, and power 
windows, 16%. 

While 45% of present cars have 
eight-cylinder engines, 64% of cur- 
rent owners say their next one 
will be cight cylinders. 

This year, 19% want a hard top 
car, compared with 9% in 1954. 
There’s a growing interest in tube- 
less tires, with 36% saying they 
would buy that type if they were 
buying today. But 50% still want 
tires with tubes and 14% haven’t 
made up their minds. 

Special tires and treads have in- 
creased to the point where 16% 
used them for winter driving last 
winter and 20% expect to do so 
this winter. 

Families with more than one car 
have increased from 4.8% in 1948 
to 13.8% this year. Nearly half 
(46%) of all the cars in the coun- 
try are left outdoors to brave the 
elements. 

Among the non-car owning 
homes, of which there are 12,700,- 
000, income is below $2,000 for 
45% and between $2,000 and $3,000 
for 26%. Family heads in 45% 
of these homes are over 55. 


Coleman Expects Australia 
to Preview TV in June 


Australia’s first tv shows will be 
previewed some time in June, and 
it is expected that tv will go on 
the air officially in time for the 
Olympic Games in November, 1956, 
according to Loyd Ring Coleman, 
managing director of the two Aus- 
tralian offices of J. Walter Thomp- 
son Co. 

Mr. Coleman said that govern- 
ment control and talent supply 
are the two major problems in 
setting up tv in Australia. “The 
first problem has been worked out 
and tv licenses have been granted 
in Sydney and in Melbourne. But 
tv may have to dig to build its own 
supply of talent, since even the 
number of radio performers is lim- 
ited. Recorded shows are not avail- 
able and could not be imported if 
they were, for such competition 
with Australian enterprise is 
frowned upon by the government,” 
he explained. 


Hearst Reports Profit 

Hearst Consolidated Publications 
ana its subsidiaries earned a gross 
profit of $3,478,400 in the nine 
months ended Sept. 30, contrasted 
with a loss of $1,239,100 in the first 
nine months of 1954. After taxes, 
earnings were equal to $1,788,600, 


BUSMAN’S HOLIDAY—August A. Busch Jr., president of Anheuser- 

Busch, and other company officials greet James Bishop, driver of 

the Scenicruiser bus leased from Greyhound Corp. Christened the 

Anheuser, the coach accommodates 28 passengers and has been re- 

modeled to include a lounge, card tables, refrigerator, etc. It will 
be used in contacting retailers and wholesalers. 


Rogers & Smith Names V. P.s 


Rogers & Smith, Dallas, 
named John Burnett and Wilson 
Goss, both account executives, 
v.p.s. Mr. Burnett joined the agen- 


with Rogers & Smith since 1946. 


‘Picayune’ Names Leonard 

The New Orleans Times-Pica- 
yune has named Leonard Co., 
Miami Beach, its resort and travel 
representative in Florida and the 
Caribbean area. 


has 


‘Sanford Elected V. P. 


Official Films Inc., New York, 
has elected Bob Sanford, with the 
company since 1953, a v.p. 


cy in 1952, and Mr. Goss has been | 


FREE SAMPLE—New Scissors and Paste-" 
Pot art service by the originators of cre- 
ative layout devices. Get your copy of 
the new monthly Clipper—all new in 
size, format, content, ideas — sample, 
yours to use without cost. Sensational 
introductory offer. No obligation — no 
salesmen. Address: Multi-Ad Services, 
Inc., Box 806A, Peoria, Illinois. . 


KANSAS CITY IS SOLD on 


POSTERS 
BULLETINS 
SPECTACULARS 
NOW AVAILABLE... New Rotary Bulletin | 
e—— (STALLUP) os eee 


SREP 


«-- with 
circulation 
leadership 


Oregonian 
Daily Lead 


.. - with 
advertising 
leadership 


Oregonian 
Leadership 


Year: 1954 


Over 2nd Paper 


Over 2nd Paper 


13,756 
10,356 


City Carrier Lead 


REACHES MORE 


ABC City Zone Lead 


7,026 Retail Trading Zone Lead 
50,931 Total Circulation Lead 
2,613,570 lines 


1,219,097 lines 
3,316,115 lines 
7,148,782 lines 


Classified 


Retail Advertising Lead 
General Advertising Lead 


Advertising Lead 


Total Advertising Lead 


contrasted with a net loss of $1,-| 
266,500 a year ago. The advertising | 
linage for the nine-month period | 
totaled 172,759,252—a gain of | 
12.7% over the preceding year.) 
This linage volume was an alltime 
high for any similar period in the 
history of the Hearst Consolidated | 
group of newspapers, the company | 


reports. 


*Sources: ABC Publishers’ statements for 
6 months ending March 31, 1955; Media 
Records total advertising, less AW, TW 
ond Comics, 1954, 


THE Oregonian 


PORTLAND, OREGON 


Largest Circulation in the Pacific Northwest 


Represented Nationally by 
MOLONEY, REGAN & SCHMITT, INC 


233,188 Daily + 297,263 Sunday 
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MORGAN BAKER 


Morgan Baker's infor- 
mal, but informative, 
sales appeals are backed 
by actual product test- 
ing by a panel of Boston 
housewives. There’s no 
trick to selling with Mor- 
,» gan Baker... when he 
sells 'em...they BUY! 


PRISCILLA FORTESCUE 


Priscilla Fortescue’s in- 
fectious enthusiasm, 
plus guest stars, and her 
on-the-spot re 
from all over the world, 
sparks her listeners to 
move your product off 

grocers’ shelves in 


\ Greater Boston! 
% 


VA Wwe Pe Of yoke tee e 

es ea : PRESS Bath ae oe As 

“ ana oem Tee kceeme ty , 
4 : 


eect? 


Motivation Research Guided Color 


Cheskin Has Own Ideas 
on MR, Though; Raps 
Dichter, Politz, Others 


Cuicaco, Nov. 1—How motiva- 
tional research figured prominent- 
ly in the development of new 
packages for Philip Morris, Marl- 
boro, Lux and Good Luck marga- 
rine was revealed to ADVERTISING 
Ace today by Louis Cheskin, di- 
rector of the Color Research In- 
stitute. 

In an exclusive interview, Mr. 
Cheskin disclosed the results of 
numerous laboratory and field 
tests conducted by his organiza- 
tion. The field tests—which con- 
sisted of association, retention and 
indirect preference tests—are 
techniques developed by Mr. 
Cheskin and CRI. 


e Of the more than 100 packages 
tested for Philip Morris, only four 
designs emerged with high ocular 
ratings. The designs were an oval, 
diamond, shield and a modified 
oval. 

Here is how the four designs 
rated as to the cigaret character 
they implied in four association 
tests; these included good and bad, 
high and low quality, strong and 
mild, and costly and cheap: 


e Good: Modified oval, 95%; dia- 
mond, 92%; shield, 87%, and oval, 
74%. 


e High quality: Modified oval, 
92%; diamond, 90%; shield, 85%, 
and oval, 74%. 


e@ Mild: Modified oval, 74%; oval, 
62%; diamond, 59%, and shield, 
50%. 


e Costly: Modified oval, 81%; dia- 
mond, 78%; shield, and oval, 67%. 

Mr. Cheskin pointed out that the 
modified oval design led in all 
classifications. It eventually was 
chosen as the design for the new 
Philip Morris pack. Other tests 
that were conducted with pack- 
ages, with and without the Philip 
Morris name, proved conclusively 
that consumers disliked the old 
dark brown package and not the 
Philip Morris name, Mr. Cheskin 
said. 


Institute in Package Development 


“I predicted that Philip Morris 
will regain its losses in sales and 
boost sales 25% to 50% within a 
year on the basis of the new pack- 
age and its ad campaign,” Mr. 


tested very well.” 


@ In the Marlboro study, CRI 
tested more than 100 designs for 


that eight of the designs rated 
much higher in eye movement 
tests, readability and visibility. 
These eight designs were then put 
through association tests. 

After several field tests, the 
number of package designs was 
narrowed to two. One design had 
a picture of a filter-tip cigaret, the 
other a crest (coat of arms). When 
a final sampling of 805 smokers 
was taken (about half men and 


ing a cigaret as inferior, 512 said 
the pack was modern and 508 said 
it was ordinary. Only 184 said the 
pack was high quality, and only 
187 rated it superior. 


On the other hand, 620 respond-_ 


ents said the crest was high qual- 
ity, and 594 rated it superior. Only 
173 rated it inferior and 228 said 
it was ordinary. Marlboro chose 
the crest design for its new pack 
on the results of this test. 

“This is one of the most remark- 


that even a small detail like a) 
crest can be very important in 
The crest 
apparently is associated by con- 


consumer acceptance. 
sumers with prestige.” 


on the Marlboro package, 


shade has strong readability. 


“You will notice that black is 


used only where necessary,” Mr. 
Cheskin said. ‘‘Marlboro is a hard 
name to read, and the name is best 
emphasized by the black lettering.” 


Cheskin said. “We also tested the 
company’s new ads for changing | 
its pack and found that the ad 


the new pack. Ocular tests revealed | 


women), 554 rated the pack show- 


| 


| 


} 


HONORS—John Mather Lupton (right), head of the New York agen- 

cy bearing his name and past chairman of the Affiliated Advertising 

Agencies Network, presents the AAAN certificate of merit to 

Ralph F. Graves. Mr. Graves is a New York University student se- 

lected by the organization for this scholarship award because of 
his outstanding advertising achievements. 


‘total market and 11% of the filter 


marketing fields, but he hastened 
|tip market. 


to specify that the value of this 
type of research depends entirely 
upon the techniques employed. 

He aimed a series of verbal 
barbs at Dr. Ernest Dichter, head 
of the Institute for Motivational 
Research; Alfred Politz, head of 
Alfred Politz Research, and also at 
all persons who do not believe in 
motivational research. 


a Mr. Cheskin described the Lux 
‘study as a personal challenge. 
\“They told me that Lux was on 
‘its way out and had no chance for 
survival on the market,” he said. 
“Since the introduction of the new 
Lux package, sales have more 
than doubled.” 


able tests I have ever conducted,” | 
Mr. Cheskin told AA. “It shows | 


As for the red and black colors 
Mr. 
Cheskin said the shade of red used 
has high visibility, and the black 


Four designs in gold and silver 
‘foil wrappers were tested, along 
with the old Lux wrapper. In most 
\of the tests, the present Lux wrap- 
per, which is gold foil with Lux in 
blue letters, was preferred by most 
of the consumers. Another of the 
designs, which featured a crown, 
received a very low rating. 

Here is what 314 consumers said 
about the new package in final as- 
sociation tests: A total of 264 said 


“Motivational research, the kind 
used by CRI, is as pure a science 
as physics, chemistry or biology,” 
Mr. Cheskin said. “We obtain re- 
markable results from association 
and indirect preference tests, be- 
cause consumers are not aware 
that they are being tested. By 
probing into the unconscious or 
sub-conscious minds of consumers, 
we obtain spontaneous and natural 
results.” 


the soap was good; only seven 
‘rated it bad; 271 said it was at- 
tractive, 6, unattractive; 257, un- 
usual, 8, ordinary; 248, distinct, 11, 


we Mr. Cheskin criticized depth in- 
terviews employed by Dr. Dichter 
and other schools of motivational 


‘commonplace; 242, desirable, 11, 


Before Marlboro came out with undesirable; 240, expensive, 12, 
its new package, the company had 


cheap. 


one quarter of 1% of the cigaret. 


market, Mr. Cheskin pointed out. 


es 


FLEXIBILITY... 


the Keynote at NORTH AMERICAN VAN LINES 


To meet the requirements of modern business and 
industry, North American Van Lines, Inc., has 


Look for this dependable em- 
blem under “Movers” in the 
yellow pages of your telephone 
directory. 


safe service. 


Write fer this FREE Brochure 
on Displays and Exhibits 


developed a flexibility of service that enables its 
agents to handle any moving problem. Service in- 
cludes movement of household goods, office equip- 
ment, trade-show displays, even delicate electronic 
devices. Whatever your moving problem, call your 
North American agent for expert counsel and fast, 


North American Van Lines, Inc. 
DEPT. AA-115 . 


FORT WAYNE 1, INDIANA 


The company now has 3% of the) 


\s The Good Luck margarine pack- 
age has been changed three times 
in the past two or three years. 
When CRI first was hired by Lever 
Bros. to improve the package, it 
was discovered that the old Good 
Luck package showed a weakness 
lin brand identity. A four-leaf clo- 
'ver on the package was insignifi- 
cant and hardly discernible. 

The first new package featured 
a piece of toast with a large cake 
of margarine on it for appetite ap- 
|peal and the four-leaf clover was 
played up as a brand identifying 
ldevice. Sales increased almost 
limmediately, but the company 
wanted even more sales and it was 
\decided to make the package of a 
foil material. 

Ocular tests revealed that the 
‘toast and margarine design was not 
‘effective on a foil package. Thus, 
the second new package featured 
the four-leaf clover more promi- 
nently and dropped appetite ap- 
peal (toast and margarine). Asso- 
ciation tests revealed that consum- 
ers greatly preferred the enlarged 
‘clover design to appetite appeal. 
| The third new package, which is 
‘now in use, puts even more em- 
phasis on the four-leaf clover (the 
clover now is in three dimensions). 
In visibility and brand readability 
tests, consumers rated the present 
package 89 to 87 for the second 
new pack. In holding consumers’ 
attention, the new package was 
rated excellent as compared with 
a good rating for the second pack- 
age. 

Mr. Cheskin defended motivation 


research in the advertising and | 


research. “The primary weakness 
in depth interviewing is that the 
deeper you dig, the bigger the hole 
you make to fall into,” he said. 
“Depth interviews are completely 
unreliable, and the degree of error 
depends upon the limitations of 
the interviewers.” 

When a person knows he is be- 
ing interviewed, Mr. Cheskin said, 
he will rationalize and also set up 
defense mechanisms. The results 
in depth interviews depend, in 
many cases, upon the skill of the 
interviewer, he said. 

“The unconscious method of 
testing is the only type of motiva- 
tional research that has any real 
value,” Mr. Cheskin said. “People 
are motivated by all sorts of fac- 
tors of which they are not aware, 
and, since they are not aware of 
these factors, they can’t tell you 
about them. 

“For example, nobody will ever 
admit knowingly that he buys a 
certain brand of cigarets because 
of a crest on the package. In our 
tests of several different Marlboro 
package designs, however, we dis- 
covered that the pack with a crest 
on it rated far higher than any of 
the others.” 


a Mr. Cheskin said he was amazed 
that Dr. Dichter and others do not 
hold separate tests on phases of a 
given item. “We test only one fac- 
tor at a time, such as the name of 
a product, color of a package, its 
shape, image and design,” he said. 
“The gestalt theory of psychology 
is to test all component parts first 
and then the entire package. I’m 
surprised that Dr. Dichter doesn’t 
use this method.” 

Mr. Cheskin rapped Mr. Politz’ 
statement that all legitimate con- 
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sumer research must start with 
ideas or hunches (AA, Sept. 19). 
“Research should have no assump- 
tions of any kind,’ Mr. Cheskin 
said. “The moment we assume 
something, that assumption could 
be wrong. We just want to find out 
how consumers react to whatever 
we are testing. Science assumes 
nothing.” 

When Mr. Politz labeled motiva- 
tional research a “pseudo-science,” 
he apparently was talking about 
depth interviews, Mr. Cheskin told 
AA. “In depth interviews, the 10 
interviewers are as different from 
each other as the 100 people that 
they interview,” Mr. Cheskin said. 

“Our tests are scientifically con- 


greatest number of favorable asso- | 
ciations and the lowest number of | 
unfavorable associations. CRI said 
Miss Sunbeam was a_ tremen- 
dous marketing device and recom- 
mended the continued use of the 
trademark. 

After some _ deliberation, 
Quality Bakers followed CRI’s 
recommendations. Miss Sunbeam 
today is prominently featured on 
all QBA’s packages. Dr. Dichter 
lost the QBA account because of 
his findings, Mr. Cheskin said. 


the 


@ Mr. Cheskin organized CRI in) 
1945. For 10 years prior to then, | 
he organized and directed visual | 


has never made a wrong prediction | 


in any study that he has conducted 
for a company, and has never had 
a dissatisfied client. In addition to 
telling a client about the worth of 
any packages he has tested, Mr. 
Cheskin also will, in many cases, 
predict the increase in sales of a 
product. 

“Although a company may have 
an excellent package for a product, 
the advertising campaign for the 
product may kill it,” Mr. Cheskin 
said. “In several cases where I 
have forecast big sales for a cer- 
tain product, I have withdrawn my 
prediction because the advertising 
was not suitable. This has not en- 


arts projects of the newly formed |deared me to some agencies, but I 


each the boating 


“THE BOATING INDUSTRY” 


industry 


7 Reaching All the TRADE — and the Trade ONLY 


TIMES 
PUBLISHED $9; = 


12,500 selected and controlled circulation to Boat and Motor 
Distributors, Jobbers, Dealers, Boat Builders, Yard and Marine 
Operators and Naval Architects. 


ADVERTISING FORMS 


research techniques that are now | joined the Pan-American Coffee 
used by CRI. Bureau, New York, as a field) 
Mr. Cheskin told AA that he | representative. — 


™. In answer to Mr. Politz’ charges 

q that motivation research studies 
usually are made with small and 
unrepresentative samples of popu- 
4 lation, Mr. Cheskin said this was ‘ 
"° not true in CRI’s case. “Our mini- . 


mum samplings are 600 persons,” 
he said. “For Marlboro, we inter- 
0 B 


NiBiE 


2 THE BOATING INDUSTRY 


leasont Street St. Joseph, MICHIGAN 


viewed 5,000, and in our study of 
} Philip Morris’ new pack, we talked 

. to 6,000.” 
Depth interviews were rated as 
J slightly better than consumer polls 
or direct interviews by Mr. Ches- 
kin. “Polls are statistics of what 
people say they will do, not what 


they actually will do,” he said. 
“Political polls, which are wrong 
almost as many times as they are 
right, are good examples.” 
Persons who do not believe in 
motivational research “have not 
i kept pace with the times and show 
a lack of knowledge,” Mr. Cheskin 
said. “Psychology has made great 
1 strides in the past 30 years, and 
} psychologists have learned much 
' about human behavior,” he said. 


a CRI, which is divided into three 
divisions, employs 73 people. A 
| total of 62 work on field tests, 
4 eight on ocular measurements and 
iy three on accumulated information. 
| CRI does not design any packages 
‘ or perform creative work of any 
{ kind. 
When a company submits pack- 
ages to be tested, the packages are 
run through ocular measurement 
laboratory tests to determine vis- 
ibility, readability and eye-move- 
ment. If the packages flunk the 
ocular tests, they are sent back to 
the company. Packages are never 
tested in the field until they pass 
the ocular examination, Mr. Ches- 
j kin said. 
| There are three kinds of field 
tests—association tests, retention 
tests and indirect preference tests. 
The association test reveals favor- 
able and unfavorable consumer at- 
titudes toward the package or 
product. The retention test meas- 
ures the extent of recall of the 
product or package. The indirect 


1. TOTAL CIRCULATION IS 
2,175,046" 


—highest in Redbook history 


NEWSSTAND CIRCULATION NOW 
908,218" 


—with a 76,242 gain —largest of all major magazines 


2. 


3 WINNER OF THE BENJAMIN FRANKLIN MAGAZINE 
¢ 


AWARD GOLD MEDAL FOR PUBLIC SERVICE 
for ‘the most distinguished and meritorious service by an American magazine 
of general circulation during 1954” 


preference test discloses what ADVERTISING REVENUE: 
packages the consumers actually ° ; 
P prefer. UP 19.1% for the lst 11 months of 1955 


w A good example of opposite re- 
sults of motivational research 
studies can be found in a study 
made several years ago for Quality 
Bakers of America, Mr. Cheskin 
said. Both he and Dr. Dichter were 
hired to study the worth of Miss. 
Sunbeam as a trademark, and also| 
the value of certain movie stars as | 
trademarks. 

Both studies showed almost. 
identical results on the movie stars. | 
On Miss Sunbeam, however, Dr. 
Dichter said that consumers were 
not sufficiently familiar with the 
Sunbeam trademark as represented 
by Miss Sunbeam, and that con-)| 


5, ADVERTISING LINAGE: 
29% gain for November, 16.4% for Ist 11 months 


Redbook 


sume's did not believe that Miss a 

Sunbe l. He di ad ia ; 

use of the Miss Sunbeam trade-| \  l The Magazine for Young Adults 
mark. 


On the other hand, CRI’s report | *A.B.C. 630/55 


stated that Miss Sunbeam had the 
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MACHINE OESIGH 


produces 

the 

greatest 

reader reaction 
of any 

design 


publication 


The man from MACHINE DESIGN has eye-opening facts about 
the 86,000 requests received last year for extra single copies 
of editorial articles, MACHINE DESIGN is clearly your basic 
design publication if you want highest readership among the 
most design engineers . . . wherever the design-engineering 
function exists, 
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A” Is 6 Tall... 


Cuicaco, Nov. 1—When Ditto 
Inc. begins to advertise the new 
line of offset duplicating equip- 
ment it unveiled in New York last 
month, the ads will reflect the re- 
sults of experience—and its adver- 
tising chief will ditto. 

It’s not that Frank Gregor, who 
has been a member of Ditto’s ad 
department since 1925 and has 
headed it since 1932, believes in 
longevity for its own sake. He is 
convinced that familiarity with a 
company and its products and 
services are an irreplaceable asset. 
And he deplores the flightiness 
which seems to afflict so many ad- 
vertising men and ad accounts 
these days. 

Ditto, the original process, was 
invented in 1906, and the company 
was incorporated in 1910. Since 
that time it has had two advertis- 
ing agencies. The first was the old 
W. W. Garrison & Co. 

Continuity was not lost, how- 
ever, in the lone agency change, 
which took place five years ago. 
Tim Morrow, who had handled the 
account at Garrison prior to the 
establishment of his own agency 
in 1948, bid on a new Ditto product 
against a dozen agencies, and the 
company was so impressed with 
his presentation that it moved the 
entire account into the Tim Mor- 
row Advertising shop. 


a “Mr. Morrow’s acquaintance 
with our work and problems offset 
any advantage we might have 
gained by moving to a larger 
agency,” says Mr. Gregor. “When 
a new agency takes over an ac- 
count, it necessarily does a less ef- 
fective job.” 

Mr. Morrow still is billed as ac- 
count executive for Ditto, but the 
day-to-day affairs of the account 
are handled by Henry Morton— 
another evidence of the Ditto pas- 
sion for experience. Mr. Morton 
had been with Ditto’s systems op- 
erations for 30 years before the 
company “retired” him last spring. 

Retirement merely meant switch- 
ing from the client’s payroll to the 
agency’s, and Mr. Morton clearly 
had had plenty of preparation for 
working on the account. 

Mr. Gregor’s own preparation to 
handle Ditto’s advertising began 
even before he left school. A pro- 
fessor of marketing in the Univer- 
sity of Chicago’s business school 
sent him to the company for a 
stint of field study. He never left. 


s Born in Chicago in 1904, young 
Frank was a member of the Uni- 
versity’s class of ’25, but he wasn’t 
graduated until ’26; once at Ditto, 
he stuck it out, not only for that 
year but for the next 30. 

His first job was handling in- 
quiry correspondence in the ad de- 
partment under the late Leo Giles. 
Two years later he became assist-| 
ant ad manager, and in 1932, at 28, | 
he was appointed ad manager. | 
Since then he has added new func- | 
tions and since 1952 his title has 
been director of sales promotion. 

The question of whether Ditto 
advertising should be directed 
toward establishing a brand image 
or strictly toward selling Ditto’s 
products and services does not 
greatly worry Mr. Gregor; he does 
both. 

Through years of experience he 
can predict with a good degree of 
accuracy how many inquiries a 
coupon in a Ditto ad will pull. 
(Recently, however, an ad slated 
for Life was yanked and an old ad 
substituted when the new ad failed | 
to pull well in a prior run in 
National Geographic.) 


ge On the other hand, the company, | 


30 Years at Ditto, Gregor Stresses 
Continuity as Key to Ad Efficiency 


which acquired a built-in brand 


image when it got its present name 
in 1919 (previously the initial ma- 
chine had been known by the 
pedestrian name of Bill-O-Graph), 
has continually taken steps to 
build the ditto mark for identity. 
It’s a very businesslike mark, the 
ditto; every person in the business 
world .who runs a typewriter, for 
example, taps it dozens of times a 
day. 

Ditto has long since outgrown 
the gelatin duplicating process 
with which it started. By-passing 
for the moment the company’s new 
offset machine, even the sales of 
today’s Ditto liquid duplicators are 
only about 40% of the company’s 
business. 

For 60% of its activity these days 
is in business systems. It designs 
systems and supplies blank forms 
for billing, ordering, purchasing, 
receiving and similar operations. 
(The 40% is about equally divided 
between sales to schools and to 
businesses. ) 


a Yet the company refers to itself 
as the world’s largest maker of 
liquid duplicators. It operates four 
print shops and also has a buying 
subsidiary, Lincoln Paper Co. 

Ditto is reticent about the vol- 
ume of its business, but AA esti- 
mates that it exceeds $20,000,000 a 
year. Its advertising in measured 
media—consumer magazines and 
business papers—is about $250,000 
annually, and almost as much 
again is spent in direct mail and 
business and school trade shows. 

Recently the company has put 
signs on its delivery trucks which 
must mark Mr. Gregor’s high in 30 
years of promoting the Ditto brand: 
on each truck is a ditto mark 
6’ tall. 


Old Crow Gets Spotlight 
in $1,000,000 Holiday Drive 

National Distillers Products 
Corp. will spend $1,000,000 in 18 
national magazines from now until 
Christmas to promote its Old Crow 
whisky. Holiday advertising for 
the brand will be centered about 
the traditional three-bird toast— 
“May there always be an eagle in 
your pocket, a turkey on your table 
and Old Crow in your glass.” 

A feature of the holiday sales 
campaign is an Old Crow figurine 
decanter, made by Royal Doulton 
Potteries in England, which con- 
tains a quart of Old Crow 100 
proof bourbon. It retails at $20. 
According to the company’s sales 
tabulations, Old Crow is now first 
in sales among bourbons and fifth 
among all whiskies. Lawrence Fer- 
tig & Co. is the agency. 


Broker Plans Ad Campaign 
Stetson & Co., member of the 


Dr. on Nov. 1. 


New York Stock Exchange, has 
started a series of weekly test, 
newspaper ads in the New York | 
Times to educate the investing | 
public on the benefits of mutual) 
funds. If the test proves satisfac- 
tory, the company will extend its 
advertising in newspapers and 
magazines shortly after Jan. 1. 
Hilton & Riggio, New York, is the 
agency. 


Hyde Leaves ‘Business’ 


David Hyde has resigned as ad- 
vertising manager of Nation’s 
Business, Washington, effective 
Nov. 1. He will announce his plans 
later. 


Burke-Stuart Co. Moves 


Burke-Stuart Co., radio-tv sta- 
tion representative, moved its 
Chicago office to 35 E. Wacker 
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EFFICIENCY CHECKUP—This ad which, 
like most of Ditto’s, contains a 
coupon, broke first in Time, News- 
week and Management Methods 
last month, runs in Business Week 
Nov. 5. It also will be used in No- 
vember issues of American Busi- 
ness, Journal of Accountancy, Of- 
fice Executive and U. S. News & 
World Report and in December is- 
sues of Controller, Dun’s Review 
& Modern Industry and Office 
Management. 


Dairy Assn. Will 
Spend $1,600,000 
on Butter in 1956 


Cuicaco, Nov. 1—Butter will get 
28%—about $1,600,000—of the to- 
tal American Dairy Assn. budget 
for 1956, AA has learned. 

The total advertising, merchan- 
dising and research budget for 
1956 is expected to fall slightly 
short of the $7,000,000 estimated 
early this year (AA, March 28) 
but to exceed the $5,000,000 spent 
in 1955. The butter budget will in- 
crease by about $600,000 over this 
year. 

Plans for the 1956 butter cam- 
paign, announced at the American 
Butter Institute’s annual meeting, 
include “Disneyland” and _ the 
“Lone Ranger” on tv and “The 
Best of Bob Hope,” a taped show 
for local radio to be used in mar- 
kets where tv coverage is low. 

The magazine schedule for but- 
ter in 1956 includes Better Homes 
& Gardens, Ladies’ Home Journal, 
Life, McCall’s and Woman’s Home 
Companion. 

Tying in with ADA for a but- 
ter-baked turkey promotion in 
BH&G, McCall’s and the Compan- 
ion are Pillsbury Mills, Minneapo- 
lis; R. E. Funsten Co., St. Louis, 
and Penick & Ford Ltd., New York. 

Newspapers, Sunday  supple- 
ments and merchandising materials 
will also be used to push butter. 
Campbell-Mithun, Chicago, is the 
agency. 


BullDog Ltd. Names Agency 


BullDog Electric Products Co. 
(Canada) Ltd., Toronto, has ap- 
pointed MacManus, John & Adams 
of Canada Ltd., Toronto, to handle 


its advertising, effective Jan. 1. 


MacManus, John & Adams, Bloom- 
field Hills, Mich., handles adver- 
tising for BullDog’s U.S. company. 


Redman Returns to Galbraith 
Tommi Redman has returned to 
_Galbraith Hoffman Advertising, 
New York, as copy chief and fash- 
ion merchandising coordinator fol- 
lowing a four-month tour abroad. 
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Downtown Dallas 
Woos Shoppers with 
$100,000 Promotion 


DALLas, Nov. 1—Downtown Dal- 
las is all a-flutter today with the 
opening of Dallas Unlimited, a 
$100,000 project intended to lure 
shoppers back to the center of the 
city. 

Special sections describing the 
events of the day ran last week 
in the Dallas Times Herald and the 
Dallas Morning News. 

Shoppers are busy filling out 
entry blanks for the ’55 Cadillac 
that will be given away. And they 
are keeping their eyes open for the 
“mystery shoppers,” who are wan- 
dering through the stores passing 
out gift certificates. 

Curiosity-seekers are waiting 
for a glimpse at one of the famous 
personalities they have been prom- 
ised. 

Of course, the members of the 
Dallas Retail Merchants Assn. who 
are responsible for the fun are not 
kidding themselves that this is all 
they have to do to bring their 
customers back from the shopping 
centers. 

They are planning a year-long 
campaign and two more special 
events. They are using radio, 150 
spots for the first week and 70 for 
the rest of the 51 weeks. 

They will use newspapers too, 
continuously, and particularly for 
special events. Outdoor posters 
will be used for the first three 
months and for the remainder of 
the year, either outdoor or tv 
will be used. 

Dallas Unlimited Inc. has been 
in the making for some time. A 
budget of $100,000 for the first 
year has been raised and Tracy- 
Locke Co. was named to handle 
advertising. 


Wastepaper Use May 
Hit Alltime High of 
10,000,000 Tons 


New York, Nov. 1—A new rec- 
ord for consumption of wastepaper 
by paper mills will be set this year. 

Figures to support this forecast 
were released by the Eastern Con- 
servation Committee of the Waste- 
paper Consuming Industries. 

U.S. consumption of wastepaper 
in the first nine months of 1955 is 
reported as 6,636,000 tons. Total 
consumption for the year is expect- 
ed to reach 10,000,000 tons. 

The highest previous figure was 
reached in 1951, when Korean war 
demands brought total consump- 
tion to 9,071,000 tons. 

During World War II, when na- 
tional drives for the collection of 
wastepaper were sponsored by the 
government, the maximum con- 
sumption in any one year was 
8,009,000 tons, in 1947. 


® Colley S. Baker, director of the 
committee, in releasing informa- 
tion on the wastepaper situation, 
pointed out that the demand has 
increased largely because of im- 
proved methods of collection and 
grading since the end of the war. 

Wastepaper today, he said, is 


_ carefully sorted into many differ- 


ent grades and classifications; for- 
eign substances are removed, un- 
usable papers containing asphalt, 
sulphur, plastics, insoluble resins 
and excessive moisture are elimi- 
nated, and the wastepaper in each 
grade is baled separately. 


Semi-Weekly Goes Daily 


The News, Myrtle Beach, S.C., 
semi-weekly newspaper, will begin 
daily publication on Monday, Nov. 
14. W. L. Harrelson, editor and 
publisher, said the newspaper will 
be published Monday through Sat- 
urday as an afternoon daily. The 
News was founded in 1935 as a 
weekly, and began semi-weekly 
publication last May 1. 


GUIDE \.AmP 
Division 


CONTROLS HEADLIGHTS AUTOMATICALLY! 


BLINKY’S BACK—Guide lamp division of General Motors Corp., through 

D. P. Brother & Co., Detroit, is again using outdoor posters to pro- 

mote sales of its Autronic-Eye automatic headlight control. The 
schedule calls for posters in 4,000 rural locations. 


Industrial Agency Bows 

A Long Island industrial adver- 
tising agency which says it will 
provide “big agency” service local- 
ly has been formed. Called Indus- 
trial Advertising Agency, the com- 
pany is located at 189 Main St., 
Hempstead, N.Y. Norman Ravitz, 
an industrial designer and owner 
of Industrial Art Service, located 
at the same address, is principal of 
the agency. Gene Bartczak, head 
of Gene Bartczak & Associates, 
public relations counselor, is direc- 
tor of the agency. 


ASK YOUR LAWYER 
ABOUT THIS 


Test CASE AND COMMENT’s stature 
and depth of penetration with your 
lawyer. Let him tell you of the active 
interest all lawyers have in this pock- 
et-size collection of professional help. 
information, humor. Use CASE A 
COMMENT to reach the largest legal 
market you can buy. Guarant 
100,000 controlled circulation—actual 6 
mos. av.—128,459 . . . plus 22,697 bulk to 
law students. It’s economical! For sam- 

les, facts—write CASE AND COM- 

ENT, Dept. AA512, Rochester 14, N.Y. 
or National Publishers Representa- 
tives, Inc., 114 E. 47th St., N. Y. C., 
Plaza 3-5171. 


Hoftman-Manning Adds Five 


has been appointed to handle ad-|Inc., greeting 


manufacturer and 


Gilford Leather Inc., maker of up- | first four are in New York. 


holstery leathers, vinyl fabrics and 
Hoffman-Manning, New York,| Wall coverings; E. Errett Smith 
card publisher; 
vertising for five new accounts. | Chairmasters Inc., manufacturer of 
They are Charles J. Winston & Co.,| hotel and store furniture and fix- 
importer of|tures, and Van Dell Corp., Provi- 
chandeliers and lighting fixtures;|dence, R.I., jewelry maker. The 


America's 


FOREMOST 


TOY TRADE 


Magazine 


Only ABC Toy Paper 
Oldest in Field 
leads in Lineage 
) Write for New Market 

Data Folder 


McCREADY PUBLISHING 
ll = 71 W. 230d WN, ¥. 10 


Best for meeting customer demand... all year round 


United Air Lines 


Many businesses first learned the advantages of 
United Air Lines Air Freight by using it to “fill in” 
inventories during peak buying seasons. 


Now they use it profitably and enthusiastically 
throughout the entire year for many other good 
reasons—to maintain a better control of inven- 
tories . .. to improve customer service . . . to obtain 
higher prices through better service . . . to reduce 
the number of cancelled orders through faster 
delivery . . . to protect the condition and appear- 
ance of goods at destination by reducing in-transit 


For speed, dependability and economy, learn the advantages 
of United Air Lines Air Freight Service. Call the nearest 
United Air Lines Representative or write for free booklet, 
“Industry's Flying Partner.” Cargo Sales Div., Dept. K-11, 
United Air Lines, 5959 S$. Cicero Avenue, Chicago. 


Air Freight 


damage . . . and to bring down the cost of packing, 


crating and warehousing. 


Why not plan to use United Air Lines Air 
Freight regularly during the coming year? The 
cost is lower than you might think. For example, 
a leading dress manufacturer ships children’s 


dresses coast to coast for only 


about 14¢ each! 


Remember, too, only United offers Reserved 
Air Freight space on all equipment—not only over 
its own routes, but world-wide through connect- 


ing airline agreements. 
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Business Paper Success Story... 


Givaudan Ads Tell Food MenHow 
Synthetic Flavors Can Excel Natural 


Detawanna, N. J., Nov. 1— 
Givaudan Flavors, associated with 
Givaudan-Delawanna Inc., and L. 
Givaudan & Cie, Geneva-Paris, is 
part of an organization which for 
more than 50 years has been in 
the business of making “aromatic 
chemicals used in flavoring.” 

The parent company has three 
major divisions, of which the fla- 
vors corporation is one. It has done 
so well in the rapidly developing 
food industry that its advertising 
in the past two or three years has 
been changed from institutional 


Over 100,000 
ABC City Zone 
Orlando, down in the 


Central Part of Florida, 
where the oranges grow, is 


now Over 100,000 City 
Zone. ABC . . . And Still 
Growing. 


Our newspapers outsell 
Miami, Tampa and Jackson- 
ville papers 3 to 1 in Our 
Five Counties . .. Here 
400,000 People spend $500 
million each year. 


Orlando Sentinel-Star 
MARTIN ANDERSEN 


Owner, Ad-Writer & Galley Boy 


Orlando, Florida 
Nat. Rep. Burke, Kuipers & Mahoney 


copy to specific product promotion, 
with every indication of success. 

E. R. Durrer is president of the 
company; Leonard Stoller is ad- 
vertising manager. For the past 25 
years advertising has been han- 
dled by Hazard Advertising Co., 
New York. William Otto is the 
account executive on all the Gi- 
vaudan business. 

The company states the case for 
the flavor industry in a catalog, 
in which the introduction makes 
the following explanation: 


es “For over 50 years Givaudan 
has manufactured aromatic chem- 
icals that have played a dominant 
role in flavoring. Our chemists and 
flavor experts, who are continu- 
ously searching for new and 
unique blends, take great pride in 
placing their artistry and knowl- 
edge at the service of the flavor 
industry. 

“Our formulations have been 
skillfully created to lend a true 
appeal to the products for which 
they are intended. At your request, 
our flavor staff will study your in- 
dividual problem and make a sci- 
entific choice among the hundreds 
of proven Givaudan flavors—or, if 
you prefer, we will develop the 
individual creation that best ac- 
cents the qualities of your product. 

“As the world’s largest producer 
of aromatic chemicals, Givaudan 
possesses international connections 


that frequently enable us to obtain 


YOU'LL SELL MORE BREAD 
with these $G60,0007* 


\:% 


Se 


Here’s what you'll get: 


FULLY ANIMATED FILMS—Animated cartoons are 
top salesmen on TV. You get full, 


animation. 


SHOWS YOUR WRAPPER OVER AND OVER—Your 


wrapper appears in the animated 


quences. It's also shown full screen size repeat- 


edly. 


YOUR BRAND NAME REPEATED OFTEN—Your brand 
name, slogan and the sales slant you are now 
using are made part of each commercial. Entire 
sound track is made to your order. 


FAST-MOVING ACTION THAT PACKS 


WALLOP! —This series was created by baking 
industry people to fill the need for top-flight 
television commercials for bread. It's tested and 
proved—is now doing an outstanding job of 


Animated Cartoon 


TV BREAD COMMERCIALS 


- 7 Original production cost. This has already been 
paid by one of the country's largest bakers. This 
is what it cost to produce these films from the 
start, but you can get them for a tiny fraction of 
the original cost. 


not partial, — 


cartoon se- 


A SELLING 


increasing bread sales for bakers in one-fifth of the country. 


EXCLUSIVE USE— No one else can use it in your market—ever! Extra prints 
guaranteed available up to three years. 


POINT-OF-SALE TIE-IN~ Attractive cartoon youngsters (named for your bread 
in the film) offer many possibilities for merchandising. 


USE AS TV SPOTS AND IN PROGRAMS — 


Strong appeal to both children and 


adults makes these commercials appropriate for use at any time during 
the television day—as spots, in programs, or within participating shows. 
TAMORED TO YOUR BRAND—You get strong identification of your brand 
name throughout, in both sight and sound. These films look as though 


they were speciall 


made for you—top 
commercials up with those of America’s 


uality production puts your 
iggest television advertisers. 


LOW COST—Because original production costs have been paid, this series is 
practical for even LIMITED ADVERTISING BUDGETS. 

AVAILABLE QUICKLY—Prints will be de- 
livered ready for use within 35 days. TELEVISION DIVISION 


DON’T DELAY! 


This series is available to 
only one baker in a market. 


Cee) 
Fim 


.-104 Alexander Bidg., Colorado Springs, Colo. 


MAIL THE COUPON NOW FOR FULL DETAILS—No Obligation. 


_ ms ss = 
ALEXANDER FILM CO., 105 Alexander Bidg., Colorado Springs, Colo. 
Send detailed description of Animated Cartoon TV Film Commercials for bread. 


NAME 


ADDRESS 


STATE 


| 


|companies in the field besides Gi- 


al long last... 
an IMITATION RASPBERRY 
with right-off-the-bush flavor! 


ef 
(ffreilin flaws 


fan 
Cems” 


Pmdet om 


Aen. Peete mage 


used in this ad for Givaudan’s 

raspberry flavoring to heighten the 

prospective user’s awareness of the 
flavor’s authenticity. 


or produce raw materials at un- 
usual economy. Such savings are 
invariably reflected in the price at 
which we sell the final product to 
you.” 


we Concerns in the numerous 
branches of the food industry con- 
stitute the obvious market for the 
company’s flavor products. These 
branches include bakery, beverage, 
confectionery, ice cream and other 
producers. And the flavoring divi- 
sion has been doing consistent ad- 
vertising to these industries for a 
number of years, during which its 
business has shown steady growth. 

“Our advertising has been suc- 
cessful,” Mr. Stoller commented to 
AA. “The food industry keeps get- 
ting larger and becoming more of 
a market for our flavor products. 

“So we have been in a sort of 
transition period. We've been 
changing our advertising from gen- 
eral institutional to specific prod- 
uct advertising. Of course, our di- 
rect mail has been helpful also, 
and so has our house organ for this 
division, ‘Givaudan Flavorist.’ It 
has been exceptionally well re- 
ceived; its mailing list has grown, 
for example, from 2,000 to 4,000 
copies.” 


we An example of product adver- 
tising is that of the company’s new 
imitation raspberry flavor. It was 


RASPBERRY RED—Two colors were 


ras Seals Wee Seid 
POT de steep 


Advertising Age, November 7, 


and Candy. Industry Catalog & 
‘Formula Book (annual); Coffee & 
Tea Industries; Confectionery-Ice 
Cream World; Food Engineering; 
_Food Processing; Food Technology; 
‘and Proceedings of the P.E.M.A. 
(annual). 

The Givaudan company handles 
its own direct mail and publicity 


| material. Each division has its own | 


‘technical literature and bulletins 
as well as its own house organ. 


's The company’s ad policies are 
directed by an advertising commit- 
‘tee headed by the president and 
including the advertising manager 
‘and the principal sales executives. 
| While Givaudan Flavors’ general 
office is at 330 W. 42nd St., New 
York, the American plant is at 
Delawanna, N. J. In addition, the 
‘company operates overseas plants 
|at Geneva, Lyons and Sao Paulo. 


introduced using two-color pages, | 
as compared with the company’s | 
usual b&w pages and half-pages. | 

The growth of imitation flavors 
is governed by variations in the | 
supply of natural products, with 
corresponding fluctuations in the 
prices of both raw substances and 
flavorings. 

This dependence on market 
forces presented a challenge to the 
food manufacturers and therefore 
to Givaudan. The flavor purveyor, 
however, got out in front by con- 
cocting its own synthetics. 

“The flavor chemistry business 
is reasonably competitive,” says 
Mr. Otto. “There are other fine 


vaudan, with many well-estab- 
lished products. The company ha 
had long experience in the com- 
plicated technical research in- 
volved, however, and its trained 
technical personnel are availablc 
to work with the customer, if 
necessary, to develop proper for- 
mulas for special flavors. 


cellent example of the results of 


| 


“ager. 
s “Imitation raspberry is an ex. | Hazel Bishop Adds Radio 


our research. Like many other|will air ten segments weekly of 
items in our fine line of products, four five-a-week serials over CBS 
it already ranks right at the top.” Radio, starting Jan. 2. Programs 

All sales are direct to the man- included in this buy are “Backstage 
ufacturers constituting Givaudan’s | Wife,” “Our Gal Sunday,” “Second 
markets. And ads are aimed direct-| Mrs. Burton” and “Perry Mason.” 
ly at these groups, as the list of Time for Hazel Bishop’s lipstick, 
publications indicates—A merican Complexion Glow, nail polish and| 
Bottler and American Bottler Blue Compact 
Book (annual); Candy Industry through Raymond Spector Co. 


Sigma Delta Chi 
Holds Annual Meet 
in Chicago Nov. 9-12 


Cuicaco, Nov. 2—The national 
convention of Sigma Delta Chi, 
professional journalistic fraternity, 
will be held in the Sheraton hotel 
here Nov. 9-12. More than 1,000 
members are expected to attend. 

Dr. Alberto Gainza Paz, owner 


2 Weve 
An honest-to-woodness solution 
to your Chocolate Problem! 


a 
rie Jjiur "i sa wv 


MMMMMMMMM—Complete with bean 
and leaves of the plant whose fla- 
vor is imitated by the product is 
this ad for Givaudan Flavors’ Imi- 
tation Chocolate Arome. 


Audit Bureau Film 
Is Keyed to ABC's 
Value to Agencies 


Cuicaco, Nov. 1—More adver- 


of La Prensa, will speak on the 
seizure of his newspaper by Peron 
and the new administration in 
Argentina at a luncheon Nov. 10. 
“TV News and Where Do We Go 
from Here?” will be discussed fol- 
lowing the luncheon by Spencer 
Allen, news director, WGN, Chi- 
cago; John Day, news director, 
CBS, Chicago; and Donald Coe, di- 
rector of special events for ABC, 
Chicago. 

A “tour” of historic locations in 
the city is scheduled for Nov. 11. 
Herb Graffis, Chicago Sun-Times 
columnist, will be toastmaster, and 
newspaper reporters who covered 
the stories will be present. Mayor 
Richard J. Daley will speak. 

Ed Lindsay of the Lindsay- 
Schaub newspapers will speak 
Nov. 12 on “Can Colleges Train 
Journalists?” Paul Smith, presi- 
dent, chief exec. officer and editor- 
in-chief of Collier’s, Woman’s 
Home Companion and American 
Magazine, will speak at a luncheon 
Nov. 12. 


Maytag Forms Subsidiary: 
Maytag New York Co. 


In a move to gain greater em- 
phasis in eastern markets, Maytag 
Co., Newton, Ia., has made major 
changes in its distribution organi- 
zation and has set up a new sub- 
sidiary, Maytag 
New York Co, 
Charles B. Ma- 
son, formerly 
Newark branch 
manager, has 
been named 
president of 
Maytag New 
York, which will 
begin operations 
Nov. 10 in head- 
quarters in the 
Port Authority 
Bldg., New York. George W. Jar- 
den, formerly Chicago branch 
manager, is v.p. of the subsidiary. 

Maytag also has created a new 
branch sales area in Pittsburgh, to 
be headed by Gilbert Wilson, for- 
mer Newark assistant branch man- 


Charles B. Mason 


Hazel Bishop Inc., New York, 


tising agency memberships are the 
objective of a new sound slide film, 
| “Adventure into Space,” which the 
|Audit Bureau of Circulations is 
| now showing after the initial pres- 
entation at its annual convention 
Oct. 20. 

It was shown yesterday to the 
Dotted Line Club, made up of rep- 
resentatives of ABP business pub- 
lications, by James F. Devine, 
bureau representative, who also 
explained in detail some of the 
procedures involved in auditing 
business papers. 

The new film was prepared with 
the cooperation of the J. Walter 
Thompson Co. It stresses the im- 
portant part played by verified 
circulation statements in enabling 
_agencies to make correct decisions 
regarding media. 

Emphasis is also given to the fact 
that while buyers of advertising 
| have the majority of bureau board 
members, most of the costs of oper- 
ation are paid by publisher mem- 
bers. 


LEADING in Advertising 


More pages, more advertisers in 
the farm youth field 


LEADING in Readership 


4.28 readers per copy 


LEADING in Selling Power 


The National es 
Future Farmer 


Owned and Published by the Future Farmers of America 
Box 29, Alexandria, Virginia 
Phone Edgewater 9-5133 


subscribe to... 


makeup was bought | 


BI-MONTHLY IN 1956 
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Four Northwest pat. 7 ae have appointed Dawson & Turner Coe Joins ABC-TV of the ABC-TV station relations 

a: : = to direct all nationwide advertising | Robert L. Coe, formerly manager | department. He succeeds Donald 
Associations Name = and publicity. The group is com- of the station relations department |S. Shaw Jr., recently named direc- 
© posed of salmon canners in the of DuMont Television Network,|tor of the ABC-TV station clear- 

Dawson & Turner =” (Puget Sound area. ‘has been named regional manager | ance department. 


PORTLAND, OrE., Nov. 1—Dawson 
& Turner, which has its headquar- 
ters here and offices in New York, 
has been named to handle adver- 
tising and public relations for four 
northwest associations. || 

The associations are the Oregon | 
Wheat Commission, North Pacific | 
Grain Growers, Pacific Salmon 
Associates and the Northwest 
Plaster Bureau. 

The Oregon Wheat Commission’s 
aim is to promote the consumption 
of Oregon wheat foods through ad- 


- Compton Appoints Two; 
Elects Montgomery V. P. 


| Compton Advertising, New York, 
" |has appointed George A. Bradford 
an account executive and John 
Roper an assistant account execu- 
tive, both on the Crosley electron- 
ics division of the Avco Mfg. Co. 
account. Mr. Bradford formerly 
was ad manager of the radio-tv 
department of General Electric 
Corp.; Mr. Roper previously was 


1° Sol! Doators vs 


America’s Most Influential Medical Journal 


When one medical journal is selected as a basic 
medium by most leading medical advertisers you know 
that journal must be a powerful advertising force. 

For the thirteenth consecutive year Modern Medicine 
has carried more advertising than any other monthly or 
semi-monthly medical journal in the world. 


ARTHUR M. JONES JR., formerly an. 
account representative with J.) with Magnavox Co. 

ae 5 ) Walter Thompson, has joined Ben-|__ Richard K. Montgomery, an ac- 
vertising and food articles in every |ton & Bowles, New York, as v.p.| count executive in Compton’s Chi- 


— daily and weekly newspa- and account supervisor. ‘cago office since 1948, has been 
iy id | 


The commission was formed by 

an act of the state legislature in 

) 1947 at the request of wheat grow- 

’ ers and is financed by the growers 

themselves through a self-imposed 

tax. Dawson & Turner now directs 

all advertising, public relations and 

; home economics publicity for the 
| . commission. 


} ® North Pacific Grain Growers, 
representing 15,000 grower-mem- 


Turner will handle public relations 
and edit the association’s new 
magazine “Grain.” 


market their pink and Sockeye 
salmon under the Carnation label, 


>. . . . . . - 
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ARB Network TV Ratings 
Week of Oct. 8-14 


All figures copyright by American Research Bureau 


PROGRAM POPULARITY 


Two Weeks Ending Oct. 8, 1955 
All figures copyright by A. C. Nielsen Co. 
TOTAL HOMES REACHED 


bers in 43 regional co-ops, iS Radio Ad Bureau Moves | 
a grain marketing organization | 
formed by and for growers to. 
facilitate the moving of the North- | 


west’s huge grain crop. Dawson & | 


| 
| 


Pacific Salmon Associates, who 


National Nielsen Ratings of Top TV Shows | 


elected a v.p. of the agency. 
Reaches 139,822 
physicians (every 
practicing phy- 
sician in the 
U.S. under 65.) 


The Radio Advertising Bureau | 
has moved to larger offices in the 
recently completed Davies Bldg., 


460 Park Ave., New York. 


MODERN MEDICINE 


Minneapolis « New York » Chicago « Los Angeles « San Francisco 
In Canada: Modern Medicine of Canada 


tion, art, copy and layout to give you a better finished 
job at less cost. 


5. HOW TO MAKE YOUR ADVERTISING 
PINE GOING 6 bc tecccccccccnce tM 


| ] This book tells many ways to do a better job of adver- 


tising and selling; and contains numerous examples 
of proven practices that are 
companies. 


“paying off’’ for alert 


These Handbooks and Special Reports, 
| Reprinted from Advertising Age, 


Are Now Available to AA Readers 


The following handbooks and special reports contain only information that 


originate in Advertising Age, the author, James Webb 
Young, has written so many articles for AA that we 
feel his ‘“‘idea’’ book is rightfully a member of the 
family. In his book, Mr. Young sets out to give the 
answers to the question—‘'Where do the money-making 
ideas come from—those ideas that make successful 
novels, radio programs, moving pictures, advertising 
campaigns and businesses."’ The result is a little book 
that you can read in an hour, but will remember the 
rest of your life. 


16. NEW TRENDS IN MERCHANDISING 
AND MARKETING................75¢ 


ye 6. HOW TO PUT SALESENSE IN ADVER- Mr. E. B. Weiss, the author of this handbook, came 
to Grey Advertising in 1933, “ 
_— $6 00 Q (R | oe - pas TISING UPMWaARSeeeEeanC aka eyw yy fF 75¢ chandising he has been papetenie Belli tn ait clkaeee 
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Atlantic City’s Furniture and 
Appliance dealers have good 
reason to be happy. 

Furniture and Appliance sales 
for Metropolitan Atlantic City 
amounted to a whopping $10,- 
464,000.00 last year. Atlantic 
City’s families spent more money 
on items like refrigerators, elec- 


sie iil 


. LS 


ATLANTIC CITY IS BIGGER THAN YOU THINK! 


tric ranges, and furniture than 
those in any other market in 
New Jersey. 

Whether you sell washing ma- 
chines, detergents, or any prod- 
uct, you'll agree that Atlantic 
City is well worth — sales ef- 
fort all year round. 
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The only paper that gets into the home— 


Atlantic City Press 


... covers New Jersey's best 
BIG-CITY market 
Rolland L. Adams, President 
DeLisser, Inc., National Representatives 
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‘Largest’ Roto Supplement by an Advertiser 
Will Run in ‘Minneapolis Trib’ for Dayton’‘s 


| |largest retailer, Dayton’s, for the 


| 
| MINNEAPOLIS, Nov. 1—This city’s 
j | first time will distribute its tradi- 


‘tional gift guide, the “Christmas 
Daytonian,” through the Minne- 
‘apolis Sunday Tribune on Nov. 6. 

Besides being an unprecedented 
‘distribution shift from what was 
‘acknowledged as the Upper Mid- 
west’s largest annual direct mail 
project by a department store, the 


'“Christmas Daytonian” this year is 


believed to be the largest roto- 
gravure newspaper supplement ev- 
er used by a single advertiser in 
the U.S., according to John W. 
Moffett, Minneapolis Star and 
Tribune advertising director. 


= Dayton’s cost for the 76-page 
book, including the newspaper’s 
retail space rates and extra charges 
for premium quality stock with a 
special weight cover, comes to 
something over $100,000. 

More than 625,000 copies, bear- 


number four of a series: 


shades of “Custers Last Stand”? 


Reminiscent of “Custer’s Last Stand,” drum- 
beaters of the hotel market have finally conceded 
that motels are here to stay. Following the pre- 
cept of, “if you can’t lick ‘em, join ‘em’, they 
have, consequently, “announced” the great dawn 
of a “new” era: the “motor hotel”. 


To this unimaginative bit of deception, we 
simply comment: “nonsense”. Motels have been 
in existence for more than 25 years, and, despite 
the fact that during their embryonic period they 
were called “cabins”, “tourist courts”, “motor 
inns’, etc., the fact still remains that the name 
“motel” has since been universally chosen as the 
most descriptive and best suited term. The recent 
boom, that has enabled the industry to double its 
size in the past seven short years, is in the motel 
field—not hotel. 


The flagrant attempt to capitalize on the suc- 
cess of the motel market may be considered 
smart business strategy in some circles, but most 
alert manufacturers are already fully aware of 
the true picture: these two respective industries 
are distinct separate entities ... it’s because of 
these fundamental differences of operation that 
the motel industry has left the hotel industry 
literally “in the dust” as far as growth is con- 
cerned. 


To further set the picture straight, lets make 
a close examination of the difference in buying 
characteristics of these two totally unrelated 
fields. In the case of hotels, which are, quite 
often, units in chains, the buying is most fre- 
quently done through central purchasing author- 
ity, and as a direct result of performance tests 
made in the hotel chain’s individual testing lab- 
oratory. Quite naturally, advertising has a far 
weaker influencing effect under these circum- 
stances. 


On the other hand, a survey made by AMER- 
ICAN MOTEL magazine uncovered this as- 
tounding fact: 40% of the respondents said they 
often take the first step in buying equipment or 
supplies, since they are not contacted often 
enough by salesmen to take care of their needs. 
This reveals a seller's market reminiscent of the 
World War Il era... and is, obviously, an open 
invitation for manufacturers to cultivate it. And 
since motels are usually smaller than hotels, 
most of them are operated by their owners. Hav- 
ing a decentralized purchasing structure, it is, 
consequently, the owner/operator who main- 
tains full buying authority. 


There you have it! In just one example, just 
one important comparison—in buying patterns 
—you have about as much difference between 
the two industries as between day and night. 


And, because most persons entering the lush, 
new motel business are new at it (as is the case 
in any “gold rush”), they must rely upon brand 
names to make up for their lack of product-selec- 
tion knowledge. Thus, to them, a dominantly 
advertised brand name means assurance of qual- 
ity and satisfaction. Only AMERICAN MOTEL 
—because it is the only “fully qualified” ABC 
magazine in the field—can “open up” this vast 
dollar volume of virtually untapped purchasing 
power... for you. 


AMERICAN MOTEL’s 23,000 plus motel 
industry (not hotel) readers are awaiting the 
opportunity to buy your products. Want to get 
your share of this huge new sales pie? Any of 
our representatives will fill you in on how to go 
about it. Contact: AMERICAN MOTEL mag- 
azine, a Patterson Publication, 5 South Wabash 
Ave., Chicago 3, Ill. 


ing the Minneapolis Sunday Trib- 
une logotype and dateline on the 
cover and listing more than 650 
pictured gift items, will be dis- 
tributed throughout 223 counties 
of Minnesota, North and South Da- 
kota and western Wisconsin, with 
home delivery by 10,000 carrier 
salesmen in about 1,250 cities and 
towns in the area. 

This is a second major promo- 
tional precedent Dayton’s has 
broken recently. After many years 
of confining its newspaper adver- 
tising to the daily Minneapolis Star 
and Morning Tribune, the Dayton 
company in February, 1953, began 
using the Minneapolis Sunday 
Tribune for the first time. 


® Addition of the 10%x12%” 
“Christmas Daytonian” brings the 
locally-handled rotogravure page 
count for that Sunday to 100 
pages, including Picture Magazine, 
but excluding the national supple- 
ment, This Week Magazine. 
Dayton’s gift supplement alone, 
Mr. Moffett pointed out, will use 
more than 100 tons of paper, equal 
to a single sheet one square mile 
in size. Fifteen “piggy back” 
freight cars were necessary to car- 
ry the Dayton order from Alco 
Gravure, Chicago rotogravure 
plant which prints Picture Maga- 
zine for the Minneapolis Sunday 
Tribune, to Minneapolis. 

“At this time, we cannot tell 
how close the addition of the 
‘Christmas Daytonian’ will bring 
the size of the Nov. 6 Minneapolis 
Sunday Tribune to the record 286- 
page, 3%-lb. ‘National Home 
Week’ issue of Sept. 11 this year,” 
Mr. Moffett said. The “Daytonian” 
will run a half pound per copy. 
Although Dayton’s is thus push- 
ing direct mail aside for its largest 
single annual advertising print 
order, the store is using a bill stuf- 
fer reproducing the “Daytonian” 
cover design to acquaint its cus- 
tomers with the change. Inside, 
explanatory copy is headed: “This 
year your newsboy brings you the 
‘Christmas Daytonian.’ ” 
Dayton’s is dlso buying large 
amounts of space in the daily Min- 
neapolis Star and Tribune as con- 
sumer promotion for the Sunday 
Tribune distribution throughout 
the week preceding Nov. 6. 


‘Implement & Tractor’ 
Buys Punton Plant Facilities 

As part of a current expansion 
program, Implement & Tractor 
Publications Inc., Kansas City, Mo., 
has purchased the printing plant 
of Punton Bros. Publishing Co. at 
1014 Wyandotte St., Kansas City, 
and will operate it as a subsidiary, 
Inter-American Press Inc. John 
and Frank Punton, owner-partners 
of Punton Bros., plan to retire Dec. 
31, but will continue as consultants 
to the new owners. 

In addition to commercial print- 
ing for businesses and other pub- 
lishers, Inter-American Press will 
produce the magazines and books 
published by Implement & Tractor 
Publications and another sub- 
sidiary, Implement & Tractor In- 
ternational Corp. Officers of the 
new subsidiary are Frank D. 
Smally, exec. v.p. of the parent 
company, president: Robert E. 
Hertel, president of Implement 
& Tractor, v.p. and treasurer, and 
David H. Hertel, v.p. of I[&T, v.p. 
and secretary. 


Rosenthal & Smythe Moves 


Rosenthal & Smythe, New York, 
publisher of Antiques Dealer, 
Furniture Store Lamp Merchan- 
diser, and Lamp Journal, has 
moved its headquarters to 101 
Springfield Ave., Summit, N.., 
where it will occupy its own build- 
ing. A branch advertising office 
will be maintained in New York at 


its former address, 15 E. 26th St. 
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Radio Indulging 
in Big ‘Giveaway,’ 
Broadcasters Told 


(Continued from Page 1) 
have knowingly permitted this 
“dereliction,” but because it has 
“crept into the medium through 
neglect.” 

He outlined a three-point pro- 
gram for overcoming the situa- 
tion and giving the industry “stat- 
ure”: 

1. Establish a creed of business 
operations, “thoughtfully and| 
pridefully prepared, religiously ob- 
served, with a proper, equitable 
rate structure.” 

2. Pay greater attention to pro- 
gramming. Programming “is the 
lifeblood of our business,” he said. 
“It is our total product.” He said 
radio is the constant companion of 
its listeners, who locate their sets 
everywhere in the home and in the 
car, and only ask of it that it be 
“a worthy and interesting compan- 
ion.” 

3. Love of the business. Mr. 
Worth said this was the most im- 
portant point of the program. 

“IT am reminded that the differ- 
ence between a champion sprinter 
and the best of the ‘also-rans’ is 
one-tenth of a second, and I sub- 
mit that that one-tenth of a sec- 
ond superiority comes from that 
intangible but powerful force, love 
of the business,” he said. 


a At the closing luncheon session 
Campbell Arnoux, president and 
general manager of WTAR-TYV, 
Norfolk, Va., and vice-chairman of 
NARTEB television board, criticized 
a trend toward over-commercial- 
ism in television advertising. 

“I have noticed an increasing 
tendency toward over-commercial- 
ism, not always in the amount of 
commercials but in the length of 
them and in their manner of de- 
livery,” Mr. Arnoux said. “A com- 
mercial can and should be made 
interesting, and should always at- 
tract the viewers’ attention, or its 
effect will not only be lost and 
sales will not result, but even- 
tually, little by little, tune-in will 
drop and the fine edge of tv as a 
dynamic advertising weapon will 
be blunted.” 


e Mr. Arnoux urged tv station) 
managers to closely scrutinize) 
their continuity departments, pro- 
duction and film departments and 
all creative departments to make 
sure they have personnel who have 
the ability and vision to turn out 
the right kind of advertising mes- 
sage. 

“Too often these departments 
are the stepchildren of the tv sta- 
tion, with inadequate personnel, 
under-paid and ill-equipped to do 
one of the vitally important jobs 


in the whole operation—make 


Tucker 


Brown 


Russell 
BROADCASTERS REPORT—Gathered together in Colorado 
Springs prior to reporting on broadcasting activ- 
ities in their respective states are Merle Tucker, 
KGAK, Gallup, N. M.; Jim Russell, KKTV, Col- 
orado Springs; Eugene Halliday, KSL, Salt Lake 


Elliott Fletcher 


Fletcher, KSEI, 


Halliday 
City; Ian Elliot, 


Hathaway Meagher 
KATL, Miles City, Mont.; Henry 
Pocatello, Ida., and Donald Hatha- 


way, KSPR, Caspar, Wyo. With them are Thad 
Brown, NARTB v.p. for television, 
Meagher, NARTB v.p. for radio. 


and John 


sales through words and pictures,” 
Mr. Arnoux said. 

Mr. Arnoux suggested that sta- 
tions concentrate on bringing high 
quality tv shows to viewers. “Un- 
less we center our attention now 
on quality in our finished product, 
which is the picture on the tube, 
we may lose by attrition the great- 
est gift that has ever been given 
an advertising medium—that al- 
most unbelievable impact that tv 
has on the lives of all the people,” 
he said. 


® One of the more intriguing sug- 
gestions made at the radio session 
today came during an audience 
promotion panel, when Harold 
Storm, promotion manager of 
KLZ, Denver, called on radio sta- 
tions to band together and sell the 
medium to the listening public. 

Mr. Storm suggested that if 
each station in the country chipped 
in $100 a $300,000 kitty would be 
available. This, he suggested, could 
be used to buy space in consumer 
magazines aimed at luring the 
public back to radio listening. 

D. Lennox Murdoch, v.p. and 
general manager of KSL-TV, Salt 
Lake City, urged members attend- 
ing the tv session to get better ac- 
quainted with the NARTB Tele- 
vision Code. 

He warned the station operators 
that they would never gain the 
confidence of their viewers unless 
they are careful of the material 
that they feed into the homes. 


Crumley Joins Adam Young 
Bill Crumley, formerly research 
director of Television, has joined 
Adam Young Television Corp., 
New York, as research director. 


Cash Hoffman 


Kramer Wagstaff 


IN COLORADO—Norman Cash of the Television Bureau of Advertis- 


ing and Phil Hoffman, manager 


of KLZ-TV, Denver, pose with 


Worth Kramer, v.p. and general manager of WJR, Detroit, who was 

featured speaker on radio day, and Walter Wagstaff, v.p. and gen- 

eral manager of KIDO, Boise, and chairman of the Region 7 NARTB 
conference in Colorado Springs. 


Four Anti-Trust 
Defendants Get 
90-Day Extension 


(Continued from Page 1) 
from two to five years for the case 
to get on the court calendar. 

He made this comment after lis- 
tening to the government anti-trust 
attorney, Victor Kramer, argue 
that the defendants have already 
had enough time and that the Jus- 
tice Department, aware of the 
crowded docket, is anxious to get 
the “‘issue joined.” 

Judge Herlands said the govern- 
ment’s zeal was commendable but 
that in the light of the issues in- 
volved and the long litigation 
ahead, it was not unreasonable to 
allow the defendants more time. 

Mr. Kramer, in arguing against 
the motion for an extension, point- 
ed out the defendants were not 
required to prepare their complete 
defense now. All that was wanted 
at this point, he said, is a simple 
answer to the complaint, a denial. 


® The main argument for the de- 
fendants was presented by Carl 
Newton of Donovan, Leisure, New- 
ton & Irvine, special counsel re- 
tained by the Four A’s. 

Mr. Newton said that naturally 
a formal nonspecific answer could 
be filed immediately, but he em- 
phasized that his client did not 
want to handle the matter in this 
manner. 

He said the Four A’s wanted to 
deal fully with the issues raised in 
the government complaint, rather 
than reply with a general denial. 
“If there is something to admit, we 
want to admit it,” he said. 

Mr. Newton pointed out that his 
firm had been retained by the 
Four A’s only six weeks ago, had 
since devoted more than 500 hours 
to the case and had still “barely 
made a dent” in the “mountains of 
material” to be examined and in- 
terpreted. 

He further pointed out that since 
it took the government 16 months 
to initiate this suit, it was unfair 
to expect the defendants to reply 
in so short a time. 


® Attorneys for the other three 
groups reiterated Mr. Newton’s 
arguments. ABP and the Four A’s 
were seeking 90-day stays, but 
PPA and APA wanted extension 
to May 1. 

While the deadline for filing was 
extended to Feb. 1, it is not un- 
likely that some or all of the de- 


“minimum” his firm would require 
to prepare an adequate answer. 

However, he pointed out that it 
may well be that this time will not 
be enough. Attorneys for the other 
defendants seconded him. 

Mr. Kramer attempted to get 
Judge Herlands to set Feb. 1 as the 
absolute final deadline, but he re- 
fused to put such strings on the 
extension. The judge said he be- 
lieved the attorneys were “dili- 
gent” and not engaged in “dilatory 
tactics.” He added that he was 
granting the extension on the as- 
surance that an “intensive effort” 
will be made to have the answers 
ready by Feb. 1. 

Prior to the arguments here to- 
day, none of the defendants had 
filed an answer. Immediately after 
Judge Herlands handed down his 
decision, however, the American 
Newspaper Publishers Assn. tossed 
its reply into the hopper. 


FTC Inquiry into 
Merger of ‘Farm 
Journal’ Begins 


PHILADELPHIA, Nov. 3—John 
Walker, Federal Trade Commission 
attorney, today went into his third 
straight day of questioning Dana 
Fernald, v.p. and board member of 
Farm Journal Inc. 

To date, Mr. Fernald has been 
the only one to be examined before 
FTC Examiner Frank Hier, in the 
case of the commission’s accusa- 
tions against Farm Journal, charg- 
ing the company with restraint of 
trade in its acquisition of the cir- 
culation lists of the former Coun- 
try Gentleman or Better Farming. 
The circulation of the latter was 
merged with those of Farm Jour- 
nal and Town Journal. 

Three weeks ago the FTC went 
into the U.S. court of appeals here 
‘in an attempt to obtain an injunc- 
‘tion against Farm Journal Inc. and 
Curtis Publishing Co. to halt merg- 
ing of the circulation lists and pre- 
vent use of the Country Gentleman 
name. The court turned down the 
request. 


® Today, exhibits of various trade 
/magazines are being examined by 
| Mr. Walker through questioning of 
|Mr. Fernald. Just how long he will 
be questioned is not known. 

Still scheduled for questioning 
are Richard J. Babcock, Farm 
Journal president, and Graham 
Patterson, publisher. The bulk of 
the questioning has been about de- 
tails, first about Mr. Fernald’s 


NBC-TV Sets Up 
“World's First’ 
100% Color Outlet 


(Continued from Page 1) 
strongly the importance we attach 
to color. 

“That is why RCA and NBC, 
from the first, have undertaken to 
break through the b&w curtain. 

“We undertook to manufacture 
color receivers and color tubes and 
we are now set up to produce them 
in quantity.” 


® In answer to a question from the 
floor, Mr. Sarnoff startled re- 
porters, who are accustomed to 
hearing much lower estimates on 
color sales, by saying that RCA is 
selling and installing color sets at 
the rate of 1,000 a week. He said 
that his company expects to sell 
more than 200,000 tint sets in ’56. 

Sylvester L. Weaver Jr., NBC 
president, didn’t commit himself 
when asked if the Chicago color 
studios would be used to originate 
regular network series. 

NBC Exec. V.P. Robert W. Sar- 
noff revealed that 104 NBC sta- 
tions—covering 90% of U.S. tv 
homes—are now equipped to trans- 
mit network colorcasts. They are 
getting more than 40 hours month- 
ly in network colorvision. 

Gen. Sarnoff said extensive plans 
for expanding color programming 
nationally would be announced 
next week, following an NBC board 
meeting. 


® In Chicago, meanwhile, hard- 
goods merchant Sol Polk tied into 
the NBC announcement with one 
of his own—that Polk Bros. has 
just placed “the largest single 
order for color television sets in 
the history of the industry.” 

The order is for 500 21” RCA 
color sets “for earliest possible de- 
livery.” Mr. Polk appended to his 
announcement a long and glowing 
endorsement of the network’s de- 
cision to set up an all-color station. 

This was only appropriate, 
though, since the whole idea of 
devoting WNBQ entirely to color 
is said to have been dreamed up 
jointly by the retailer and Jules 
Herbuveaux, WNBQ manager. 


Belden & Hickox 
Dissolves; Partners 
Form New Agencies 


CLEVELAND, Nov. 3—Belden & 
Hickox has been dissolved, the 
partners going separate ways and 
forming two new agencies in 
which they are the principals. 

Teaming up 14 years ago, Frank 
E. Belden and John B. Hickox spe- 
cialized in industrial accounts 
which billed more than $650,000 
a year when the partnership ended. 

Mr. Belden has established Bel- 
den & Frenz, in which Daniel C. 
Frenz, former B&H art director, 
is v.p. The new agency occupies 
offices in the B. F. Keith Bldg. 

Mr. Hickox heads John Bryant 
Hickox Inc., 1900 Euclid Ave., the 
same quarters used by the old 
partnership. V.p. of the agency is 
Cloyd H. Schleiger, who was an 
account executive 14 years with 
McCann-Erickson. 

Accounts going with Mr. Belden 
include Cleveland Twist Drill Co., 
Graybar Electric Co. and Summit- 
ville Tiles. Among those kept by 
Mr. Hickox are Lamson & Sessions 
Co. and Lees Bradner Co. 


Milton Joins Conard-Pyle 

John Milton, formerly copy di- 
rector of the Buckley Organiza- 
tion, Philadelphia, has joined Con- 


fendants will be requesting even|duties and then, during the next|ard-Pyle Co., West Grove, Pa., 


more time. Mr. Newton emphasized 
that the 90-day extension is the 


ltwo days, about publication and 
| advertising. 


| grower of Star Roses, as advertis- 
ing manager. 
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ANA Counsel Advises: 


Negotiate Agency Pay 


(Continued from Page 1) 
try, regardless of how the case 
turns out,” Mr. Weil assured the 
audience. 
But he went on: 
“Despite that, however, I cannot 


“The reason I say this is that 
however the case turns out, it will 
necessarily focus attention upon 
the concept that the legal relation- 
ships between an advertiser and 
his agency should be fixed by in- 


escape the personal belief that this dividually determined agreement 
lawsuit—entirely apart from its! between them.” 


outcome and regardless of who) 
wins it—will prove to be a strong 
catalytic agent in the economic 
evolution of some important as- 
pects of advertising relationships. 


eTAITORLAL ENTERPRYSp 


VeROGA BIT), MEVABA 


Larges! Weekly Paper Ip 


® Then Mr. Weil pointed out that 
the advertiser-agency relationship, 
once a simple man-to-man rela- 
tionship between business owner 
and agency owner to provide a 
fairly simple _ service, 
grown enormously complex. Now, 
he said, it is “one large business 
| organization 
volved in an extremely complex 


has now 


and another” in- 


range of services. 


The Fotire American West range of se covering a whole 
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It was once natural and suitable 


ae you 


thousands of dollars 


worth of FREE 


ADVERTISING SPACE? 


Independent surveys prove every single container 
shipped is seen by up to 1,100 people! 


If your company uses shipping 
containers, this new book is a gold 
mine of valuable information. ‘‘Ad- 
vertising on Containers’’, is packed 
with detailed information on how 
to take full advantage of shipping 
containers as a medium for highly 
effective low-cost advertising. It 
presents results of surveys and stu- 
dies on the subject. It contains 
many ideas for preparing container 
advertising. Some of the country’s 
leading companies have benefited 
greatly from Stone’s ideas on con- 
tainer advertising. You can too. 


USE THIS COUPON, 
SEND FOR YOUR FREE BOOK 


“ADVERTISING ON CONTAINERS” 
stone 


Without obligation please rush me your new FREE Book, 


“Advertising on Containers.” 


that agencies’ 
“should be computed in relation- 
ship to the media billing, and that 
it should be paid by the media 
owners,” he said. “But that was 
then and this is now... 


compensation 


® “Today, when so much of the 
value of some services an agency 
may supply may not receive ample 
recompense from a percentage of 
media billing . . . there is a restless- 
ness among agencies concerning 
the traditional basis of compensa- 
tion...and a willingness among 
advertisers where circumstances 
warrant it, that additional fees be 
negotiated for specific services. 

“Conversely, where agencies are 
called upon to render relatively 
little by way of effort in compari- 
son with large amounts receivable 
by them from certain media... the 
advertisers are growing restive, 
and they are more and more de- 
manding and receiving adjustment 
of the inequities, either in the 
form of additional services by the 
agency without further compensa- 
tion, or by the franker means of 
rebates.” 

The “very concept and philoso- 
phy of the government’s anti-trust 
suit,” plus the fact that analytical 
advertisers have been thinking in 
these terms, means that “the cu- 
/mulative effect of these two inde- 
| pendent forces pushing in the same 


direction may be to develop the ar- 
| 


\rangement of advertiser-agency re- 
lationships more rapidly in their 
healthiest and most productive di- 
rections,” Mr. Weil concluded. 

The full text of his speech fol- 
lows: 

Time and time again, the anti- 
trust department has moved into 
various industries to challenge 
practices which were dear to the 
‘heart of the industry. Usually they 
are practices that have taken on 
the aspect of indispensable key- 
stones in the economy of the busi- 
ness affected, through the hallow- 
ing processes of time—or by the 
inertia that goes euphemized as 
tradition. 
| Basing points; trade association 
activities of various sorts; division 
of markets; standardized channels 
of distribution; black lists; white 
lists; standard fees, discounts or 
|prices, and production or sales 
|quotas, are but some of the many 
/entrenched practices that have be- 
|'come targets for the slings and ar- 
rows of the anti-trust department. 

Sometimes the assaults have 
failed, as in the recent investment 
bankers case. More often they have 
pushed through to their objective. 


= | 


NEW DEVELOPMENTS BY 
STONE FOR MORE EFFECTIVE 
“ADVERTISING ON 
CONTAINERS” 
Multi-tone Color 
Backgrounds 
A large variety of new, modern 
background textures in a wide 
range of colors can now convert 
shipping containers from drab 
boxes to prestige-building eye- 

catching packages. 
Quality Halftone Printing 
Fine detailed halftone illustra- 


tions can now be used on con-|doesn’t understand the nature of 
tainers for attractive product re- | the industry and doesn’t realize | 


production. 


Economical Color Printing 
Practically any advertising effect 
can be had on containers with 
new “Multi-Tone” printing. Even 
fine quality, 4-color illustrations 
have been successfully repro- 
duced. 


container corporation 
4206 W. 42nd PLACE @ CHICAGO 32, ILLINOIS 


Plants and offices in most principal cities. 


——— ~-—— — — — — — —  — — — — ———- but I can call to mind no instances that can be amassed by collective 


® When such interest by the de- 
partment first makes itself known 
in a given industry, it is commonly 
attended, in its earlier stages, at 
least, by reactions of consternation, 
shock, indignation, resentful frus- 
tration, and also by sincere convic- 
tion and admirable determination 
to stand for what is right and see 
the matter through at all costs. 

| These attitudes erupt in varying 
degrees in different quarters within 


the industry, but they stem from a| | 
surprisingly common progression | which, if left uncontrolled, would 


Advertising Age, November 7, 1955 


in which an otherwise vital, sound 
and dynamic industry has been 
stunted or killed by an anti-trust 
order. 

I personally have never found, 
and I do not believe, that the de- 
partment has any basic antagonism 
against the industries—as such— 
within which it takes action. If you 
wish to feel otherwise you will 
have to believe that in its time it 
has been anti-aluminum, coal and 
oil; fish, fur, food and milk; rail- 
roads; telegrams, trucking and 
light-bulbs; glass and eyeglasses; 
autos and movies; shoe machinery; 
plumbing, fire-extinguishers and 
parking meters; real estate brok- 
ers; labor unions, and even the 
practice of medicine. 

The common element, and the 
target which has really spurred 
anti-trust to action in these widely 
varied fields has not been the in- 
dustry itself, but the practices that 
the department believed to exist 
within them in contravention of 
the anti-trust statutes. 


® And I am of the opinion that the 
same is true insofar as its action 
in the field of advertising is con- 
cerned. I cannot feel that the de- 
partment is anti-advertising, or 
that it is out to “get” the advertis- 
ing industry, or any medium, under 
the guise of the anti-trust laws. I 
simply think that, being techni- 
cians charged with the responsibil- 
ity of stamping out anti-trust vio- 
lations wherever it may find them, 
the department, believing them to 
exist within the advertising struc- 


ture, has proceeded there as it) 


would, and has, in other, totally 
unrelated industries. 

After emotions have subsided in 
the past experiences of other in- 
dustries with anti-trust cases, and 
when perspective has been gained 
by the passage of time, it has even 
been felt in many quarters of an 
industry that valuable stimulus to 
development was provided by the 
breaking open of windows and 
doors that had been shut tight for 
too long a time. The people who 
are inside a close room often are 
not the ones to notice when the air 
has become stale. 

You see, the anti-trust laws, and 
their administration, are plagued 
by a congenital anomaly which 
more often than not makes their 
immediate objective seem the very 
contradiction of their long-term 
purpose. 

They are dedicated to the goal 
that restraints shall not shackle 
business. Contraposed to this prin- 
ciple, however, is the realism of 
the marketplace that unregulated 
competition is likely to breed 
restraints of its own. In the com- 
petitive battle, businesses will seek 
to impose limitations upon free 
competition in an effort to achieve 
and maintain dominance—for ex- 
ample, allocation of markets, fix- 


ing of prices. 


® Paradoxically, then, our Amer- 
ican 


upon those aspects of competition | 


of convictions (1) that anti-trust | give rise to much greater and more| 


that the practices under attack are 
its life-blood; (2) that anti-trust 
does understand the industry and 
does realize how essential the prac- 


tices are to its existence, but it is 
antagonistic to the industry and is 
‘out to get it with a leap for the 
throat; (3) that intentionally or 
‘not, those damn bureaucrats are 
just going to be the death of the 
industry if somebody doesn’t stop 
them. 


® But, when the smoke of battle 
has cleared away, and poppies 
grow in the battlefields, the dire 
_predictions rarely seem to have 
come true. 

Individual businesses may often- 
times have become war casualties, 


serious impediments upon freedom | 
of trade. The government must 
restrain in order to prevent re- 
straint; which—when you come to 
think upon it—is no more of an 
anomaly than fighting in the name 
of peace, or maintaining jails in 
the land of the free. 

The part of the anti-trust laws 
that is involved in the advertising 
case is that portion which prohibits 
two or more persons or organiza- 
tions from joining together in a 
common plan or course of action 
which has restraint of trade— 
whether their own or someone 
else’s—as its purpose or effect. It 
is a statutory recognition of the 
adage that in union there is 
strength; and that—insofar as re- 
straint of trade is concerned—the 
opportunities to exercise the power 


system, by governmental| 
function, must impose restrictions| @ 


action are too dangerous in their 
implications to be tolerated. 


® The specific ‘practices concern- 
ing which the Department of Jus- 
tice alleges there has been unlaw- 
fully concerted action are: 

1. Uniform standards for recog- 
nition of advertising agencies. 

2. Refusal of credit and commis- 
sions to non-recognized agencies. 

3. Refusal of trade association 
memberships to non-conforming 
agencies. 

4. Refusal of recognition or com- 
missions to agencies which rebate 
or split their commissions with na- 
tional advertisers. 

5. Refusal of recognition to house 
agencies or agencies controlled by 
or affiliated with media, printing 
or engraving establishments. 

6. Charging of gross rates by me- 
dia to direct advertisers. 

7. Agreement amongst media 
that they will not depart from their 
published advertising rates. 

8. Fixing and maintaining agen- 
cy commissions at 15% of media’s 
gross advertising rate. 

9. Refrainment by agencies rrom 
competing wtih each other by sub- 
mitting material to a national ad- 
vertiser in speculative solicitation 
of new business. 


® The defendants named in the ac- 
tion are American Assn. of Adver- 
tising Agencies, American News- 
paper Publishers Assn., Publishers 
Assn. of New York City, Associated 
Business Publications, Periodical 
Publishers Assn. and Agricultural 
Publishers Assn. 

If I am unable to make anything 
else clear that I say this morning, 
I hope that I may have the power 
to be lucid on one point. 

I must make it clear, if I am to 
help you understand the true im- 
plications of the advertising anti- 
trust suit. 

It is this: There are certain ac- 
tivities, and they are many, which 
a business may lawfully do, if it 
does them by itself, acting on its 
own initiative and determination. 
Yet those very same actions may 
become illegal if done as the result 
of agreement, concert or joint pro- 
gram with one or more other com- 
panies. 


® One simple example will illus- 
trate the point. 

A company does not violate the 
law when it makes its own deci- 
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sion as to which markets it will g0| 
into. 

It may violate the law, however, | 
if it enters into agreement with 
others on that subject. 

There you have the touchstone 
for understanding the legal basis, | § 
rationale and objective of the de-|§ 
partment’s lawsuit. é 

It is not based upon the thought | © 
that an advertising agency should |” 
not be paid 15% of an advertiser’s 
media expenditures. 

It is not based upon the thought 
that such payment should not be 
made by the medium in the form 
of a discount to the agency. 

It is not based upon the thought 
that a medium has no right to 
select—or “recognize”’—the agen- 
cies with which it will do business. 

It is predicated simply upon the | 
principle that it is unlawful for| WOMAN DRIVER—Betty Becker sig- 
two or more independent business | nals for a turn on the Planet Jr. 
entities to agree with each other to Superider, made by S. L. Allen & 
do such things, or to participate in Co, Philadelphia. Tractor attach- 
a joint program concerning them. ments include three-gang mower, 


rotary mower, fertilizer and seed 
spreader and trailer cart for haul- 
ing earth and other materials. 


a It’s the joining together in such 
activities that the complaint sets 
forth as the lawful aspect of what 
it claims has been done. There is 
no claim whatsoever that the par- 
ticular activities which are alleged 
to have been the subject of the 
joint ventures are, or would be, il- 


and calibre reports only, with the 
media owners in full exercise of 
their individual policies as to how 
they shall act upon the information 


'|which results from causes other | 


isuch practices should continue to 
characterize the industry, there 
would be a critical legal difference 
between uniformity which is the| 
product of over-all plan, which 
would be unlawful, and uniformity | 
than central direction; greater 
practical or economic efficiency or | 
desirability, for example. | ; 


|® So, if I have correctly analyzed | 
‘the government’s case, there is| 
/nothing in it from the strict legal 
viewpoint that is going to neces-| 
sitate drastic changes in our indus-| 
try, regardless of how the case 
turns out. 

Despite that, however, I cannot 
escape the personal belief that this 
lawsuit—entirely apart from its 
outcome and regardless of who 
wins it—will prove to be a strong 
catalytic agent in the economic 
evolution of some important as- 
pects of advertising relationships. 

The reason I say this is that 
however the case turns out, it will 
necessarily focus attention upon 
the concept that the legal relation- 
ships between an advertiser and 
his agency should be fixed by in- 
dividually determined agreement 
between them. If the government’s 
views prevail, the decision will 
certainly establish that as a con- 


legal if pursued by individual com- 
panies acting entirely by them- 
selves. And there is no indication 
in the complaint that the anti-trust 
department has any desire to pro- 


thus received. 


® If the proof goes in those direc- 
tions, then to such extent the fac- 
tual basis for the government’s case 


sideration for the future. If the 
defendants prevail, it will be be- 
cause they will have convinced the 
court that that has been the state 
of affairs right along and presum- 


in your agency 


hibit individual employment of|—as distinct from the legal theories 
such commercial devices. upon which it rests—will be shot 
Of course—and it is very impor- from under it. 
tant that we realize and remember, If, on the other hand, the de- 
this—the complaint merely repre- partment successfully woos the 
sents what the department claims ‘court to its point of view that joint 
to be true; it is not necessarily the|action has taken place in these 
truth itself. If the case is fully areas, or if a consent decree is ne- 
litigated, it may well be that after | gotiated, the result of the suit—that 
all the evidence is in, the court |is, the injunctive terms of the final 
may find that the standard agency lorder—should not in any event 
commission is the result of eco-| go beyond prohibiting continuation 


ably will continue to be so. 

® The highlighting of this concept That is your production man. 
comes at a time when more and 
more advertisers and agencies are 
becoming aware of the inadequacy 
of undiscriminating and standard- 
ized customs to serve the subtle, 
| complex and distinctive needs of 
their own particular commercial 
Situations. 

| Their growing restlessness be- 


He is meeting the vital responsibility 
of purchasing and checking material 


nomic evolution and tradition and|of such collusive action. It should |Comes all the more acute when the 
not collusive action. Or that|not ban truly individual perform- |Stereotyped arrangements are ones 
when variations in agency serv-|ance of the activities designated in| Which, to varying degrees, have 


which presents the exacting creation 
of copy, design and illustration to 


ices and special fees are taken into 
account there is no such thing 
as a fixed agency fee; or that the 
recognition programs are credit 


ithe complaint. 

I have not the slightest doubt, 
‘and neither have you, that adver- 
'tising is so dynamic; so vital, so 
full of growth and strength, that it 
would weather blows a hundred- 
fold as threatening as that. 

It is simply inconceivable—un- 
less there should be so drastic a 
‘change in the nature of our econ- 
omy nothing else would retain its 
importance anyway—that advertis- 
ers, agencies and media will not all 


‘continued to exist after the condi- 
‘tions that originally infused them 
with good commercial sense have 
‘changed. 


‘been both dramatic and tremen- 
_dous since the earlier years of this 
|century. 

| But, in spite of that, agencies and 
advertisers for the most part con- 
tinue to approach their contrac- 


tual relationships with each other 


| The growth and change in the| 
advertising industry has, of course, | 


| 


the buying public. 


When necessity arises, his day may 
last twenty four hours. 


He needs your respect and encourage- 
ment in maintaining the dignity and 
importance of his position. 


It is through his care and skill plus 
discrimination in selecting suppliers 
that not one iota of gold lined white 


‘continue to need each other, and 
‘use each other, and that suitable 


in virtually the same archaic man-| 
ner as obtained before all those | 


space is ill-spent. 


and appropriate mechanics will be | Changes took place. | 
worked out whereby the laborer | 
who is worthy of his hire will re- § In the simpler days of our in-| 
ceive it from the person or persons dustry, the business between an 
who derive the benefit of his serv-|advertiser and its agency was 
ices, and in fair correlation with|USsually carried on between one 
the amount of benefit they get. dominant individual in each of the 
companies. They were, in almost 
= From the legal point of view, y all instances, close personal friends | 
see no reason why an order of the or became such or the relationship 
‘nature sought by the government broke up. 
Who in its present complaint should, if | They understood each other, and 
ultimately obtained, necessitate any | the immediacy and uninterrupted 
offers | severe derangement in the present- \continuity of liaison between the 


. 
‘ly familiar financial relationships |*W9 top men provided a basis of 


the between individual advertisers Understanding, mobility, trust and 
only and their agencies. An order would |#4aPtability that’ was probably 

‘simply impose upon those who are ™0re efficient than anything we 
broadcast the particular defendants in the ©" substitute today. It was not 


"CAP"? ‘suit the necessity of rearranging pase Rete those conditions 
: ‘their activities in such a manner ° » to hamper the efficiency 

‘as to avoid the semblance of pro- 0f @ fast moving, fluid, informal 

_moting or participating in collusive |S¢tUP like that with the details, 


| 


A\ \ 
Hutchings & Melville engravings 
are the superlative achievement in 
reproduction for high speed 
publication printing. 
They sell at the point of impression. 
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arrangement of the methods or ©difications and general red tape 
, terms of dealing between advertis- 
/ers. 
If individual companies within 
See Advertising Age, |these classifications wish, through 
November 14 ‘the exercise of their own discretion 
‘and decisional powers, to continue 
'to do business with each other 
‘along the familiar lines of the past, 
‘they would remain free to do so, 
‘provided it stands clear that their 
‘election is truly the product of 
their own initiative, undictated by, 


and unrelated to the plans or pro-| 


grams of others. 
| Even if substantial uniformity in 


of a formal contractual instrument. 


| i Skilled operators of the 
= But that was possible only under| Ja imported Klimsch Camera— 


those conditions. Now that adver-| # Four Color Proofing Presses 


tising departments, on the one 
hand, and advertising agencies, on 
the other, have grown to the com- | 
plex structures which they are to- 
day, then, despite the most pleas- 
ant personal relationships which | 
may exist between individual and | 
individual within the larger frame- | 
work, we must recognize that 
realistically times have changed, | 
and the relationship is now be-| 


a ‘ Pai . 3 gh r as Bd P 7 Pere. ea oy ap Aree ae oe pt oe Li e Suawtlly a 
Pei a £0, See 4 ta PEE Tg Ee ee Poaceae ra ee ee te pid ice Wars cere 1b SEDs: steer aae. ggg A ed Sect Na ge ie A aw Sct LY clay ia ia Wea Dee MR Sie ey oat ak Re hie ape eat Hi ee Re i are Cela, Ok Roe arenes (eden A Yh Mee SE 
ites 2 2s ae eas bey Pee) aS ied  S iee i> hae te satay EY, ees per ery gee eae ie Sw A eg AR age ie) oars sds: ik VRP te en et ae So ae Eig Dn ATS Selva aio The ei PS ea oo ¢ Cae ips. ee ce Sra i see tt EResiel «3 ioe ama 
se ee Bday Gy eG fr a 2 caret oO PE aa ovat: wats 5 ye ae Dene ts 4 ae ae Sosy ray et TER z 4 Pig % ut: We Pia pe de PE he hi ea oT gd f se Tigh eee oe, & rg Wisias ee ete 
Pe OE eens ee Ba , 2 Pier ar Fe as? ogee De ot sae * hae fie Reet Fees AG a aE ie: Bit ei5% a ad fy Mee ae es ees a Lal wid 4x ee ay - ores a oe btake . Be SOD, Ae ae ps wae ae oe dy Mae TE: NE Moet Rees a i ie * stiles Sy eae, Anat capt dy Sein’ ae La fee, 
aioe - - ‘ Seger SRR ee ae iF is. a et ie rid yer aan ee fe eee SA CEES orp eee ent SR dee eum ego ey str ee Ean eek TR eRe. aoe Ay PRS Sete cel gb aia hee ae 
ot ye NAR Peg ke ea PS SI Nt ie ea ae, Te. Este Soares heel Pas 2 ee Hare AN seg be Se ae a atl a pee Sh a ee irae RS ROA CALE pede sey LT 5 epee ae Patina? afer era cee PS Tae et 
a FR A hee ry . E pi atigs oe : ae tote 18 Sa ~ hs oy Peep ¢ “ ue Pee : o ¢ : 2 A y tonie® at < 5 J ae 2 ge ? ¥ Se : es: r “ am Ra * a 
. v ~ > - vd a és x 
, 
{ 
2 -s — a ee pie se ss : 
* ee Cc, ‘ ee ee es! ee ; 
2% ee : ea: Se ee fe ee q 
wo ai ae Wangs age ue ‘+ ty pei oe 4 
‘ me te Bec ARSE eee 7, ad : i 
<= oe ae ey ee ee 
a res ss oe att . eee ey oo nd ine 
7 Seo. ee ae - AS: siege 5 aS % 
Boe cee Siete Dears: a ee 2¢ a ag TG i - ) ae 
Soe as Sie ean, ‘ea gs 4 S wheats > 
Eom ine tA ee. Re Les “ ‘. Re 
Se As Bia eK “ fa yt ee Og 
alee eee cl evi < eee ne tee eee Ss Ne ok Peels : 
5 ois . a aaee ee, ee, id 1 a: . ee e n : mi 
ee Meee een “< a Tae & i ae 
ce - mes =. rene a 2 eee . he " SS es 
Meat ee. Se . nn ’ <3) Sat ea <hr >) ae es 
gee 3S erp geen aan owe sae oe oe Ea | 
BARES Weak Be oh eae ea Bs 6 eb wa \. “i Se ee § tee ae Cee 
Mea hr ae ee ee: Vg, a ee OS eS 
ee Ps SES ge Oe ge (4 Eee ge 
~ Rete ee ge a: es Oi en ies © eS 
% oan AAS Sin aie “a ee ee ee Re . <% le es 1 eae 
Pe ee ee ee ea ee Pe 
Roo ee ye r Daye re oa ae eo - Be ; * eave 2 
ee ee ck ad en 2 emt. = ae ci , ee d 
: ee ee we oe aed Bo. ae ee ae ae Fo ce ee 
“ per ae Pee 2 See eS rer {ie er 
woe ee See = 7 ge i eo i oe 
i 3 PL ee < _ iar ee ee Fee Y Phen Re >? Ba 
eS ee ee Be “Sea Noe | te ee ie z 
‘ Be high: aie Si 1 ee a as yey CR oe ee ¥ Sa ie 4 
oe ae. eS ee ie ee ab Pe 
Ses ce at ie rege ee aos a en ie eo. | oe es <a 
. ee ee en I) mie 7 ig Su ass Sm iy See Be 
a i ee ames Lk Sie ta Ys =e Pe ea 2 
: : oa oe ee ia! Ce ye f OCA 
- - a _. oy Pie ee ee ng sal Sper “> sales ee Rae 
7 ee Eas: : 4 Vi mes 7 - 7 1d ee. ze mes ae i Se . ee ei, e sate 
Bee ne oe ae Pe ais | eres re gO 
nee ee ce ee es ae ine ee ab eae a ea Pete 
DoS es ae a onl Mes: pe pees Ce GEE SAE ae 
Bate I38 ening bs liar a pe i ol a hea Sm = ee. hs ae : ‘ 
Eo nh ies ees Saoeey ee ag oo A hee 
ee ee ee ee suis a aia es 
Me ie see cs kgs Uo Ta ae REI ET oA ge ae fe, ieee as OVC oe ee 
i eo Rate linen oa set ire et a liad ee he 
SESE On COR a ag ae ea be st ae ea eee ae ae 
oa eat oe ey 3 ao ah eid “ete... terete a ees os ane mgs 
: Tiree eee me | | eee ‘eee: ee 
ial tay me | Ae ee 
eee he ee Meer een / bie a Nie oem 
OR Re Rec Par lh ed ae at 
a ee ts bra ta ee ey ek oe 
ee ea ree oS 
; - yee whe tale? as ton ga eee Lae ili 
2, emer ae ae ek OE owl es y CO es. a are 
i Ret im mettre al ry tee Sica 
Se aaa eer i i SAS 
es | alte 
« Re me ie we a a ee 
sd Ae aad Z Penge ee en 
i 7 ee let Tega 
; a ae ee aa hi a ee ; 
co Soa ee a oa é : : 
ne ne ce Ei , am Z J 
a = ot Soe 
ee = "ea a 
_ eV Res ee we = 
te 
=i é se 
: a gas 
J i " 
th hini light 7 
4 § 
ergs 
‘ee 
ie: 
ee: 
- & 
res 
Baris: Pie 
‘ pears 
f ac 
i. - 
he fe 
ar 
ee 
a |; . 
} oa E 
e, yz 
ee 3 
a eee ee ee : : 
re tS 
Gee ea 
Te ae 
1 ile 7 D 
Sais: asap 
| ie fe 
= ae 
ak sae 
ie 7 
' 5 
ate aw a hw Ss . oe Se 
ity See Sin tart Yes. ‘ees, 2s. eH ss 
i ee BES . Ee oot 
: 3 Ghee 3a Sr ES eed 
, x - 
ee i : , y p. 
Pee ot 
ee 8s 
~ 2 Pa . 
S 4, “es ol o 
ar 3 7 re 
pean . 
ie : ee ~~ 
Gare Sig 
pat) Bi? 
oad ae 
ase x 
ee ee 
is ‘ = a 
4 a ; 
) E Sy fi 
4 oe H 
? ae gS tree ore 
Fie eg POE Ky. ‘ 
ee jane mer 4 F 
: aie a a ah 
P i. 
~ oe m ae 
F Ba 
aot, 
Wk pe 
; ee ee nS a eee ep eee ee. hye ? ‘ 
——> eee eT s, 
ic ee 2 i a bili - <r en ee eee we 
278 eee eee rermeeme ee Te - So coe = a 
} . oS at Ce cS ee ee ee MT ae ee gm y PaO a ST a & 
; ean ye ae ee nee PS Ee as aes oe. 
’ ae oe ip RR te? wl ai ae ere ok A Re ee 
olin ae Gite Sseeie, he eed a est Pe oe a pee, eet aa oem es pei a Ry oth 
Bo ee ee cee a a Fo Sis Salas if 
*: f . . ; cae ‘ : <r : Se . rythaes | ar ; Perey , Wp alos gal Se yeah yeaa pig hie (ae Te J ‘ 
te 2 - a5 ou wy Peg pes ‘ee eore ay # Fier ek : yoy Pe see 5 Foe. ‘. ie ts. fuse as ae ee et y = y Ann; aang tee lies sl ve oa eee a Mi, Re R Ree ES ee oa IR We Ee ee aS aN A A oe cots F. % 
ge SL PO yee RE! Rte OG ee as iy, ay Pak 2, ee ee Oe ee Pe ee ge a EAs Ge ee wey EGA SS Se Ok We shee: ago Ppa Pl es ae a LR Sect Pe MO A DLs os, aoe ES Aiitate SUE oe Ace) abbey gece ue is Fe S 7 i 
pe i et Rk Ma TN oe ER RE bee Pale Rt me eG eR OLN CL ee eee Lea Ce Tee Wee ER RCT et Rr gg Par Se RR gr We trie Re oO Ear ee BEE.) rie Ea Rg 2 IRIS, EA pire cc 29 4 Bee Bi See 1 Rl A A ee dik Wo Lar aac ‘BATE MEA: a Rs 
¥ sae of Sect ies Ae Fn tag ag Pag 46h ea Tanger ba ete Big RD Nr peat lpn ae Wis sdk really ae ap FTE EY BN ok suai witch i AA RAG Sy ee ead, See TR peed Re ae eae case pel AR tte, oye as be 
TaN Bnd SOR OT Gers een Ret DBR Ts PN ater Baik MEA ph UEP Ae he ty cam en a Eek cg Renae pty ae anes | a ee een ees vermis’ idles Seek ke On Baek GP aes CO FR Se ee I A kee tae A 
eee ati eet ies ie OV og Oe Pe a See GAS OSS AT es a) ee Ges ay SA etic al alae RS, Aneede le Ca lay Sa Sabie Pa Separcd Sh sit RIM ba ne ERE a li Sle a he ae: Stas raat <ee 6 Cy, reer ies Tey Be a 3 oes rr smear Spe pena aoe ine) 7 
NEAT TONAL 4 REACT NS SPT ECE DHL AY SS PE OO ER SARL R! I" QAM ERRNO AME NOON SS PC ROR OW Perit MN re Se LPO LN a amy TS 
eae welgin “ + Pee Fike % of Se ae a Ce a a aot by z © 0 We? pee Pid kt or hee ee. ae ae ee ; Ge here tp be i FoeG iS Pies Sad a en See bis COCR ee Be os ee X a 4 + = rhe wot Pexig str Peas a 3 > ee ON me nS oP. ae 2s 2 ‘ 
ei FS ney Ca pre jo ds Res Pr PRS Pel bend eg - Wael Get ae dee bons bh reel ek Gta ee be cgi La: ie ge 2h Ses z Cet cp et ee eee LORE be ABN oor om a iieree ht Pae teieed bP te on  # &  % Saseud a ee pt poe 
Ss 7 - i. 2? ee ees a) i Owe Be Ae! ee ee See, Ee ee ee Fd we De a gee he Nie, a, “td , en oe 6 ee, hon yp AL Cee AES voi ee, ee OE A a ee . Cen ae” yee 6k a ee eg. MO eet De Oe eT Pars FS ¥ > Ske ae we ee SS ey oe ee a ae Y 7; 


THE 


LANDING 


STRIY 


as seen by 
JOHN BURGOYNE 


Normally, we are the most fac- 
tual character you ever met. But 
sometimes we have an off day, when 
we speculate about such topics as: 
why do all manufacturers of razors 
package their products in what they 
call “travelling cases” that are four 
times as big as they need to be? The 
average razor, tucked into its hand- 
some travelling case, will take up as 
much room in the two-suiter as a 
pair of shoes. It must be one of the 
curses of the Plastic Age. With all 
that cheap and shiny material to play 
with, the designers simply go hawg- 
wild, and devote three-fourths of the 
available space to packaging air. We 
will wager a handy container of used 
blades that a maker who offered a 
really compact case (and test-mar- 
keted it properly) would find he had 
a good thing. 


-— a 


Soup is a dish favored by most 
folks in cool weather, but tastes have 
been more-or-less standardized for 
a long time; meaning that a few old 
flavor-standbys have always dom- 
inated the volume market. One pro- 
prietor of a covey of busy, steaming 
soup-kettles figured that the mar- 
ginal consumers, who don’t eat soup 
regularly, might be put on the list 
of regulars if they were offered some- 
thing slightly new and different. So 
he brought out a half-dozen varieties 
not before seen on grocery shelves, 
to tempt the customers, and con- 
tracted with Burgoyne for panel 
tests in Cedar Rapids, Indianapolis, 
Omaha, Peoria, Tacoma and Toledo. 
The Burgoyne fact-finders made a 
complete and compact survey; gave 
four of the new products an un- 
qualified okay, pulled the plug on 
the other two. The soup salesman, 
sure of his ground, was able to or- 
ganize his production for volume 
sales. 


cm, 


Popular with many housewives 
are the packaged desserts which can 
be served with practically no bother 
whatever, requiring only a bit of 
milk or water, some stirring, maybe 
a flash of heat, and a trifle of time. 
You make ’em fast and they’re easy 
to get on the table. There’s always 
room for another item in this field, 
so when a food-foundry found same 
spare time and materials on hand | 
they set out to captivate the great 
American taste with a new product. 
Coming up with several candidates, 
they wanted to be sure, so they took 
on the entire Burgoyne list of twenty 
test cities. Burgoyne soon told ’em 
who stocked what, how the new 
goods were selling; checked copy ap- 
peals and merchandising procedures. 
Now all is well, and markets are 
thoroughly established. Why don’t 
you get on the bandwagon? Burgoyne 
can tell you what you need to know 
about sales figures on both your new 
products and your standard items. 
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tween one large business organ- 
ization and another. 
Understandings, activities and 
programs which were at one time 
settled in a matter of minutes by 
two men across a desk or table, 
now require consideration by sub- 
committees, committees, depart- 
ments and finally “top brass.” 


® The individuals who in the early 
years of advertiser-agency rela- 
tionships made their decisions as 
spontaneously as they wished were 
the heads, and most frequently the 
owners, of their respective business 
enterprises. They were responsible 
to no one but themselves. 

Today the people who must 
make the decisions are responsible 
to other officers of their company, 
to boards of directors, and, ulti- 
mately, to stockholders. 

Changes have also taken place 
in the complexities of technique 
in the advertising and marketing 
processes. 

In the developmental period of 
the agency commission system, the 
services renderable by an agency 
to an advertiser were pretty much 
limited to those that were collater- 
al to the selling of space for media 
owners. They were essentially copy 
preparation, space contract placing 
and space buying and servicing 
functions. They were perhaps per- 
formed more for the purpose of 
helping the media owner sell his 
product than to aid the advertiser 
in marketing his. 


® Today the services which agen- 
cies can and do furnish to adver- 
tisers range across an extremely 
broad and varied spectrum. They 
now encompass, amongst other 
things, the production of entertain- 
ment which once would nave been 
thought appropriate only to theat- 
rical producers; research, and par- 
ticipation, in many instances to a 
major degree, in the formulation 
of marketing and public relations 
policies—perhaps even product de- 
velopment and sales decisions. 

You know from your own ex- 
perience better than I do what I 
am talking about, and you know 
that the items I have listed are but 
a few. 

You know the enormous amounts 
of money that an advertising ex- 
ecutive accepts the responsibility 
for administering properly. 

You know the huge potential 
liabilities to which he can expose 
his company by improvident prac- 
tices in the administration of ad- 
vertising as an executive of his 
company, or by permitting an 
agency to commit them on behalf 
of his company; liabilities to sup- 
pliers and sub-suppliers of facil- 
ities, space, services and materials; 
liabilities to the government 
through various departments such 
as Food & Drug Administration, 
Federal Trade Commission, or In- 
ternal Revenue. 


® You know the unpleasantness 
and difficulties that may develop 
upon termination of a relationship 
with an agency, over such ques- 
tions as ownership of current and 
future campaign materials, or as to 
the agency’s right to commissions 
on future media billings. 

You know that the advertising 
executive stands accountable to his 
top-level management for the me- 
ticulousness and foresight with 
which he has handled his advertis- 


ing agency contract relationships | 


so as to establish, clarify and pro- 
tect his company’s position in these 
and other vulnerable areas. 

In view of the extremely mature 
environment that has now settled 
down upon our industry, how can 
an advertiser and an agency any 
longer be satisfied that they are 
acting up to their commensurate 
responsibilities when they formu- 
late a relationship between them- 
selves by means which, even when 
they are reduced to 


vertiser saying, “Hey, you wanna 
be my advertising agency?” and 
the agency answering, “Yeah, 
sure.” 

Please do not think that that is 
too much of an exaggeration. If 
you had reviewed some of the so- 
called “letters of agreement” which 
I have seen, you would know that 
when they are scrutinized with the 
legal eye that’s just about all that 
they amount to. 


® Let me describe to you the phi- 
losophy my office advocates to our 
clients when they consult us as 
lawyers to prepare an advertiser- 
agency contract. 

The wide inventory of services 
which today’s agencies can offer to 
advertisers seems to me to require 
extremely thoughtful attention, 
and carefully written definition in 
two areas of the advertiser-agency 
relationship. In the first place, 
since every advertiser does not 
want 100% of every service that 
an agency can possibly render to it, 
the parties should decide which 
services are to be furnished and to 
what extent. Secondly, the ar- 
rangement is on an _ unrealistic, 
and, hence, unsound basis if the 
remuneration that the agency is to 
receive is not fairly correlated to 
the services that it is to render. 


® In the younger days of the in- 
dustry, when an agency’s services 
to an advertiser were simple and 
relatively uniform from advertiser 
to advertiser, those circumstances 
made a uniform compensation sys- 
tem commercially appropriate and 
satisfactory. It was keyed to the 
conditions of the time and hence it 
was realistic and sound. Moreover, 
since those services bore quite a 
direct relationship to the use and 
sale of media space and were pre- 


4 A’s Chose Special Counsel 

NEw York, Nov. 1—The 
American Assn. of Advertising 
Agencies followed standard ad- 
vertising practice in selecting a 
special counsel to handle its 
defense in the anti-trust case. 

Arguments before Federal 
Judge William R. Herlands re- 
vealed that the Four A’s de- 
cided over the summer that it 
needed special counsel. It then 
proceeded to interview 15 dif- 
ferent law firms. 

From these presentations, the 
Four A’s made its choice. On 
Sept. 15, it gave the account to 
“Wild Bill” Donovan’s Wall 
Street firm, Donovan, Leisure, 
Newton & Irvine. 


‘dominantly in the service of media 


owners, it was equally natural and 
suitable that their compensation 
should be computed in relationship 
to the media billing, and that it 
should be paid by the media own- 
ers. 

But that was then, and this is 
now. 

Today, the balance has shifted 
until now the major emphasis of 
an agency’s work-load is in the 
service of its client, the advertiser. 
Its activities do still redound to 
the benefit of media in several im- 
portant and legitimate aspects. 


That is undoubtedly true, even to- 
\day. But at present they are col- 
lateral rather than primary objec- 
eves 
@ I have no doubt that all seg- 
ments of the advertising com- 
munity would question the ethics 
of an agency if it sought to prevail 
upon a client to use a certain 
medium in an effort to help that 
medium rather than from a convic- 
tion that this would best serve the 
advertiser. 

The gravitation of agency serv- 
ices toward the advertiser has 
moved so far by now, that the ad- 
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AN OPEN LETTER TO THe PHYSICIANS OF CHICAGO 


Announcing 


Medicine's Newest Weapon 


Control of Colds 


Deas Doctor 


tailored contractual relationships 
which best suit their own particu- 


bees needs under today’s complex 


market and legal conditions. 
The theme of this ANA meeting, 


_and your interest in being here, is 


“How to Make Your Advertising 
More Productive.” 

More and more advertisers are 
coming to a strong conviction that 
\their advertising can achieve its 


= fullest potential only when the 


structure that produces it is oper- 


-..~ ating with a maximum smoothness 


daailahle of pow shame 


DEAR DOCTOR—Ads for Citroid Com- 
pound, a new cold remedy, are di- 
rected toward doctors, but they are 
running in newspapers, in Chicago, 
Detroit and Cleveland. The ads are 
split between co-op and national. 
The proprietary product is made 
by Clayton Laboratories, St. Louis. 
Dowd, Redfield & Johnstone, New 
York, is the agency. 


to his agency, and for what. 

The range and variety of serv- 
ices an agency can offer an adver- 
tiser are so extensive, both in kind 
and in degree, that some under- 
standing is needed between them 
in their individual relationships as 
to the nature and extent of the 
work that the particular advertiser 
expects to receive, and the partic- 
ular agency to render. And because 
of the wide area for variance in 
the work to be performed as be- 
tween different advertiser agency 
pairs, sound business principles 
would seem to call for some inter- 
dependency between the work to 
be done and the reward to be 
reaped. 


ws Today, when so much of the val- 
ue of some services an agency may 
supply may not receive ample rec- 
ompense from a percentage of 
media billing, either because the 
services do not relate to or result 
in space or facility purchases, or, 
if they do, the medium involved is 
one with a relatively low billing 
rate, there is a restlessness amongst 
agencies concerning the traditional 
basis of compensation, and we find 
more and more a demand on their 
part, and a willingness amongst 
advertisers where circumstances 
warrant it, that additional fees be 
negotiated for specific services. 
Conversely, where agencies are 
called upon to render relatively 
little by way of effort in compar- 
ison with large amounts receivable 
by them from certain media—such 
as tv or super-circulation period- 
icals—whose invoices are verging 
upon expression in light years, the 
advertisers are growing restive, 
and they are more and more de- 
manding and receiving adjustment 
of the inequities, either in the form 
of additional services by the agen- 
cy without further compensation, 
or by the franker means of rebates. 


® In other words, as must always 
happen, vestigial commercial prac- 
tices may continue by momentum 
for some time after their true jus- 
tification has ceased or altered, but 
ultimately the friction of new mar- 
ket conditions will wear away 
obsolescent contours and remold 
the structure to its new environ- 
ment, or whittle it away entirely. 

The circumstances I have re- 
ferred to, and others which there 
is no time to go into here, mark 
the natural evolution of the mo- 


vertiser has a realistic, substantial, ment as one that moves more and 
and a legitimate interest in the|more toward individual negotia- 
writing, |subject of how much of the money |tions between specific advertisers |net he succeeds Gordon Carroll, 


‘and efficiency. And at the core of 
‘that structure there is, of course, 
'the advertiser-agency team. 


|@ The vanguard of advertisers 
‘that has been more analytical and 
searching in these problems has 
progressed to the point where it 
‘recognizes that an advertiser-agen- 
cy relationship of such smoothness 
and efficiency as that needs a 
climate of complete understanding 
and agreement between the par- 
ticular advertiser and its agency as 
to how they are going to work to- 
gether. 

At the same time that this thrust 
is developing spontaneously and by 
natural economic evolution from 
within the industry itself, it re- 
ceives a further shove in the same 
direction—although for totally dif- 
ferent and unrelated reasons— 
from the very concept and inherent 
philosophy of the government’s 
anti-trust suit. 

The cumulative effect of these 
two independent forces pushing in 
the same direction may be to de- 
velop the arrangement of adver- 
tiser-agency relationships more 
rapidly in their healthiest and most 
productive directions. 

The wisdom and teachings of the 
past, painstakingly distilled from 
practical experience, can and 
should continue to guide us. Only 
improvidence would dictate that 
they be heedlessly thrown over- 
board. But neither is growth to be 
denied, and growth implies change. 

At the moment we may be much 
too close to the details and emo- 
tions of the immediate litigation to 
discern the over-all pattern. I 
think, though, that it is there for 
all to see, if we can step back and 
objectively enjoy the larger per- 
spective. 


N. Y. PUBLISHERS 
FILE ANTI-TRUST DENIAL 


New York, Nov. 1—The Pub- 
lishers Assn. of New York City 
filed only a general denial to the 
anti-trust conspiracy charges 
brought by the government against 
it and five other trade associations. 

The group represents 12 daily 
newspaper publishers in the New 
York City metropolitan area. 

Its reply, prepared by Townley, 
Updike, Carter & Rodgers, follows 
the standard legal practice of 
denying “each and every allega- 
tion” or denying “knowledge or 
information sufficient to form a 
belief as to any of the allegations.” 

It asks for dismissal of the gov- 
ernment complaint. 


Turco Names Van der Boom 

Turco Products Inc., Los Ange- 
les, manufacturer of industrial 
chemical cleaning and processing 
compounds, has appointed Van 
der Boom, Hunt, McNaughton, Los 
Angeles, to handle its national ad- 
vertising. Industrial and business 
publications will be used. Abbott 
Kimball Co. of California, Los An- 
geles, formerly handled the ac- 
count. 


‘Coronet’ Names Stein 

Arthur Stein, director of sales 
development at Newsweek, will 
become publisher of Coronet Jan. 
1. Mr. Stein, who is responsible 
for all promotion and research at 
‘the weekly news magazine, joined 
Newsweek 17 years ago. At Coro- 


amount to little more than the ad-|he pays to a medium is rerouted 'and their agencies of the custom-' who has resigned. 
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Shelf Variety Is 
Key to Brand War 
Victory: Rogers 


(Continued from Page 1) 


Kroger and Safeway. The chain! - 


brands accounted for only 16%. 

“Eight years later,” he added, 
“the chain brands were accounting 
for 52% of the total margarine 
business through these outlets. The 
four national brands had been 
reduced to 24%.” Sales of all oth- 
er brands fell from 37% to 24% 


® Mr. Rogers noted that one of 
these chains is now using coupons 
to promote its margarine. 

During this eight-year period 
the total volume of margarine 
sales increased by 110%. 
ers pointed out that, therefore, 
“This does not represent a 
decreased volume for the adver- 
tised brands, but rather an in- 
ability to keep pace with a rapid- 
ly expanding market in the face 
of aggressive private label compe- 
tition.” 

Looking at the over-all picture, 
Mr. Rogers presented a_ chart 
based on buying reports of Market 
Research Corp.’s national consum- 
er panel. This chart plotted the 
position of advertised brands in 
40 grocery product classes. It 
showed: 

1. In 30 of the 40, national 
brands accounted for more than 
half of the total volume in all 
grocery stores. 

2. In 16 classes—covering such 
products as packaged soup, des- 
serts, cake mixes, instant coffee, 
canned soup, shortening, ready-to- 
eat cereals, tomato sauce—nation- 
al brands accounted for 75% to 
99% of total volume. 


= 3.In 14 categories—including 
canned pineapple juice, frozen 
meat pies, paper towels, all pur- 
pose flour, canned pineapple, fro- 
zen vegetables, canned meats, 
cooking and salad oils and canned 
tuna—nationally advertised brands 
had between 50% and 75% of the 
market. 


4. In seven categories—among)| 


them, mayonnaise, salad dressing, 
tomato catsup, peanut butter and 
frozen orange concentrate—the 


advertised products accounted for) 


33% to 50% of total volume. 

5. In three classes—regular cof- 
fee, canned peas and margarine— 
national brands had less than one- 
third of the volume. 

While this picture indicates that 
national brands are doing well, 
Mr. Rogers had other charts to 
show the strength of private 
brands. One plotted the share-of- 
market for 35 grocery products 
handled by three major chains— 
14 for A&P, 11 for Safeway and 10 
for Kroger. Among the products 
tallied were margarine, coffee, 
peanut butter, desserts, mayon- 
naise, salad dressing, catsup, fro- 
zen orange juice, spaghetti, canned 
pineapple, canned pineapple juice, 
canned peas and canned corn. 


® The chart showed that in these 
three chains the 35 private labels 
accounted for 23% to 87% of the 
total volume in the product cate- 
gories concerned. Mr. Rogers said 
the highest market shares were at- 
tained by coffee, salad dressing 
and frozen orange juice. The low- 
est points for the chain labels| 
were represented by pineapple | 
juice, mayonnaise and salad dress-| 
ing—salad dressing showing up| 


Mr. Rog-| 


| ee 
FRED G. ROBBE has been named ad- 
‘vertising manager of P. Lorillard 


-/Co., New York, manufacturer of 


‘Old Gold and Kent cigarets and 

other tobacco products. He joined 

the company in 1950 as assistant 

ad director and before that was 

with Young & Rubicam for more 
than 10 years. 


‘in their own brands, the market 
share ranging from Jewel’s 47% 
to A&P’s 87%. 

“As you can see,” Mr. Rogers 
said, “the positions of advertised 
brands and of chain brands vary 
with individual products. And 
within these products we frequent- 
ly find conflicting trends, with 
gains for some advertised brands 
and some chain brands at the ex- 
pense of other advertised brands 
and other chain brands.” 


® Mr. Rogers went on to review 
‘consumer shopping habits, show- 
‘ing that there is very little store 
loyalty in the food field. He 
‘pointed out that the average fam- 
ily shops in 3.7 stores per month. 
He pointed out that “in a two- 
week period, among a group of 
families who shopped in more than 
one store, we find that of each 
100 families buying coffee in 
‘Store A, 44 made their next pur- 
‘chase at some other store. In 
‘canned vegetables, 56 bought them 
‘at some other store. In frozen 
vegetables, 52 bought their next 
‘purchase at some other store.” 

| Mr. Rogers said the significance 
‘of this pattern is “that if a retail- 
er really wants to get the maxi- 
‘mum volume from his customers, 
‘he must have an adequate assort- 
ment of their favorite brands for 
selection.” As an example, he 
cited trends in the frozen orange 
juice market. 

He reported that sales of fro- 
zen orange juice increased nation- 
ally 23% last winter. While this 
was happening, he continued, two 
major chains, which do 85% of 
their frozen juice volume in their 
own brands, showed increases of 
only 5% and 6%. 


® On the other hand, “A leading 
chain competitor that handled four 
national brands showed an in- 
crease of 40% in sales in this pe- 
riod,” Mr. Rogers said. 

This indicates clearly, he added, 
that while chains “have been suc- 
cessful in selling a large share of 
their volume in their own brands, 
they have been losing out to their 
competitors who are offering a 
greater consumer choice.” 


BRANDS ARE SAFE IN 
CHAINS, BAUMAN SAYS 

Cuicaco, Nov. 1—“Don’t let any- 
one tell you that private labels 
will kill national brands,” a rep- 
resentative of National Tea Co. 
shouted at a group of frozen food 
packers and sellers meeting here 
last week. 

“I’ve been reading too many edi- 
torials lately, and I want you to 


both high and low, depending upon | know that we aren’t going to push 


the chain. 
Mr. 


national brands out of our stores. 


Rogers also presented a| We can’t afford to. Mrs. Consumer 
chart based on the Chicago Trib-| wants advertised brands,” 
une panel. This chart showed that} Bauman, general sales and mer-|included the Dale Carnegie Courses | 


Val 


| Last Minute News Flashes 
U.S. Files New Anti-Trust Suit Against Safeway 


WasnHiIncTon, Nov. 4—The Justice Department yesterday made a 
| fresh start in its anti-trust action charging that Safeway Stores has 
resorted to illegal price-cutting to destroy competition in Texas and 
|New Mexico. In filing the new civil anti-trust suit and a criminal 
| information against Safeway and two of its executives, the government 


© \said it was dropping an indictment that had been returned July 7, 


because Safeway raised procedural issues which might have delayed 
the case. 


House of Lords Gin Switches to Hoyt 


New York, Nov. 4—W. A. Taylor Co. will take over distribution 
of Booth’s House of Lords gin Jan. 1, from Park & Tilford Distillers 
Corp., and the advertising account will be moved from Storm & Klein 
_to Charles W. Hoyt Co. 


Hilton & Riggio Gets Super Coola Drinks 


ENGLewoop, N. J., Nov. 4—Cantrell & Cochrane Corp. has named 
Hilton & Riggio to handle advertising for its line of Super Coola soft 
drinks, effective immediately. The canned drinks had been with 
Cunningham & Walsh. The company said it plans to spend about $1,- 
000,000 on advertising in 1956. 


Chadbourn Gotham Retains Mitchell Agency 


New York, Nov. 4—Stanley Goodman, formerly sales promotion 
manager of Gotham Hosiery Co., is joining Sterling Advertising as v.p. 
in charge of client service. Earlier this week Chadbourn Gotham Inc., 
formed by the recent merger of Gotham and Chadbourn hosiery mills, 
announced that Beatrice Dudek, who was advertising manager of 
Chadbourn, has been named director of advertising and promotion 
for Chadbourn Gotham. At the same time, Harold M. Mitchell Inc., 
Chadbourn’s former agency, was named to handle all advertising for 
the new company. The Sterling agency handled the Gotham account. 


Sohio Chemical Moves to KVP from McCann 


MILWAUKEE, Nov. 4—Klau-Van Pietersom-Dunlap, Milwaukee, has 
been named to handle the advertising and merchandising of Sohio 
Chemical Co., Lima, O. Sohio Chemical, a wholly owned subsidiary 
of the Standard Oil Co. (Ohic) recently erected a modern petro- 
chemical plant at Lima to make nitrogen products for agriculture and 
industry. McCann-Erickson, Cleveland, previously had the account. 


Ellington Gets Golden Gift; Other Late News 


e Ellington & Co., New York, has been named to handle advertising 
for Golden Gift Inc., Deland, Fla., maker and distributor of fresh 
orange juice in disposable containers. Previously, Harris & White- 
brook, Miami, was the agency. 


e American Broadcasting Co., New York, has invited would-be Dem- 
ocratic and Republican Presidential standard bearers to announce 
their candidacies over its radio and tv networks. Robert E. Kintner, 
ABC president, said ABC will entertain requests for air time from 
recognized political figures in both parties. Present sustaining time 
periods will be made available to Presidential aspirants. 


e Kevin Sweeney, who months ago announced his intention of quitting 
the Radio Advertising Bureau, New York, at the end of his current 
term as president, has been offered a five-year contract with a big 
salary hike and other inducements to stay. However, the odds are 
that Mr. Sweeney will stick to his original plan to leave at the end 
of the year. 


® Milton L. Kiebler and Lee Rich, associate media directors of Benton 
& Bowles, New York, have been named v.p.s. 


e Scholastic Magazines will publish a monthly called Co-Ed for juni- 
or and senior high school students of home economics, beginning next 
February. Co-Ed will be launched with a paid circulation of 100,000. 
B&w pages will cost $650. 


e Gar Wood Industries, Wayne, Mich., maker of truck and construc- 
tion equipment, has appointed Meldrum & Fewsmith, Cleveland, De- 
troit and New York, to handle all its advertising. The agency also will 
handle advertising for Gar Wood’s subsidiary, United Metal Craft 
Co. Andrews Agency, Milwaukee, formerly handled truck equipment 
advertising, and William Hart Adler Inc., Chicago, the construction 
equipment division. (For other Gar Wood news see Page 49.) 


. Publishers Inc., which published 
D ale Car negie Won his books, courses and promotional 
Friends, Influenced literature, and Dale Carnegie In- 


stitute, the holding corporation. 
or _ John Mason, chairman of the 

M any; D 1€S at 66 | advertising committee of Dale Car- 
New York, Nov. 2—Dale Car-|negie Courses Sponsors Assn., told 
negie, 66, whose book, “How to| AA that Mr. Carnegie spent “hun- 
Win Friends and Influence Peo-|dreds of thousands of dollars an- 
ple,” was one of the all-time best | nually on local advertising from 
sellers, died Nov. 1 at his home in | 1912 until 1938, when franchise 
Forest Hills, N.Y. |operators took over their own ad 


suffered poverty as a young man | ject to approval of the institute. 


Born on a farm in Missouri, he programs in their own areas, sub-| 


and had to work his way through | 
state teachers college. After grad- 
uation he failed at several jobs 
before becoming a teacher of pub- 
lic speaking in 1912. By 1936, when 
his well known book was published, 
he had become one of the coun- 


try’s leading teachers in this field. | 
His book is reported to have sold | 
4,844,938 copies and has gone) 
| through 52 printings. 


| Mr. Carnegie’s business interests 


the National Tea, A&P, Jewel Tea|chandise manager of National, re-| Sponsors Assn., an organization of | 


and Kroger chains in Chicago do| 
the bulk of their bread business | 


assured the Central States Frozen 
Food Assn. 


franchise operators of his public 


“Since 1946,” he said, “literally 
millions have been spent by fran- 
chise operators in local advertising 
in the U.S. and in 15 foreign coun- 
tries. It was the same product it 
was in 1912, but advertising helped 
materially to increase sales. 

“In September,” Mr. Mason said, 
“the institute started national ad- 
vertising, with space in Life, Time 
and The Saturday Evening Post. 
It is planned to continue both na- 


tional and local advertising,” he 


said. 
Roy S. Durstine Inc. is the agen- 


\speaking courses; Dale Carnegie cy for the institute. 


Oregon Daily's 
Suit Says Union 
Financed Rival 


SEATTLE, Nov. 3—Scott Publish- 
ing Co. has charged in federal dis- 
trict court here that Unitypo Inc., 
affiliate of the International Typo- 
graphical Union, loaned more than 
$500,000 to sustain a daily newspa- 
per in competition with the Tri- 
City Herald, which Scott publishes. 

The charge was contained in an 
action filed Saturday in which 
Scott asks for treble damages of 
$1,083,000 from Columbia Basin 
Publishers Inc., publisher of the 
Columbia Basin News; Howard W. 
Parish and James M. Bryce, as of- 
ficers and directors of Columbia 
Basin Publishers; ITU and five of 
its officers headed by Woodruff 
Randolph, president, and Don 
Hurd, secretary; Walter D. Mar- 
vick, Washington agent for ITU; 
Seattle Typographical Union No. 
202 and its agent, Frank R. Mc- 
Glothin; the Allied Printing Union 
and its officer, A. L. Wilie, and 
Howard Parish & Associates as 
owner of the land and building 
where the News is published. 


® The Tri-City Herald and the 
Columbia Basin News are rival 
dailies published for Pasco, Kenne- 
wick and Richland in central 
Washington, three fast-growing 
cities clustered along the Columbia 
River at the southern edge of the 
newly irrigated Columbia River 
Basin and next to the Hanford 
atomic works. 

Scott charges a conspiracy to 
drive the Herald out of business, 
and specifically that the defendants 
tried to induce union members to 
work for the News instead of the 
Tri-City Herald, threatened adver- 
tising agencies dealing with Scott 
and sold ad space below costs. 


® Scott charges that “in the year 
1950 as a result of the unlawful acts 
and conduct of the defendants... 
plaintiff sustained a financial loss. 
In the ensuing years, only by su- 
perhuman effort has the plaintiff 
been able to convert the loss into 
a small profit. And by reason of 
said unlawful acts and conduct the 
plaintiff has been deprived of nor- 
mal profits, starting with the year 
1950, in the following amounts 
based upon gross revenues actually 
received: 


1950 $ 72,000 
1951 55,000 
1952 80,000 
1953 111,000 
1954 95,000 
1955 Not yet 
determined. 


“And in addition, by reason of 
being deprived of additional gross 
revenues, the plaintiff has lost an 
additional $25,000 per year, mak- 
|ing a total lost profit for the three 
|years preceding of $361,000.” At- 
_torneys’ fees of $50,000 are asked, 
| plus $25,000 more if the suit should 
be appealed. 

The Tri-City Herald began pub- 
lishing in November, 1947, and cur- 
|rent circulation was placed at 14,- 
500. It also publishes a weekly 
shopper. The Columbia Basin News 
was established in March, 1950, 
and its circulation was placed at 
10,000 to 12,250. It, too, has a week- 
ly shopper. 


® Unitypo is described in the com- 
plaint as engaged in the business 
of publishing newspapers and in 
buying, owning and voting stock 
of corporations publishing papers. 
Currently, the suit charges, Uni- 
typo “purports to be the owner of 
the entire capital stock of the de- 
fendant Columbia Basin Publishers 
Inc.” 
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Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum-—two) 30 letters and spaces per line; upper & lower case 40 per 
line. Add two lines for box number. Copy deadline Wednesday noon 5 days 
preceding publication date. Display classified takes card rate of $15.50 per 


column inch. Regular card discounts, 


size and frequency, apply on display. 


HELP WANTED 

Chicago agency specializing in Food Ac- | 

counts has excellent opportunity for | 

aggressive young man under 30 to fill 

assistant contact spot. Copy and merchan- | 

dising experience desired. If you have a 

good start, and are looking for a real | 
development situation, write fully. 

Box 7878, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


ART DIRECTOR. National agency headed | 
toward million dollar bracket wants un- 
usually creative layout man, with ability 
to do finished art. Knowledge of type and 
printing processes necessary. Location - 
Washington, D.C., with its exceptionally 
good living conditions—housing, transpor- 
tation, schooling, and recreation. Salary 
open. Give full details in first letter in 
complete confidence. 
Box 7869, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 


WANTED, HOUSE ORGAN’ EDITOR. 
Large Florida concern wants competent 
house organ editor, salary range $5000 to | 
$6000 plus many company benefits. The 
man we are looking for should have at 
least 2 years actual experience in this 
work and newspaper publicity and public 
relations experience would be desirable. 
Send full details giving resume of back- 
ground and include small snapshot if pos- 
sible. Box 7875, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS-PLACEMENTS 
209 S. State HA 17-1991 Chicago 


ADVERTISING SALESMAN WITH 

copy and layout experience. Typist. 
Seeking young man interested in im- 
proving present position with aggressive 
daily prosperous 30,000 population midwest 
city. Must have initiative, good personality 
and habits. College background preferred. 
We pay well, provide group life, accident, 
hospital, etc., good opportunity and secur- 
ity for right man. Write: George Gress- 
man, Business Manager, Janesville Daily 
Gazette, Janesville, Wisconsin. 

BARNARD’S ALERT EMP. SYSTEM 

NATIONWIDE 
BE SURE AT BARNARD’S 
Art Research 

Chicago 


Adv. 
WA 2-2306 


MOLENE PERSONNEL 
SPECIALISTS IN GOOD JUDGMENT 
ANdover 38-4424 
BANKERS BLDG. 


PUBLIC RELATIONS DIRECTOR 
Chicago Advertising Agency will inter- 
view candidates with public relations ex- 
perience. Prefer those living in Chicago 
area. Write full particulars as to record 
and present position. Excellent opportun- 
ity for the man or woman who has vision 
and ability. 

Box 7879, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


The Midwest's 
outstanding placement 
service for Adv. - Art & 

allied fields. 


By appointment only 
59 E. MADISON + SUITE 1417 
CEntral 6-5670 


BIRCH 
; 4 


Placement 
Counselors 


CHICAGO 3, ILL. | 


HELP WANTED 


ASSISTANT ADVERTISING—SALES 
PROMOTION MGR. 
|Perhaps you're ripe for that second job 
in advertising—or could be you're a re- 
cent grad (adv. major with some summer 
experience) after that first job. Here is a 
|real opportunity for a young man with 


| the ability to assume an assistant adver- 


tising managership without too much su- 
pervision. You’d be a part of a vigorous, 


| expanding organization (in the agricultur- 
|}al field) where the age of the oldest ex- 
| ecutive is not over 40. Duties would in- 
| clude: copy, 


layout (roughs), production, 
dealer contact. Write to 

Box 7880, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


ADVERTISING 
FOREIGN ADVTG MGR for midwest 
pharmaceutical mfr. No Fee $9000 
SPANISH COPYWRITER for 
pharmaceutical mfr. No Fee 
COPYWRITER with consumer agency ex- 
perience. Chicago location. ............ $10,000 
COPYWRITER with industrial exp. for 
Chicago manufacturer ............cccccccccceee 200 
PUBLIC RELATIONS-PUBLICITY with 
product publicity experience. ............ $7500 
ART DIRECTOR for consumer agency 
RR ne: 7500 
SHAY AGENCY, 30 W. Washington, Chi- 
cago 2, Ill. 


midwest 


POSITIONS WANTED 


POSITIONS WANTED 


High-type, experienced sales & market- 
ing man will work your leads in Metro- 
politan Philadelphia. Write P. S. Keiser, 
1729 Ridgeway Rd., Havertown, Pa. 


SUCCESSFUL SPACE SALESMAN 
WANTS TO MAKE JUMP 
Aggressive, ambitious space salesman 
wants to represent good publication with 
potential in Midwest on a rep basis. 

Box 7886, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


ART DIRECTOR, MIDWEST 
15 years top experience, excellent recom- 
mendations. Wants challenging spot in 
progressive agency. $15,000 bracket. 
Box 7887, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


HELLO MADISON! 
(West Chester, Pa.) - This copywriter in 
the provinces moves to the Rome of the 
ad world November 25. Will seek (and 
need) suitable ‘employment in agency or 
dept. Experienced. Competent. Age 36. 
Male. A postcard will produce complete 
resume or summon me to your threshold. 
—_* get together Madison - I'll serve you 
well. 
Box 7888, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 


SPACE SALESMAN for New York area. 
capable young man with excellent sales 
record & contacts with key agencies and 
accounts. 

Box 7889, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


Advertising Age, November 7, 1955 


AGENCY CONTACT MAN 
A man who knows his way around 
Chicago agency production depart- 
ments to represent film studio which 
produces quality TV slides, spots, 
advertising and industrial films, etc. 
Generous draw against commission. 
Unlimited opportunities for right 


man. 
ADVERTISING AGE 


Box 584 
200 E. Illinois St. Chicago 11, Il. 


STGr, READ & GAIN 
A solid ADV. & PROM. man. Four years 
with Agency and Dept. doing copy, pro- 
duction, client contact and sales. Local 
and national campaigns for Direct Mail, 
Space, and Radio. Produced film presen- 
| ens, catalogs, brochures and systems. 
know Fe arts. My copy and ideas 
hae sold. I'm 27, single, vet, MBA, Salary 
$5200 plus. Desire NYC, consider travel 
| and — state. 


x 571 ADVERTISING AGE 
480 taucien Ave. 


New York 17, N.Y. 


TV ADVERTISING MANAGER 
Long-established midwest TV manufac- 
turer offers excellent growth opportunity 
to young advertising man 30 to 40 with 
executive ability. Must have ad depart- 
ment or agency experience, write good 
copy, work well with dealers. Send full 
history, references, photo, salary. All re- 
plies confidential of course. 

Box 563 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Il. 


ADVERTISING SALESMAN 


with some experience in product 
selling and interested in training to 
sell advertising in trade publication. 
Preferably under 32 years. Salary 
and expenses. Full particulars re- 
quired for personal interview. Write: 


Box 577 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


Fine, Fast, Fairly Priced Photography 


pics 


phetographers 
DEARBORN 2-1062 


187 N. LASALLE, CHICAGO = ILLINOIS 
PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


“Our 45th Year” 


“LET’S THINK OF 1956” 


Many of our agency clients plan ad- 
ditions to copywriting staffs for 


WRITER-EDITOR 
Competent writer, formerly an editor of 
leading merchandising paper, seeks pos- 
ition with ad agency, mfr. or magazine. 
Sales and promotion minded, can write 
training literature, articles, releases, edit 
house organ. Capable administrator, good 
at contact work. 30 yrs. College grad. N.Y. 
area preferred. $7-8000. 
Box 7890, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 


ILLUSTRATOR 


I'M NO GENIUS... BUT 

I am a good, dependable worker looking 
for opportunity. 7 years adv. & pub. ex- 
perience - A.E., Adv. Mgr., Editor, Prom. 
Mgr., Prod. Mgr. Creative, copy, contact. 
Available 30 day notice. start $7500. 

Box 7885, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


SALES WINNING COPY 
Awards? Plenty—but this woman writer’s 
work is best known for sound sales think- 
ing, fine craftsmanship and good taste. 
Over 15 years’ 4A agency experience: 
copy, ass’t. account exec., home economist. 
Major appliances, banks, public utilities, 
business machines, dairy products, etc. 
Now employed. Midwest. 

Box 7868, ADVERTISING AGE 
200 E. Lllinois St., Chicago 11, Il. 


Designer and Illustrator, desires free lance 
work, layout and finish art. 

Box 7881, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 

REPRESENTATIVES WANTED 
REPRESENTIVE desiring additional 
publication. Monthly specialized food 
trade magazine has opening covering Chi- 
cago and vicinity. Send resume. 

Box 7891, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


BUSINESS OPPORTUNITIES 


1956. If you have agcy. exper. mail 
us your abstract today. 


STOP, READ & GAIN 


A solid ADV. 
with Agency and 
duction, client contact and sales. 


and national campaigns for Direct Mail, 
ed film presen- 
tations, catalogs, brochures and systems. 
Fue arts. My copy and ideas 

MBA. Salary 
consider travel 


Space, and dio. Produc 
I know 


I'm 27, etn vet, 


ADVERTISING AGE 
480 Lexington Ave. 


& rps. =. Four years 
Dept. doing copy, pro- 
Local 


New York 17. 


GLADER CORPORATION 


“The Agency’s Agency’ 
Stanley D. Koch, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 Chicago 


ONE “MAN” AGENCY 
OR ACCOUNT EXECUTIVE 


It’s a ‘“write-your-own-ticket” ar- 
rangement. Man or woman controll- 


ADVERTISING PERSONNEL 


Employer—Employee 
Investigate 
our active confidential service 
Betty Clem 


DRAKE PERSONNEL, INC. 


220 S. State © HArrison 7-8600 © Chicago, III. 


ing business who needs more time 
to service and solicit accounts will 
find this set-up ideal. Long estab- 
lished, successful agency operation, 
ably staffed, offers complete creative 

production services to busy ex- 
ecutive who must spend more time 
= the “outside.”” Write in confidence 
0: 

Box 579, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


“Owner of small, established Chicago In- 
dustrial Agency with complete production 
facilities would consider merging with 
local, individually operated Agency. Re- 
ply held confidential.” 

Box 7892, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


PRODUCTION—ART DIRECTOR 
Actual employment backgrounds in: Art 
Studio; Agencies; Publishing House; En- 
graving House. Art school graduate—can 
produce Layouts/Key Art. Heavy in In- 
dustry. Will consider Adv. Manager posi- 
tion. Age 37. 

Box 7882, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


Young agency production mgr. wants to be 
ASSISTANT ADVERTISING MGR. 
Can take complete responsibility for prep- 
aration of catalogs and promotional ma- 
terial. Knows art and reproduction. Shows 
promise of copy ability. Earning $8,000 
now. Convincing references. Write Box 

7883, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


P.R. - EDITORIAL - AD COPY 
| Seasoned creator of prize-wining cam- 
paigns has variety of talents which will 
add profits and hold business for you. 
Box 7884, ADVERTISING AGE 
200 E. Illinvis St., Chicago 11, Ill. 


with a creative buying f 
ings with an armful of 


media planning with m 


buyer”. Starting salary 
BEST. 

Box 586 ADVE 
480 Lexington Ave. 


WANTED: 


A MEDIA DIRECTOR— 


more interested in client sales 
than in circulation statistics! 


A national agency is looking for a media director 
do more than come to either staff or client meet- 
books. He should understand the coordination of 


promotional programs. He should see media audi- 
ences in terms of customer potential as well as 
cost-per-1000. Should have some conception of 
marketing areas—talk well—be able to inspire 
confidence in clients because he knows what he's 
talking about. This is no job for just a 


major agencies will be high enough to attract the 


lair. He must be able to 
Standard Rate & Data 


arketing objectives and 


“space- 
at one of New York's 


RTISING AGE 
New York 17, N. Y. 


Buy by the ABC inch per week in Local 
news specialists like Sanders 3 in 
Livingston Co. N.Y. Seven day 
week value. 


MISCELLANEOUS 


CANADA’S BEST MAILING LIST 
250,000 live names on Elliott stencils 
Call your list broker - TO - DAY 
or Tobe’s - Niagara on the Lake, Canada 


FOR RENT Air conditioned office space. 
One entire foor consisting of 5 offices. 
1000 square feet. Automatic elevator. Na- 
tional Ssporting Goods Assn., 716 No. 
Rush _ St., Chicago, Ill. Telephone De 7-3870 


Wanted: GOOD Beer Man 


Midwestern agency, not in Chi- 
cago, seeks top flight account man 
to handle brewery doing million 
barrel sales. He will carry princi- 
pal contact—also assist as well as 
supervise the creative production 
on the account. The man we seek 
must have had a minimum of five 
years experience on a successful 
beer account, either as account 
man with agency or as advertising 
manager of a brewery. He must be 
fully aware of intense competitive 
situation encountered in promot- 
ing beer sales today. This job re- 
quires a substantial man, salary 
commensurate. Your inquiry will 
be held in strictest confidence. 


Box 582 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


DO YOU FIT? 


BOS TBs bees ccc ccccccescs $15,000 
Foods or footwear exp. 
(ME MEE rs ccscccectnebes 9,000 
Appliances or related 
Merchandising Mgrs............. 15,000 
Foods, packaged goods—some P.O.P. 
Jr. Merchandising Man......... 7,500 
Foods or related 
Field Merchandisers............. 7,200 
Foods or related 4 
Ms ADA 6 os 0s on 6060s oes 20,000 
Automotive or hard lines 
SE ee 15,000 
Hardgoods and industrials 
i) MIS Be beccccesccscece 12,0 
Tech. & industrial exp. oo 
OS PS to $7,000 
Paints and/or industrial exp. ° 
Or. Copywriters. 2... ccc cnscce to 5 
Consumer & industrial products aetna 
Pro@wetion BOP... . ccc ccccccs 9,000 
Know media, type, etc | 
Spece Salesmen...........ccee 
5-6 yrs. with Trade Publ’tion — 
Contact in confidence 
GEORGE E. PYLKAS 


Executive Advertising Consultant 
WABASH EMPLOYMENT AGENCY 
202 So. State St., Chicago 4, WAbash 2-5020 


NEED A GOOD SPACE SALESMAN? 


Not just a peddler, but an advertising consultant, one who analyzes his 


prospects, distribution, marketing and ar mage | 
fitting his medium to their needs. Such creative sel 


top brass. Now with a top flight 
opportunity. 
Box 589 


480 Lexington Ave. 


problems before 
ing always gets to 
organization, looking for a challenging 


ADVERTISING AGE 
New York 17, N. Y. 


TOP GRADE SALESMEN 


for giveaway or premium item 
—an educational map game of 
the U. S. Men applying must 
be bondable. Need men in 
many cities, interviewing soon 
on West Coast. Write full par- 
ticulars. 
Box 581 
ADVERTISING AGE 
200 E. Illinois St. 
Chicago 11, Il. 


| WANT TO LIVE 
IN CALIFORNIA? 


Growing 4A Agency Needs Fully- 
Qualified Industrial-Consumer AE 


Age 35 to 40. Good opportunity for 
|| advancement. Salary to $10,000. Must 
have organized copy background, ex- 
perience in planning campaigns in 
the business post field, tact in the 
handling of client personnel. Agency 
has excellent reputation and credit 
rating. Please submit outline of 
background, without samples, first. 
References will not be contacted un- 
til stage of final selection is reached. 
Box 578, ADVERTISING AGE, 480 
Lexington Ave., New York 17, N. Y. 


DYNAMIC 
SALES PROMOTION 
EXECUTIVE 


One of the nation’s larger and more aggressive com- 
panies in its field, located in the Middle West, is es- 
tablishing a Sales Promotion Department. 


We are seeking a man 28 to 38 years of age, who may 
currently be in the Number Two slot in the Sales 


Promotion Department 


of some organization selling 


consumer products in such fields as small household 
appliances, packaged foods, etc. 


He is aggressive, intelligent, alert—an idea man— 


works well with others, 
travel extensively when 


a good team man, willing to 
necessary. 


This is a challenging opportunity to build a per- 
manent place with one of our country’s most progres- 


sive firms. 


Write in detail covering background, education, ex- 
perience and salary requirements. Your letter will 
be answered. Personal interviews will be arranged. 


All correspondence will 
Address Box 580. 


be in strictest confidence. 


ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
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Advertising Age, November 7, 1955 


ANA Meeting Mulls Over Problems of 
Marketing, Ad Budgeting, Planning 


(Continued from Page 2) fears of over-production and unem-| 
better in the next decade. ployment. The committee is headed | 

It stresses that integrated mar- by W. C. McKeehan Jr., v.p. of 
keting, digging out buyers for the| J. Walter Thompson Co., and| 
potential output of the American prints are available at $75 each 


economy, is the best answer to, from the sponsoring groups. 


lf You Operate 
a 2 Million 

to a 11/2 Million 
Agency... 


and if you're thinking 

that the life may prove 

too hectic for the long 

haul, you may be interested 
in us. 


We're not seeking a man to bring 
us volume or to go out and sell ac- 
counts. We are seeking a seasoned, 
well-rounded advertising man who 
has the know-how to use our ably 
staffed departments and to serve 
and give leadership to clients we 
assign to him. The accounts will be 
in consumer and industrial fields 
and will range from $100,000 to 
$500,000. 


We are prepared to pay our man 
(maybe 2 men) well. Our ‘‘pack- 
age" of extra benefits is too big to 
be called ‘‘fringe.'’ Our key people 
are all part owners on an easy-to- 
buy-in plan. We're on the Atlantic 
Coast. We're headed for $10,000,- 
000 volume. Interested? Sell us! 


Box 583, ADVERTISING AGE 
200 E. Illinois St. 
Chicago 11, Ill. 


a In the media sessions, Harold 
S. Barnes, director of the Bureau 


of Advertising, ANPA, stressed the 
values of marketing in depth in 


the areas of the country where 
one’s product is easiest to sell. 

He pointed out that companies 
have had to expand five times 
since 1939 just to hold their own, 
and emphasized that marketing an 
area extensively had paid major 
dividends to some companies— 
Rheingold, which concentrated in 
an 85-mile radius and became the 
fifth largest U. S. brewer, and Old 
Judge coffee, which ranks first in 
St. Louis sales. 

He also noted that 15% of the 
families buy 70% of the tea in the 
U. S., and that New England has 
far more than its share of tea- 
consuming families. In fact, Mr. 
Barnes’ definition of a modern 
marketer is one who gets more 
and more volume from smaller 
and smaller areas. 

He cited the market-by-market 
success of Monsanto’s All and 
Duncan Hines cake mixes (sales 
up from $3,000,000 to $16,000,000 
from 1952 to 1955). He reported 
the rapid modernization of news- 
papers, the increase in r.o.p. color, 
which hit 30,490,000 lines in 1954 
and exceeded that figure by 25% 
in the first eight months of ’55. 


ws Warner Moore, president of Out- 
door Advertising Inc., reported the 


Eastern Publisher needs an 
ASSISTANT PUBLISHER 
OR GENERAL MANAGER 


for one of its publications in the 
Industrial field. This man must 
know all phases of oe and 
be between 35 and 45 years of age. 
He must be aggressive, have 
imagination and have a promo- 
tional mind with an ability to 
keep business increasing. 

He must be honest, conscientious 
and a willing worker and be able 
to get along with people inside 
and outside. 

All information will be kept in 
strict confidence. Address your 
reply with your background in- 
formation to: 

Box 587 ADVERTISING AGE 
480 Lexington Ave., N.Y. 17, N.Y. 


HOW TO MAKE MORE ON BILLINGS 
OF $150,000 to $250,000 


If you've been making money for your 
clients, we can show you how to make it, 
too. Brightest agency operation in Chi- 
cago offers you a share of the profits and 
real help on your accounts, in return for 
helping us take on additional business. 
Everyone here knows of this ad so don’t 
hesitate to write. Box 588, ADVERTISING 
AGE, 200 E. Illinois St., Chicago 11, Ill. 


NEED A HOUSE? 


We have it in Deerfield, Chicago’s most 
thriving suburb. Six room ranch home 
with two full baths, large basement. Lot 
overlooking heavy woods is located in the 
best section of town. Schools, stores, and 
Chicago transportation easily accessible. 
Shown by appointment through the week. 
Call Deerfield 1776. Open for inspection 
1 to 6 Sundays, 412 Cumnor Court, Deer- 
field, Illinois. 


Sharp Mattox 


plans of the outdoor medium for 
additional promotion and research, 
outlined the work of Traffic Audit 
Bureau (which plans a national 
study every five years), empha- 
sized the contributions made to 
copy by the annual poster art con- 
test and the services of OAI’s art 
department, and showed a General 
Foods’ slide film which stressed 
the position of outdoor advertising 
—the medium which reached cus- 
tomers out of doors and on the 
way to shopping—in a balanced 
advertising program. 


a Robert E. Kintner, president of 
American Broadcasting Co., talked 
frankly to the group about televi- 
sion and radio’s problems and 
trends. 

He sees the need for qualitative 
research, to understand more about 
who listens and why they listen. 
He forecast 38,500,000 tv homes in 
1957, with a billion dollars spent 
in tv in 1955. He pointed out that 
in 1948 all of the top 25 advertis- 
ers of today were in network radio, 
and for 11 it was their first medi- 
um; today 19 of the 25 have tv as 
their first medium. 

In network tv alone, the typical 
advertiser of the top 25 invested 
47% of his advertising dollars in 
tv and another 9% in radio. 

Among trends he sees: multiple 
‘sponsorship, film programming 
(40-50% of night network time is 
now film, he said), an increase in 
the number of special shows, a 
‘gradual lengthening of customer 
| time periods—probably to 90 min- 
jutes or two hours. 
| Another problem is color—he 
| pegged the number of sets cur- 
‘rently at 40,000 (“mostly in the 
‘hands of dealers”) and guessed 
ithat color programming won’t be 
‘important until at least the fall 
of °57. 
| Finally, he considers the re- 
stricted markets the principal 
| challenge, and considers that true 


Cay it 


Laren 


with 


CUPERIOR PLATES 


No flowery language from us... just down-to 
earth quality plates that “blossom” on the 
printer’s press . .. and reasonable prices too! 
Call us... SUperior 7-7070 


SUPERIOR: ENGRAVING COMPA 


CHICAGO'S FOREMOST PHOTOENGRAVING AND OFFSET PLATEMAKING PLANT 


SHOP TALK AND JUST TALK—Chatting casually between 
sessions at the New York meeting of the Assn. of 
National Advertisers were Fred Sharp, Batten, Bar- 
ton, Durstine & Osborn, and Robert Mattox, Liberty 


Phillips Hendee Dimond 


‘competition in the top 100 mar- 
‘kets will be impossible until the 
FCC acts (“Of 244 tv markets to- 
day, only 11 have four or more tv 


'stations ... are 


Colson Matthews 


Mutual Insurance Co.; Jack Phillips, B. T. Babbitt 
Inc., Hunter Hendee, Maxon Inc., and Arthur Di- 
mond, H. J. Heinz Co.; Leonard Colson, Mennen Co., 
and Basil Matthews, Robert W. Orr & Associates. 


Masonite Promotes Sutton 
Clarence E. Sutton has been 
appointed sales promotion man- 


truly free mar- |@ger of Masonite Corp., Chicago. 


kets”) and he thinks FCC should | Mr. Sutton joined the company in 


act (1) to move v.h.f. stations 
which haven’t been used in small- 
er communities, (2) to create new 
v.h.f. stations, (3) to return to 
commercial broadcasting educa- 
tional channels not in use, and (4) 
to deintermix and separate v.h.f.s 
from u.h.f.s in certain markets. 


a The magazine session was con- 
ducted by a panel: Stanley High, 
senior editor of Reader’s Digest, 
Robert Elder, v.p. of Plax Corp., 
and Dr. Frank Baxter, University 
of Southern California, with Fred- 
erick Nelson, chief editorial writer 
of The Saturday Evening Post, as 
moderator. 

Mr. High made the point that 
magazines have changed with the 
changed temper of the American 
mind, pointing to the increasing 
content of fact and advisory 
articles compared to the declining 
amount of fiction. He asserted that 
magazines are primary tools of 
adult education, both editorially 
and in advertising columns. 


ws In case history sessions, James 
E. Robison, president of Indian 
Head Mills Inc., reported the plan- 
ning and execution of the Indian 
Head tablecloth promotion (AA, 
July 11) along with three other 
executives: Peter G. Scotese, v.p. 
and sales manager, C. O. Wood, 
marketing v.p., and John O’Don- 
oghue, ad director. 

In addition, he emphasized that 
textiles are under-promoted; that 
the whole industry would spend 
only $56,000,000 in 1955 or less 
than one-half of 1% on a $12 bil- 
lion volume. In the same year, it 
made on the average less than 1% 
profit after taxes. “If the entire 
textile business were to spend the 
same percentage of sales on all 
advertising and promotion as In- 
dian Head,” he told the group, 
“there would be $520,000,000 of 
billings for grabs—a half billion 
dollars!” 


ws The ANA elected the following 
officers: Edwin W. Ebel, v.p. of 
marketing, General Foods Corp., 
to succeed Edward G. Gerbic, v.p. 
of Johnson & Johnson, as chair- 
man. George E. Mosley, v.p. of 
Seagram-Distillers Co., was elected 
vice-chairman. Paul B. West was 
reelected president. 


The following directors were | 
elected: (for three years) David | 
F. Beard, general director of ad- | 
vertising, Reynolds Metals Co.;| 
Donald S. Frost, v.p. in charge of | 
advertising, Bristol-Myers prod-| 
ucts division, Bristol-Myers Co.; 
Henry M. Kennedy, director of ad- | 
vertising and public relations, Pru-| 
dential Insurance Co.; (reelected | 
for three year terms) Howard A. 
Marple, Monsanto Chemical Co.,| 
and Henry Schachte, v.p., Lever 
Bros. Co. 

Elected for two years was Ralph 
H. Harrington, advertising direc- 
tor, General Tire & Rubber Co., 
and Ben H. Wells, v.p., Seven-Up | 
\Co., was elected for a one-year 
| term. 


July, 1952, to edit the company’s 
external house organ, circulated to 
20,000 lumber dealers. Most re- 
cently he has been assistant sales 
promotion manager. 


in the nation’s capital 


one 
newspaper 
carries 
more 
general 
advertising 
than the 
other 

two 

papers 
combined 


The Washington Post 
and Times Herald 


Represented Nationally by: 
Sawyer, Ferguson, Walker Co. 
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They’re looking in 


this is your 


A glance at the mail that crosses our editors’ desks every morning would give 
you a new concept of the intense interest in this magazine. Company names 
and titles read like a Who’s Who of American Industry. 


They’re getting in touch with us for answers to their automation prob- 
lems. To them, in a little more than a year, AUTOMATION has become /ead- 
quarters for information on making operations more automatic. 


Reader reaction has been astonishing. Since our first day of 
publication—individual requests from AUTOMATION readers 
total more than 50,000! 


Fifty thousand letters, cards and telegrams in addition to urgent ’phone 
calls—why are they being directed to us ? 


Because the editors of AUTOMATION, by their outstanding editorial job, 
have won an enthusiastic reader following wherever more automatic operation 
is the goal. It’s the one magazine that’s devoted entire/y to filling the gap for 
information on all phases of automatic operations . . . fabrication . . . process- 
ing... treating ... weighing... handling .. . gaging . . . assembling... 
finishing .. . and packaging. 


Moreover, there’s an urgency about all this reader interest 
that creates a tremendous selling opportunity for you. Latest 
information we have on our readers’ plans for automatic 
operation shows that all previous estimates fell far short of 
present spending plans. 


opportunity ! 


In going ahead, many readers need information now that tells them 
where they can buy what they want. They’re eager to know “‘who has it?” 


They’re looking in AUTOMATION for the answers! They haven’t 
time to search through dozens of publications. Their big interest 
is automatic operation ...and what can you do to help them? 
That’s a brand new, major job for your advertising. 


You say you want high reader interest when you buy space. We say 
you've never had it so high as in AUTOMATION Magazine! (For proof, take a 
look at Starch ratings.) 


Here, concentrated in one circulation, you’ve got the vitally interested 
men responsible for pushing ahead their companies’ plans for more automatic 
operations ... the men who are spending Big Money for automatic equip- 
ment. Talk to them in AUTOMATION ... 


... the one publication covering all phases of automatic operation! 
... that cuts across all industry in this multi-billion market! 


... that reaches the audience most responsive to your automation 
sales story! 


... that gives you far and away the best buy in advertising to the 
automation market! 


They’re looking in AUTOMATION for the answers . . . now it’s up to you! 
Contact your AUTOMATION representative, or Edward S. Lawson, Business 
Manager, Penton Building, Cleveland 13, Ohio. 


a PENTON publication Penton Building, Cleveland 13, Ohio 
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